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INCLUDING A COMPLETE SET OF HIGHEST QUALITY TOOLS 


ORIGINALLY PRICED AT $84.95! REDUCED TO 
GIVE YOU TOP SALES ADVANTAGE 


It's the cleaner buy of the year! It has the most powerful 
cyclonic suction, plus patented suction seal for peak cleaning 
efficiency. The finest, most complete home cleaner on the 
market. Priced remarkably low for bigger sales, greater profits 


YOUR TOP SELLER FOR THE BIG S 


DISPOSABLE DUST BAG— 
JUST THROW IT AWAY 
The most wanted feature in home cleaners 
today ... with a big extra! This bag has its 
own exclusive custom-made collar for fast, 
easy, sure installation. Demonstrate this feature. It's 
another good Apex sales clincher that builds profits. 
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STOPS INSTANTLY! FASTEST POSITION CHANGE! 
A slight pull on clothes A gentle push moves 
stops the wringer in wringer to new operat- 
stantly. Safer for you — ing position ... no locks 
safer for your clothes or levers 


Only APEX has the Spiral Dasher with equal washing efficiency from 


top to bottom of the tub. Thoroughly cleanses ful 


filled to exclusive low-water “Silk Line.” 


ty Wringer Right now during the big spring 
a selling season is the time to push 
ya the APEX Model 640 cleaner at this 

Se cared Xe } special price. It’s a sales natural with 
=~, Ni all its cleaning efficiency, its quality 
IMMEDIATE PRESSURE RELEASE! styling and complete set of finest 
Either push or pull in- tools. And remember, any time isa 
stantly releases pressure good time to demonstrate and dis- 
bar .. . opens rolls for ‘ . 
easy re-set play your entire line of APEX Hour- 
Saving appliances for greater prof- 


1 loads of worst-soiled its for you. 


clothes and gently cleanses a handful of dainty garments when tub is Z. f . 


This Apex Model 1012-P is the finest wringer type washer 
on the market. Its automatic timer control prevents over 
washing and saves fabrics. It’s the most economical 
and safest large capacity wringer washer money can buy 
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Refrigerator freezer compartments 
are helping sell more and more 
freezers. This new kitchen “team” 
will be commonplace in years ahead. 


Kodachrome by Dave Rosenfeld 
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In the face of spiraling costs, Westinghouse 
and Tank-Type Vacuum Cleaners. These are 


* 


The Top Toss-Away* Bag Upright Cleaner Model F11 
. —plus all of these extra features: 


* Famous Toss-Away Bag—“‘Nothing to empty, hands 
never touch dirt’ 


* Automatic Nozzle 
* Two-Height Floor Brush 
* Self-Adjusting Handle 


REGULAR PRICE 
Is 


Standard, Motor-Driven Brush, Hand Vac Model H9 
for upholstered furniture, car interiors, mattresses, 
stair treads, etc. 


REGULAR PRICE 


TOTAL 


——_- se me UU OU OU he Oe a a ae en a ne a em UD 


BOTH FOR ONLY 97 4&?> 


Prospect Saves $23.75.. You Make Extra Sales 


Contact your local Westinghouse Distributor ... get set for volume sales. 
Announcement to public in This Week Sunday Supplement on March 30... 
STUDIO ONE on March 31...local newspaper advertising in April-May. 


WESTINGHOUSE ELECTRIC CORPORATION « Electric Appliance Division * Mansfield, Ohio 
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DEFLATION SALE! 


THIS SPRING (MARCH 15—MAY 15) 


offers you consumer bargains on BOTH Upright 
top 1952 models. Not stripped-down. Not closeouts. 


x 


The Top Toss-Away Bag Tank Cleaner Model T4— 
plus all of these extra features: 


* Famous Toss-Away Bag—“Hands never touch dirt’ 
* Complete 12-piece Home Cleaning Attachment Set 
* High-Velocity Rug Nozzle with Thread Magnet 

* Full ¥ HP Westinghouse Motor 


PLUS REGULAR PRICE 


New Speed Polisher that operates on air power 
generated by the cleaner. Complete with Tampico 
bristle brush for scrubbing and a special lambs- 
wool pad for polishing floors, furniture or automo- 
biles. This new attachment is full of sales appeal. 


REGULAR PRICE 








TOTAL 


... Of course, 
it’s electric! 
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BOTH FOR ONLY °O 97> 


Customer Saves $23.25.. You Make Extra Sales 
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One easy turn 
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Ups-A-Daisy 
= Dial 















Greatest 
cooking 
development 
in years! 


DOWN: Big, 6-quart 
deepwell cooker... 


Diamond Jubilee Promotions 


Merchandise that challenges competition in 
quality, price and woman-winning features— 
national advertising that glorifies the romance 
of the Gibson Diamond Jubilee throughout the 
land—all jet-propelled at store level by 
dramatic promotions that dig diamonds for 
dealers by the bushel! Get full details! 


Diamond Jubilee Testimonial: One easy turn of remote 


MORE THAN 6,000,000 Gigson Home —«CONtrol Magic Dial and heating 
APPLIANCES PROVED IN USE THROUGH- unit comes up... 
OUT THE WORLD SINCE 1877 


Your sales go Ups-A-Daisy when you dem- 

onstrate the exclusive, dynamic Gibson 
NuMagic Ups-A-Daisy with Magic Dial. There is 
nothing else like it on any other brand! And nothing 
else like the many other “Gibson only” features— 
aluminized steel oven floors; super-heat broiler and 
ConSealed lower heating unit in each of two roomy 
ovens; 5-way automatic, 7-speed pushbutton cook- 
ing with all controls away from steam zone; many 
others. Get aboard Gibson “Diamond Jubilee Ex- 
press,” ride to new high sales records! Talk to your 
Gibson distributor or write Gibson today. 


GIBSON REFRIGERATOR COMPANY 
GREENVILLE * MICHIGAN 


Model and product specifications subject to change without notice. 
Copyright 1952, Gibson Refrigerator Co. 


. with two ovens! 
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of Magic Ups-A-Daisy Dial 


closes sales faster stg 





| UP: Giant fourth surface cooking 
unit! Magic Dial raises or lowers 
unit hot or cold! 


Better-kept foods, lower 
operating cost, longer re- 
| frigerator life with the 
new Gibson. 


MI 


Save almost fantastic << 
sums of money—elimi- | — o— f 
eee 

| 





nate an almost incredible | 
amount of effort—witha | * = 
Gibson Home Freezer! eel 


There's a model for every customer, 
A Price for every PURSE 
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By ROBERT W. ARMSTRONG 


PETS ORR a 


ETROPOLITAN New York 

dealers are reacting in two very 
different ways to the cleanest invento- 
ries they have enjoyed since pre-Korea 
days. The small, independent dealers 
are wary of buying. Sales volume is 
too spotty and price shopping is 
worse than ever. So, most of these 
merchants are refusing to tie up their 
capital with heavy purchases. Most 
are working from floor samples and 
ordering only when they make a sale. 
Many are using the wholesaler to make 
deliveries direct to the consumer 
while they act merely as brokers. Says 
one retailer, “Operating on from five 
to ten percent margins we've got to 
keep our handling, investment and 
overhead expenses at a minimum, and 
this is one way of doing it.” 

The big boys, however, work differ- 
ently. They are shopping for deals, 
putting cash on the line if the deal is 
good enough. The buys they get they 
use two ways: as leaders for loud, 
promotional copy, or as “push” and 
“switch” items in the store. For the 
dealer, deal-obtained merchandise 
represents a chance to give the cus- 
tomer the discount he is shouting for 
without losing any profit, but it re- 
quires shrewd buying, extra cash to 
handle the volume purchase and an 
alert sales staff to close the customer. 


Molasses in the Usual Month. Jan- 
uary, as expected, was a slow month 
saleswise throughout the East. One 
big New York distributor, comment- 
ing on slow buying by dealers, said 
refrigeration sales were only 40 per- 
cent of what they were in January of 
1951. A Washington distributor says, 
“Have had the usual January slump, 
but spring prospects look good.” 

Dealers, too, felt the slowdown. A 
Buffalo merchant says, “January busi- 
ness was about normal—but it was 
down substantially from the inflated 
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figures of a year ago.” Another dealer 
found “January a tough month, not 
up to a year ago, either in white goods 
or TV and customers have not been 
responding to promotions as well.” 


Inventory Picture. How good 
(small) or how bad (big) inventories 
are depends on the dealer. In Phila- 
delphia, for example, one merchant 
says, “Refrigerators are high—danger- 
ously high—everywhere. ere are 
plenty of deals and plenty of dealers 
are taking them. Many dealers have a 
lot of eight cubic foot boxes from 
1951 and even 1950 with U-type evap- 
orators and don’t know what to do 
with them. I’ve got about 25 myself.” 
This same retailer finds heavy stocks 
of TV, too, but finds this no great 
worry. Other merchants in some other 
areas can’t seem to get enough sets. 
Cities like Springfield, Mass., Scran- 
ton and Wilkes-Barre, Pa., squeezed 
between small allotments and_in- 
creased demand, could sell more than 
they are getting. 

In opposition to the Philadelphia 
report, New York reports clean inven- 
tories and a dealer in Washington, 
D. C., says they have “the cleanest 
inventory ever experienced.” 


Shortages Somewhere. Like the in. 
ventory picture, the situation on short- 
ages is confused. In Philadelphia, 
says a merchant there, almost nothing 
is short. You can get all the dryers, 
automatic washers, refrigerators and 
TV you want. The only thing he 
can’t find enough of is one brand of 
ironer. But dealers in Boston are find- 
ing it hard to get some lines of electric 
housewares, washers and dryers. In 
Springfield, too, dealers complain 
about dryer shortages and in Washing- 
ton a distributor and a dealer bewail 
the lack of dryers. Not one of five 
Buffalo area dealers mentions any 
shortages and one even goes so fat 
as to say, “We look for no shortages 
in either white goods or TV in the 
foreseeable future.” 


A Cool Summer? Judging from 
dealer reaction to questions about air 
conditioning prospects it’s going to 
be a cool summer. Most of them are 
wary of big commitments. One Phil- 
adelphia merchant says he got stung 
last year, is afraid to buy this year. 
A Washington distributor declares, 
“There may be some demand, but 
nothing sensational.” Says another, 
“Air conditioners are here to stay, but 
it is going to take some little time 
before they become as much a part 
of the household as TV.” A Penn- 
sylvania dealer declares, “A cold June 
could ruin the season. I’m going 
easy.” 
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Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


Headaches and Worries. Unlike 
New York, where dealers seem to have 
accepted discounts to consumers as 
a necessary way of doing business, Bos- 
ton merchants are still upset about it 
One long-established Bean-Town re- 
tailer cries, “Until TV came we were 
never asked, ‘How much off?’, when we 
quoted the price. We think manufac- 
turers have too often been careless 
about naming sales outlets under the 
desire to get rid of their products and 
make a fast buck.” Another merchant 
in the same area is perturbed about 
accepting piancs as trade-ins for TV 
sets. 

In mid-Massachusetts the prime 
problem seems to be one of getting 
and keeping good TV servicemen—a 
problem which will worsen in many 
major markets when new areas open 
up after the unfreeze on UHF and 
new Stations, and technicians move to 
greener pastures. 

Out on Long Island and in New 
York City some dealers are still 
shocked at the bankruptcy of Mon- 
arch-Saphin. Some of the more pessi- 
mistic called this closing “only the 
beginning.” Quite a few hardware, 
plumbing, furniture and floor covering 
stores were discontinuing their appli- 
ance departments. 

And in Washington, D. C., a mer- 
chant who was asked if he was ex- 
periencing any critical shortages said, 
“Yeah, money.” 


The Midwest 








By TOM F. BLACKBURN 


HE news letter for March is al- 
ways a fruit salad of experience 
gained by contact with manufacturers, 
dealers and distributors at the winter 
markets, conventions, and from 
NARDA members who gather in Chi- 
cago at the turn of the year. 
Judging by the huddles, and from 
the NARDA dealers who rushed for- 






ward to ask questions after talks were 
over, these are the two subjects that 
arouse most interest among retailers: 

1. Newspaper advertising is bein; 
used to take the place of doorbell 
ringing and dealers do not know how 
to write it—at least, that which gets re- 
sults. Manufacturers’ mats are no 
good these days, they say, because 
they are in effect a manufacturer’s ad. 
Harold Frankel of Huntington, W. 
Va., spoke of the need for having a 
limit in each ad, “for today and to- 
morrow only,” in order to bring the 
people in promptly. He strongly 
favored ag pes and unusual pres- 
entations. He sold 92 television sets, 
he said, with an ad showing a sales- 
man asleep, and the warning, “Do 
not disturb our salesmen—our tele- 
vision sets sell themselves.” He ran 
an ad upside down with the headline, 
“Turning the market upside down,” 
which got attention. Another ad 
headed, “Wanted, 1,000 dissatisfied 
owners,” attracted buyers. Frankel 
sends a boy out with ten nickels, has 
him put them in parking meters on 
which time has expired and slip a 
card under the owner’s windshield 
wiper with the notice, “Your parking 
meter had expired. A nickel was put 
in for you by courtesy of Frankel.” 

Arthur Brandt of St. Louis runs the 
original price of the product, the 
model number, and today’s sales price 
in his advertising. Brandt’s ads always 
carry the slogan, “If not satisfied— 
we'll exchange for another make with- 
in 30 days.” Brandt says his service 
department calls first to correct pos- 
sible dissatisfaction, and failing, the 
firm makes the exchange. 

2. Second most important question 
to NARDA dealers was the matter of 
capital. Just emerging from the big 
inventories they have been staggering 
under, the boys were deeply concerne 
about how much business they could 
do on the money they owned, and 
how much inventory they should 
carry. The H. P. Price, Jr. angle of 
building up a reserve with one’s bank 
to take care of possible catastrophes 
met a very good reception. 


No Pioneers. Distributors at the 
midwinter markets were beginning to 
learn the reason for dealer reluctance 
to do any pioneering. Dealers main- 
tain that always when they begin to 
get acceptance after doing the spade- 
work to introduce a less saturated ap- 
pliance, the distributors promptly cut 
their throats by franchising a lot of 
other dealers who skim the cream. 
This happens so regularly that dealers 
do not even consider it funny, and 
turn a cold shoulder on new and 
worthwhile items. 

Manufacturers are 
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FRESHAIR MAKER 








Model P12—P16. Portable 
os a hand bog and just as 
useful. A jewel of a fan in 
two sizes, 12” and 16”, two 
speeds. Popularly priced and 
the public wants it, easy to 
carry and breezes up or down 
or into any corner 





Model RW20—Electrically revers 
ble 20” adjustable window fon— 
2900 CFM. The answer for a fine, 
powerful, quiet fon for a small 
home or apartment cat a moderate 
price 





Model RWP—Reversible, 


os a window fan only or as a 





Models PSW 10—PSW-12—iow priced, high 
performing, single speed adjustable window fans 


10” and 12 





Fresh-Air Makers are de- 
signed and built by a com- 
pany producing fine fans for 
the automotive and ventilat- 
ing trade for over a third of 
@ century. 


package’ with 
stand to convert fan unit to a portable. Actually 
three fans in one for the price of one good fan 


I2 


THE FRESH-AIR MAKER LINE— 


larger and better than ever before—is 
designed for top performance, good 
looks, and with selling features to make 
both you and the customer want it. And 
it is priced right. 


You can’t tie up with a better setup for 

sales and profits. The four models pic- 

tured are right down the middle of the 
alley of a big, popular demand.’ 
There’s nothing better on the mar- 
ket for the price, nothing that will 
out-perform, nothing that’s quieter 
for the work it does, and nothing 
that gives better, all around value 
than a Fresh-Air Maker. It will pay 
you to investigate. 
And then there’s the old tried and 
true Fresh-Air Maker successes em- 
bracing over thirty models of fans 
and a generous assortment of cen- 
trifugal blowers for a great many 
popular demands. 

© ATTIC FANS 

© HORIZONTAL ATTIC FANS 

© WINDOW FANS 

© EXHAUST FANS 

© PORTABLE FANS 


© SINGLE INLET 
CENTRIFUGAL BLOWERS 


© DOUBLE INLET 
CENTRIFUGAL BLOWERS 


© UTILITY BLOWERS 


adjustable window 
fon, two speeds, two sizes—1!2”, 16” 


Available 


SCHWITZER-CUMMINS COMPANY 
VENTILATING DIVISION 
INDIANAPOLIS 7, INDIANA 
ENGINEERS AND MANUFACTURERS 


of Fine Gans 
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dilemma which may not be apparent 
at retail levels. Said one fan maker, 
“We can put our copper into a 16-in. 
conventional fan or use it in a $230 
attic fan. It takes the same amount 
for either.”’ As a result, popular price 
leaders are likely to be much scarcer 
this year than last. 


New Wind. The tremendous in- 
terest in fans at the midwinter mar- 
kets is due to a new trend in design. 
Ever since Thomas Edison put a pro- 
peller on a motor shaft and created 
the conventional fan back in 1879 
(he did not even bother to patent it), 
the public has had a set idea of what 
a fan looks like and what it should 
cost. The new angle is to make fans 
that do not look like the oldtimers, 


| and which circulate air in a different 
| manner. With a fresh ign they 


can upgrade prices and the public will 
accept them, feeling they are getting 


| something different. 


Dealers looking over vacuum clean- 
ers are seeing a return of something 
that was tried once before. An in- 
crease in the power is taking place. 
This was tried in the early days, but 


| the increased suction picked scatter 


rugs off the floor and was a nuisance. 


| The new,. higher powered vacuum 
| cleaners today probably are going at 


it differently. One problem remains, 
however: Motors that take too high a 


| surge of starting power are likely to 
| blow fuses. 


Clock Radios Hot. Clock radios are 
the hot item in the radio business 
in the Middle West. In St. Louis and 
Chicago, also Indianapolis, sales are 


| said to be three times as good as a 


year ago. Outside of that, radio seems 


| to be an accommodation item. The 
| Goodwill Industries, an organization 


in the Middle West that picks up, re- 


| furbishes, and resells old household 





goods, will no longer call for old radio 
consoles. 
mand for old radio consoles anymore. 

Television advertising was relatively 
heavy around the first of the year, 
with clearance sales (up to 50%) and 
slashed prices as a come-on. L. Fish 
Furniture Co. had a smart box in its 
copy reading: “These are not out-of- 


| date or obsolete sets but ones which 


have been manufactured within the 
last 30 days that have all the new, 
improved 1952 television features.” 


Plumber Trouble. Illinois dealers 
are watching the wrestling match with 
the 1951 Illinois plumbing licensing 
act. The old law required all plumb- 
ing to be handled by or under super- 
vision of master plumbers, which 
amounted to class legislation. The 
new law has this same defect and will 
affect the installation of dishwashers, 
water heaters, food waste disposers, 
and automatic washers. What is 


| wanted is a law which will set a code 


to which installation will have to 
measure up. This would escape limit- 
ing installations to one class of people. 

Television installation costs have 
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They say there is no de- 





been reduced by one distributor in 
Illinois. For $6.50 a service man will 
set up a TV on its built-in antenna, 
and instruct the customer in its op- 
eration; he will fill out the warranty 
card, leave the set in good condition, 
and get a signed receipt from the cus- 
tomer. For $17.50 he will do this, 
plus giving the dealer’s customer 30 
days’ complete service. 


Trade-in Trouble. It has become 
almost customary in saturated Mid- 
western cities, to allow between 10 
and 20 percent on old washing ma- 
chines for trade-in. One of Chicago’s 
exclusive washer houses declares that 
you cannot get the business any other 
way. Too many dealers are ready to 
give away their profit to get the busi- 
ness. 

Out of the trade-ins that have ac- 
cumulated—and deals are frequently 
made without even appraising the 
machines—one out of ten can be 
figured as an utter loss. A couple out 
of the ten are in such good shape that 
they can be resold with little clean- 
ing up. The middle ones that require 
repairs are the problems. Used washers 
are not selling well in Midwestern 
markets because if enough money is 
= in them for repairs, they are too 
igh to be attractive. Incidentally, the 
same thing holds true for refrigerators, 
a Lansing, Mich., dealer, who spe- 
cializes in that type of appliance, 
states. 

Sales of washer repair parts which 
dropped off after the flood of new ma- 
chines came on the market two or 
three years ago, are again building up. 
The number of odd, unusual makes 
is decreasing and the pattern is falling 
into familiar brands. Incidentally, 
Sears Roebuck will not release their 
parts catalog to dealers making it a 
nuisance to get stuff for their ma- 
chines. With automatics, the demand 
for solenoids is greatest. 


The South 





By AMASA B. WINDHAM 





ELEVISION saturation is be- 
ginning to rise down south. It’s 
selling like bock beer at the annual 
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ER-HOTTER 


ic Water Heaters ~Gas and Electric 


Therefore, White dealers 
win out— today and tomorrow 


Year in and year out, owners of White 
WATER-HOTTERS give heartfelt thanks Gas—Round models only | @ 
for this unseen, unheard household servant — 

tucked away in some inconspicuous corner, 

serving faithfully with never a moment’s at- Electric—Round and 

tention. Time after time, though almost un- 

consciously, homemakers bless the White table top models > 

dealer who made the sale and installation. Vv 

The huge bank of goodwill thus built up for i 

“tomorrow” by today’s profitable sales is one 

of the many franchise-assets most prized by 

White dealers. To learn how it means money 

in YOUR pocket today and added security 

for your future, contact your White distribu- 

tor or mail coupon RIGHT NOW. 


WHITE LEADS IN TWO FIELDS: 
ELECTRIC AND GAS 


6.9% Film of Flame 
MORE HOT WATER 

6.9% more than most utility | No small holes here, to clog 
requirements, for electric | and couse wasteful combus- 
models, because White's slow 

EXCLUSIVE Water-Hotter 

baffle diffuses and tempers 

incoming cold water. 


























WHITE PRODUCTS CORPORATION—Dept. M-3 
MIDDLEVILLE, MICHIGAN 


Please send me the complete White “Water-Hotter" Proved Profit 
story, my business letterhead is attached. 
WHITE PRODUCTS CORPORATION | ~”” 
Water Heating Specialists Since 1930 : 
MIDDLEVILLE a MICHIGAN 
EXPORT OFFICE: 201 N. Wells St., Chicago 5, Illinois 


Patented Copyright 1952, White Products Corporation 





Address 





City 
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meeting of a sauerkraut society. And 
the big reason is that aggressive dis- 
tributors are pushing it mght out in 
the grass root and branch head areas. 

This fact was brought home to this 
correspondent in a forceful way re- 
cently. A survey of his home town 
showed almost 500 television sets now 
in use. In a south Alabama city of 
25,000 population, 100 miles away 
from the nearest telecasting station, 
that’s an eye-opener. 

As pointed out, it was the whole- 
salers who are doing the spade work 
and stiff competition was the spark 
which kindled the flame. The distri- 
bution boys are out working with their 
remotest dealers every day to get the 
business and the results are paying 


CONTINUED FROM PAGE 6 





begun to happen yet.” In Birming- 
ham, Dallas and New Orleans, senti- 
ment was about on the same order. 
Most boxes sold during the gold rush 
of five years ago were still a little 
too new to be replaced. 


Range Sales Still Rise. Electric 
ranges, which began to make a come- 
back last fall, were still on the up- 
grade. Two or three unusual dealers 
encountered by this traveling reporter 
during the month were even selling 
more ranges than any other item. 
Again, it was dealers in the farming 
sections who led the parade. Sales of 
laundry equipment was, as usual, 
steady. 

There were continuing good sales 





off. The year 1952 is certainly des- of space heaters, even out in the Texas 


1% any season! 
| There is a blue-tail fly swimming _ that his sale of heaters was better dur- 
| around in the ointment, however. ing this winter season than it had 


tined to be T'V’s biggest. areas. One Dallas contact reported Y 
Fast or slow market — it makes no difference to Bossy Television service is not only poorly ever been before. Ranchers and farm- 
| ... she keeps on giving. That’s the way it is with the handled, but service charges are en- ers from Amarillo to Shreveport were 
| Radion indoor TV antenna too! When business is tirely too high. In Jacksonville, Fla.. coming in for em, he said. Space 
| bustling, Radion installations are profitable because for example, the newspapers were full _ heaters enjoyed their best year in sales 
‘ g, é é f. § . oe 2. , Th 
[—they save you time and manpower. When the market of letters to the editor complaining in both of the Carolinas and in 
slows, Radion’s “Free Installation” promotion pro- about exorbitant charges for serv- Florida also. 














— 


duces profitable action for you. 


wagon... write Radion today! 





-— Finest quality... high profit has made Radion the 
Industry Standard... 2,500,000 units sold steadily 
since Radion originated the indoor antenna prove 
Radion’s leadership — prove smart dealers use Radion 
in all seasons to sell TV. Get on the year-round profit 






























































ice work. Home freezers were “‘so-so”’, “not so 


In Atlanta, two dealers confessed 
to this writer that they had lost sales 
because the potential buyers were dis- 


| couraged over the prospect of getting 


“decent service.” Nobody begrudges 
the service man a fair return on his 
workmanship, but there is plenty of 
gouging going on. 


Trade-Ins On Upswing. Further 
illustrating the increasing acceptance 
and saturation of television is a step- 
up in ads offering trade-ins. In the 
Miami area, some dealers were ad- 
vertising: “Trade in your old set for 
$100—any make—any model.” In 
Memphis and New Orleans, cus- 
tomers were urged to trade in table 
radios, portable radios, record players 
and console combinations on TV sets. 

As for the rest of the field, dish- 
washers were one of the month’s hot- 
test items. Sales were better in al- 
most all of the rural sections, as well 
as along the east coast from Richmond 
to Miami. In the Carolinas and 


good” and “fair” in most sections. 
Here is an item which must be pro- 
moted continuously, it appears. The 
experience of New Orleans dealers 
proves it. When the local utility stages 
a promotion, sale of freezers in the 
Crescent City reaches amazing pro- 
portions, but at other times they 
move slowly. 

As was to be expected, there was 
a considerable drop in the sale of al- 
most all appliances during the month 
of January, compared with the De- 
cember bonanza. But in comparison 
with other Januaries, business was not 
bad at all in the southern states. 
These are a lot of hypotheses but if 
the upsurge in range selling continues, 
if the replacement market in refrigera- 
tors increases, if the exploitation of 
newer appliances (such as that bv 
Florida dealers in water heaters and 
electric blankets) doesn’t fizzle out, 
and if all-out war stays way from our 
door, there is every reason to believe 
that 1952 will be a whopping vear in 


= (7 - Tennessee, sales were excellent. Birm- the appliance business, despite short- 
eo ingham, Houston and Memphis re- ages and allocations. 

ay, ported dishwasher sales as “good”. 

ak 3 Purchase of water heaters appears Shortages Are Evident. Inciden- 


The Radion Corp., 1130 Wisconsin Ave. 
Dept. EM-3, Chicago 14, Illinois 
Send me free 8 ways to profit with Radion"’ 


to be on the upgrade again, too, after 
a somewhat extended sag in sales. 
Down in Florida, dealers in the 
Tampa, Miami and Orlando sections 


tally, in the matter of shortages — 
they’re here in some lines. Few deal- 
ers can get enough tabie model tele- 
vision sets to sell, allocations are in 


N : : , 
sae seem to have just discovered the sales _ effect almost everywhere and the signs 
Firm possibilities of water heaters and have are unmistakable. It seems that 
Address 
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gone out for them in a big way. 
Another item which Florida dealers 

hopped on and began to push were 

electric blankets. Sales were up more 


| than 250 percent in December and 


January over any other similar period. 

The sale of refrigerators was about 
on a par with last year. In Charlotte, 
one veteran dealer summed up the 
prevailing hopes of retailers that 
“trade-ins on refrigerators are bound 


| to mushroom eventually but it hasn’t 


manufacturers who cut back in pro- 
duction had better take another look, 
particularly in the 14 states of the 
southern section. 

It will be noted that in the above 
paragraphs, reference is continually 
made to the growing sales in rural 
sections of the South. The importance 
of this market cannot be overempha- 
sized. It is, of course, the last fron- 
tier of selling. More new power lines 
will be strung, more interest in ap- 
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‘Service Rated” for more hot water 


The Toastmaster" 
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TOASTMASTER 


...0 fine name in appliance merchandising is now on TWO types of 


AUTOMATIC 
WATER HEATERS! 
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Sales Manager, McGraw Electric Co., Clark Division 
5201 W. 65th St., Chicago 38, Il. E-32 


Please send me full details on the profitable ‘Toastmaster’ 
dealership checked below: 


© Automatic ELECTRIC Water Heater 
O Automatic GAS Water Heater 


Built by the makers of the famous ‘‘Toastmaster’”’* Toaster 


TOASTMASTER 











- 
Automatic Wafer Hegfers an 
Business 
**Toastmasten,” “Lire-Bect,” and “Ionopic” are trademarks of McGraw Address 
Electric Company, makers of ‘Toastmaster’ Toasters, ‘Toastmaster Water Heaters, . 
and other “Toastmaster” Products. Copr. 1952. Clark Division, City. Zone. State. 





McGraw Electric Co., Chicago, Ill. 
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DEFROSTS... 


WHILE YOU SLEEP’’ 





aN 


*12° 
PARACON 


de-frost-if 





Cash inonthe 
Swing to Automatic Defrosting! 


The big news in refrigerators in 1952 is Automatic Defrosting! 
As more and more refrigerator manufacturers play up this 
wanted feature—more and more housewives are sold on its 
advantages—and this creates a tremendous market for you 

- + no matter what make of refrigerator you sell! For now 
you can offer simple, clean, worry-free automatic defrosting 
for any refrigerator, new or old, with Paragon’s performance- 
proved “de-frost-it’’! 


An Untapped Market of 
29,000,000 Refrigerator 
Owners Is Waiting for 


at $995 


@ de-frost-it is the only complete unit... hung any- 
where...no installation...no extra cord to buy. 


@ de-frost-it is completely performance proved... 
hundreds of thousands of satisfied users. 


@ de-frost-it is made and backed by the world’s 
largest exclusive manufacturer of time controls. 


@ de-frost-it is backed by aggressive national ad- 
vertising . . . reaching over 7,000,000 prospects 
+ month after month. 


@ de-frost-it merchandising plans... sales policies... 
dealer aids help you cash in on customer demand. 


Complete — 
nothing else 
to buy. 





“My Paragon de-frost-it 
has done away with all the 
muss, fuss and bother of 
hand defrosting. It saves 
me hours of time and 


labor, keeps food longer, 
and besides, it cuts down 
on the cost of electricity 
and upkeep. Yes, I’m sold 
on the Paragon de-frost-it!” 


PARAGON ELECTRIC COMPANY 


16386 TWELFTH STREET . TWO RIVERS, WISCONSIN 
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| pliances shown and more new cus- 


tomers created in the South than in 
any other section of the nation, and 
the wise dealer who will tum the 
highest profits in the next several 
months will be the one who concen- 
trates on this market. Yet, day after 
day you can meet scores of dealers who 
either ignore or refuse to believe the 
fact that here is the healthiest appli- 
ance market in America. 


The Far West 





By CLOTILDE G. TAYLOR 
SS LASTS 


HE West Coast started the year 
on a relatively normal basis. Sales 
of television seem to be good, of ap- 


| pliances fair. Inventories are a little 
| on the heavy side, so far as dealers 


are concerned, although shelves and 
warehouses are clearer than on the 
Eastern Coast, it is said. Stocks are 
well balanced, leaving most firms open 
to buy as needed. Few of them, how- 


| ever, indicate any plans to purchase 
| in excess of present needs. There are 


perhaps more than the usual number 
of dealers who are “not doing so well” 
simply because they are not getting 
out after the business—a condition 
which results from the fact that many 
are familiar only with the unnatural 
postwar market and are still waiting 
for customers to come in and take 
it away. Distributors report that their 
stocks are “O.K.”, which seems to 
mean that on most items there is not 
too much in the warehouse. There 
are shortages on some models and a 
few items, such as dryers, but not 
many. Western television manufac- 
turers, not so long ago stocking ware- 
houses with completed sets, now are 
on a 30- to 60-day backlog basis. 
One leading factory expects national 
output this year to be about 20 per- 


| cent under that of 1951 but itself 


hopes to better its last year’s figures. 
Prices, says this firm, will remain 


| stable for the reason that factory costs 
| will not permit reductions. 


L. A. Market Sane. There has been 
little or no dumping in the Los An- 
geles market, which seems to be start- 
ing its television year on a sound 
basis. Most cut-price firms, balked 


SETS 





of distributor or manufacturer “‘spe- 
cial deals” locally, are going East in 
search of material. Dealers have well 
balanced stocks and lower inventories 
than for some time. The 10-point 
advertising clean-up rules adopted by 
local newspapers have done much to 
better the tone of ads. Success of 
this program has led to adoption of 
similar codes elsewhere, as far away 
as New England. The rules cover 
such disputed points as use of sq.-in. 
instead of linear dimensions in de- 
scribing tubes and forbid use of term 
“colorvision” or its equivalent in con- 
nection with colored cellophane or 
painted tubes. Pictures which include 
stands or cabinets shall state whether 
or not these are included in price 
stated. “No money down” or equiv- 
alent phrases must have accompanying 
explanation that this applies only if 
trade-in is equal to amount of normal 
down payment. In general all state- 
ments must be clear and unequivocal 
and must adhere strictly to the facts. 


Rains Limit Sales. The wettest 
January in more than 60 years is 
credited with having cut into ap- 
pliance sales by keeping people at 
home. In the Los Angeles area, where 
genuine floods resulted from a several- 
day downpour, more than one dealer 
suffered a flooded basement—and some 
had water or mud at the ground floor 
level, but no serious damage is re- 
ported. Chief suffering came from 
diminished store traffic and neces- 
sarily postponed store promotions. In 
spite of the weather, however, lamp 
eens seem to draw well, and 

igher than usual sales are reported. 
The heavy precipitation has done away 
with any fear of power shortages in the 
Pacific Northwest, where rivers are 
again at the flood stage. 


Heater Limitation Protested. The 
tuling by Navada’s Public Service 
Commission which permitted the Las 
Vegas utility to cut down on serving 
new air heater installations has been 
= in that area and a public 
nearing was set for late in January. The 
contention is that the power company 
has not the right to refuse service to 
any one appliance, on the basis that 
it might at some future date refuse to 
serve electric ranges, or other = 
ment on the grounds that the specific 
load was not a profitable one. This 
utility in the past has built up its 
exceedingly high kw.-hr. consumption 
per domestic customer by offering 
low rates, with no questions asked as 
to use of the current in the home. The 
Las Vegas situation was particularly 
unpopular because of the time of its 
announcement, when dealers were 
already stocked heavily in anticipation 
of the Christmas demand. Consider- 
able buying by tourists and by visitors 
from neighboring areas, who were glad 
to pick up heaters at cut prices, is 
reported. 


Inadequate Wiring Cuts Sales. The 
fear expressed that the inadequate wir- 
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Zale's Jewelers 
Tulsa, Okla. 











“102 THE FIRST | 96-500 WorTH 
” IN 9 DAYS!” 
DAY! 98 
Jack Colbert Th nderson 


ie John Shillito Co. 
incinnati, Ohio 
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yours feature the clock-radio that 
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Model 515 





ERE’S the hottest item in radio today—and sales records the country 
H over prove it. Over two million families can tell you—the G-E 
Clock-Radio is the world’s most useful radio. Automatically wakes 
you to music, starts your coffee, turns appliances on or off. And it 
turns itself off after you go to sleep. Look at these G-E sales extras: most 
popular name in the field . . . outsells ‘em all . . . 4 colors at one low 
price... plus new Model 535— 10 times more sensitive than ordinary 
clock-radios, for bigger markets and step-up sales! $3995 *t 
Call your G-E radio distributor now! Model 515. 
General Electric Company, Receiver Department, Syracuse, New York 

General Electric Clock-Radio prices start at $29.95. 

*Slightly higher West and South. t Subject to change without notice. 
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Te You, Belden’s Golden 
Anniversary Means 


—— performance 
that can come only 
from a “know-how” 
that has grown 
through actual serv- 
ice since the early 
days of the electri- 
cal industry. 
—an ability to co- 
operate in pio- 
neering new 
wires to meet or 
anticipate in- 
dustry’s grow- 
ing needs. 
In the years 
that follow 
This Belden 
Program Is 
—TO BE 
CONTINUED 


oom : £ 
= ’ 


IN THE CORDS YOU SELL 


This all-rubber mixer cord dem- 
onstrates the plus values built into 
Belden electrical cords. They are man- 
ufactured to standards that far sur- 
pass the minimum requirements set 
up by the Underwriters’ Laboratories. 


against fire or personal injury, a plus 
in appearance, and a plus in sales and 


profits. Ask your Belden Jobber. 


Belden Manufacturing Co. 
4663 W. Van Buren St. 
Chicago 44, Illinois 
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ing installed in many wartime housing 
projects would eventually limit appli- 
ance purchases has already been prac- 
tically justified by a San Diego experi- 
ence where one block of homes reports 
that refrigerators, TV sets, even 
lights, refuse to operate properly. The 
several-thousand-home project was 
erected at a time when no appliances 
were available and was never intended 
for postwar use, but like so many 
temporary jobs which have been per- 
mitted to continue, it has been too 
well occupied to be torn down. There 
are undoubtedly thousands of such 
housing projects throughout the coun- 
try, not to mention early postwar built 


| private homes, which are now so in- 


adequately provided with circuits that 
appliances are not functioning prop- 
erly. The city department at Provo, 
Utah, is conducting an educational 
campaign among its citizens to make 
them realize that even adequate stand- 
ards of a few years ago do not now 
meet the needs of the modern home 
appliance load. 


Successful Spokane Promotions. 
Liquidation of Spokane’s IEEDA in 
no way implies any lack of success 
for that very enterprising dealer organ- 
ization. Under the capable leader- 
ship of Robt. L. Wilkinson, execu- 
tive secretary, the Inland Empire 
association staged many a cooperative 
promotional activity, with excellent 


| results. Latest promotion on laundry 
| appliances in October resulted in unit 


| 


They give you a plus in protection 


sales of these appliances 15 percent 
above those of October, 1950. Dry- 
ers ran 85 percent above September 
sales, ironers were 53 percent up and 
automatic washers 70 percent. The 
new League which replaces IEEDA 
will not concern itself with trade prac- 
tices, but will devote itself primarily 
to promotions and interindustry good 
fellowship. 


Looking Forward to Unfreeze. The 
West is generally preparing for the 
eventual freeing of television channels 
which will bring stations to the many 
areas now deprived of TV. A radio 
broadcasting station in Colorado 
Springs is reported to have received 
the necessary TV equipment in prep- 
aration for granting of a permit, al- 
though they pessimistically set this 
time as “a year or more” distant. 
One Boise, Ida., firm has been buying 
up television trade-ins from the Salt 
Lake City area and offering them at 
small figures to its Boise customers, 
even though Boise as yet has no sta- 
tion. They promise to redeem the 


| sets at full price if the customer wants 
| to trade them in on a new set when 
| reception finally comes. A question- 


naire to potential listeners in Tucson, 
Portland, Ore. and Denver indicates 
that better then one half are ready to 


| buy a television set “immediately” 
| after television arrives in their locali- 


| ties. End 
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Dealer Home Heater Sales Frove 


Soperplame 


VOLUME AND PROFITS! Actual sales records of SUPER- 

0 FLAME Dealers prove that SUPERFLAME consistently 
gives MAXIMUM sales and profits. SUPERFLAME 
dealers are volume home heater dealers! 








COMPLETE LINE! Never a lost sale with SUPERFLAME! 
i] 17 oil heater models. 8 gas heater models. A popular 

¥ EE” priced model for every heating need! 
SALES-MAKING PROMOTIONS! On/y SUPERFLAME has 
SUPERFAN, the basis for the most profitable promotion 


MUS in home heater history! The most powerful heater sales 


tool ever developed for the dealer! 

RE POWERFUL SALES FEATURES! Only SUPERLAME has 
BO the exclusive ““FUEL-SAVER,” the “ TRIPLE-COMBUS- 
Ee TION BURNER,” unsurpassed beauty and the world’s 

greatest combination of fuel saving features! 





TO: QUEEN STOVE WORKS, Inc. Dept. EM 32 
) ALBERT LEA, MINNESOTA 


' Please send me without obligation: 
H - “ ” 
[] 29 Ways Book. 
THE SALES WINNING 


[_] Complete Catalog and Prices. 
METHODS OF (_] Complete information on 1952 SUPERFLAME Promotions. 
AMERICA’S MOST 


SUCCESSFUL HOME HEATER DEALERS ol ! Firm Name 


THIS Valuabie Book is guaranteed to open your eyes! 
Gives you practical, proven methods that will make your 
store e heater headquarters! Tells how to advertise, 
how to get prospects, how to demonstrate, how to close 
sales, etc. plus many other volume and ot a8 building ideas. 
Worth hundreds of dollars to ANY hom: { 


COSTS YOU NOTHING IF YOU mai Fats COUPON! — 




















ELECTRICAL MERCHANDISING—MARCH, 1952 PAGE 13 




















DESK MODEL 
38C 


ht £23 24 thioRrweow 
(NE i C£AC UWL 
—— ee 4 oe 

® = The Vornado Air Circulator was the first improvement in design and in operating 
principles in the fan industry in 30 years. 





Vornado set new standards in the fan industry...in design...in performance... 
in beauty. gz. 

Dealers set new sales records...and are making higher profits and creating more 
customer satisfaction with Vornado than ever before. 

You, too, can enjoy the added volume and profits from Vornado’s different 
design, different merchandising methods and different promotion. 
CALL YOUR VORNADO DISTRIBUTOR TODAY. LET HIM SHOW YOU HOW VORNADO’S 
1952 SALES AND MERCHANDISING PLANS WILL MAKE GREATER PROFITS FOR YOU. 
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Model 75WAC 


Extends only 912" 
inte the room 








Now after three years of engineering and testing, Vornado brings you a new 


Room Air Conditioner—one that’s new and different, too. 
Vornado again sets industry standards in styling—beautiful two-tone green 
trimmed with touches of burgundy and gold. It is designed to occupy less room space— 
extending into the room only 9% inches, 
Vornado has new innovations and engineering features throughout. Twin Air 
Directors that give deep penetration of cold air in any direction without drafts. Variable 
Speed Cooling from 8,800 to 7,000 BTU—Pressure Exhaust without compressor 





operating—and many other exclusive features. 

Vornado is not an assembled air conditioner, every 
operating part, except the compressor, is designed, manu- 
factured, and assembled and guaranteed by the O. A. 








Sutton Corporation. 
see eee 


VORNADO DISTRIBUTORS ARE NOW SELECTING AND 
FRANCHISING KEY DEALERS. CALL YOUR DISTRIBUTOR 


RIGHT NOW! 









KANSAS 
PAGE 


WICHITA, 
15 
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and stops customers? 


Plus features! Manufacturers are proud of them! 
Dealers are eager for them. Customers lap them up! It’s safe to 
say that The Feature Story is the most important 
Sales Story any range can have today. 
And what more important feature can a range offer than 
: a Telechron range timer? Because Telechron timers mean 
) accurate timing—the kind of timing the public knows and trusts 


in millions of Telechron clocks the nation over. 


If you handle ranges equipped with Telechron timers, you have 


an “extra” that pays its way many times over in sales acceptance. 
Telechron Department, General Electric Company, 


123 Homer Avenue, Ashland, Mass. 


Chelechwn 





This 4-hour range timer and clock combination automatically signals 
at preset intervals with split-minute accuracy. Signal sounds several 
minutes or until turned off. The C-73 comes in wide or narrow bezels. 
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NOW! A qreat new exclusive BENDIX feature 


The MAGIC HEATEF 


means sales-making magic for you! 


Here’s how the news is flashed to the nation’s housewives: 


(—one of many big ads appearing in national magazines) 


en! Exclusives Magic re 











, L : sy . 
And here's how this magic feature is backed by 
the hottest promotion program of the decade: 














fabulous ad| 


of the NEW Snow White Bendix with 


SNOW WHITE and the SEVEN 
best-loved figures 








SNOW WHITE and the SEVEN DWARFS 
appeat in 26, 100, 000 Natt pe Ads 








Walt Disney's 


DWARFS the best-known 
on the American scene today! 


ey J 


snow WHITE and the S 


are ‘quests’ 0” TV's 
“THE NAME'S THE SAME’, 


STARRING Robert Q. Lewis, 
and Meredith Willson 


EVEN DWARFS 

















newest, freshest show 
>» x . 


A Smashing tie-in 


Snow White and the Seven Owarfs 
EVERY BENDIX DEALER 


LOCAL THEATER 
EVENTS 


Theater managers all over the 
country are being alerted to tie 
in with local Bendix dealers on 
this spectacular promotion! 


STORE DISPLAYS . | 
AND y U Hl \4m KEY CITY NEWSPAPER 


SALES LITERATURE ———— Vy" ADS AND LOCAL 
Floor display units... giant posters... ——— =, ’ TV SPOTS 


window display banners and spots. . . hard- 
selling tabloid newspaper... striking 
4-color folder and mailing piece—ready to 
capture attention AND SELL! 





Exciting, forceful newspaper ads and 
local TV spot films are all set to 
give you powerful, on-the-spot sell- 
ing support! 


Gyramatic x Economat Dialamatic Automatic Dryer 


See your nearest distributor or write us for his name— 


BENDIX HOME APPLIANCES, DIVISION AVCO MANUFACTURING CORP., SOUTH BEND, INDIANA 








Fedders ‘Electric Sponge’ 
Wrings out new 
profits for you! 


EALERS sold every Fedders Dehumidifier they 

could get their hands on last year... the market 
stili hasn’t been scratched! Through ads in Saturday 
Evening Post, Better Homes & Gardens, American 
Home, Popular Mechanics and Mechanix Illustrated, 
more and more people are learning how this amazing 
unit plugs in and goes to work drying out damp 
rooms, stopping damage from moisture. It’s portable 
and needs no special ducts or water connections. 
Five-year factory protection plan. 


Look at this huge, untouched market ! 


Basements Gun Rooms Laundries 
Beach Homes Kitchens Machine Shops 
Candy Stores Libraries Printing Shops 
Dark Rooms Fur Storage Radio Stations 
Factories Hospital Storage Stock Rooms 


That’s just a thin slice of the rich market for Fedders De- 
humidifiers! Get the full facts on this new profit-maker— 
call your Fedders distributor, or mail the coupon NOW! 


) 4, iomiselti te), Mise) Mis med telsien) te)sltleal, (cme) 2... 


FEDDERS-QUIGAN CORPORATION 
Dept. D-1, Buffalo 7, N. Y. 


Gentlemen; Please send me complete information on how I can 
profitably sell the 1952 line of Fedders Dehumidifiers. 


fedders re 


Address 





A GREAT NAME IN COMFORT 
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retail 





%& PRICE LEADER! 
te STYLE LEADER! 
| te VALUE LEADER! 


Here it is! The value-leader of a value-line. 
Compare it with anything on the market. 
Compare it for price. . . quality .. . perform- 
ance. Do that and you'll stock this selling 
sensation of the ’52 fan season! 

Yes, the Manning-Bowman “‘Special’’ will 
pull plenty of prospects into your store. But 
if you slight the rest of this quality line you’ll 
be missing a bet. Here’s trade-up merchan- 
dise of high quality, a complete selection to 
suit every customer, and at prices that are 
lower all along the line. 

Manning-Bowman Fans for ’52 give you 
a big selling edge. They’re high quality, 
priced to sell, and they'll be backed with 
strong promotion. Order from your distrib- 

. __utor now. - 
Fah he “Th eit St OF 
To, ae 
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MODEL 71, 16 INCH 


3 Speeds, only 
$43.95, retail 


MODEL 61, 12 INCH 


3 Speeds, only 
$34.95, retail 


HEAVY-DUTY COMMERCIAL OSCILLATORS 


Specially engineered for use in stores, offices, factories. Four-pole 

motor and die-cast rotor provide long life— quiet operation. : MODEL SOP MODEL 60P MODEL 70P 
Rugged, heavy-duty design that requires minimum of mainte- : . ° 
nance. Broad, steep-pitched blades project large volumes of air 10 INCH 12 INCH 16 INCH 
with hardly a whisper. Ball-bearing oscillating mechanism. Beauti- 1 Speed, only 3 Speeds, only 3 Speeds, only 
ful baked-on gold hammerloid finish. Fan can be used on desk or $29.95, retail $43.95, retail $49.95, retail 
mounted on wall. Heavy welded guard. Fully guaranteed. 


PEDESTAL FANS FOR HOME, OFFICE, OR STORE 


Keeps air flow above people and loose papers. Construc- 
tion details of motor, fan, and oscillating mechanism iden- 
tical with desk-type models. Four-pole motor, die-cast 
rotor. Well-proportioned tubular steel standard and heavy 
base. Positive locking clamp. Easy to raise or lower. Ad- 
justment range from floor to center of fan: 10”—from 46” 
to 65"; 12”—from 52” to 71”; 16”—from 52” to 73”. Finished 
in beige hammerloid enamel. Fully guaranteed. 





MODEL 6000, 12 INCH 
3 Speeds, only $44.95, retail 


16 INCH 
Draws cool air near floor into fan and circulates 3 Speeds, only Re) FOR THE HOME 
it without disturbing hot air near ceiling. Dome $39.95, retail . 
deflector distributes air a full 360° outward and 
upward. Four-pole motor and die-cast rotor. ' ~ long life and jet operation. New- 
Increases air circulation without objectionable MODEL 60, oP) || € . cs = : ~Aalye d 


“NO-DRAFT” CIRCULATOR vo nce, HIGH-QUALITY OSCILLATORS 


Four-pole motor and die-cast rotor insure 


drafts. Rubber-mounted motor and wide- H ere eee ee at ie, Se aes 
bladed fan are quiet. Heavy stamped steel wae . \ ri a gy spt send — — 
body is finished in two tones of lustrous ham- 3 Speeds, only $29.95, retail 4 se ‘athe eet. ee! yop as ae as a 
merloid enamel. Heavy welded guard, base \ y Sioaty ockink hid. Kaaeash todos Bacon 
and feet are beige... top and dome are a soft : 


loid, - a teed. 
gold tone. Guard is closely spaced for complete MODEL 50 SneeOR, A en ee 
’ 


safety. Flat top may be used as a coffee table. 
Fully guaranteed. 10 INCH 


1 Speed, only $19.95 retail 


Mananinc-Bowman Division 


McGraw Electric Company, Elgin, Ill. 


~~ 
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OO ae 


“x 7o helo you (crease rai 
NL appliance sales, DuPont tells 
gout best customers... 


The 
nap. 4 *eal ig, 
Ve Your, a Pon ™ 


Many oop 
Wality yer 


h 
fine 
Wise Prox 


WY Make the 
| most of this 

/ | big selling 

; : \. Gyortamty j 

| this powertul catHmpa1Gga atl 


in Better Homes Emphasizing DULUX is the easier way to sell! 
a Garde 2 4 S Yes, big ads like this in Better Homes & Gardens featuring DULUX 


appliance finishes make your selling job easier. Want proof of 
DULUX sales appeal? DULUX has helped sell more than 25,000,- 
000 refrigerators alone. Start featuring DULUX enamel today! E. I. 
du Pont de Nemours & Co. (Inc.), Finishes Div., Wilmington, Del. 


DULUX enamel 


cc. VU. &. PAT. OFF. 


Yi 


Te in with | 


REG. U.S. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY Ametica’s leading A ome-app Mie an ce finish 


PAGE 24 MARCH, 1952—ELECTRICAL MERCHANDISING 





Make the big 1952 
C | on. 


f) 


your protit builder 


G) 


Everything that pushes 


CALGON 


Pushes your Profits 


We’re making customers for Calgon. Make 
them your customers . . . and give your 
profits a healthy boost. 


Calgon does what no other water condi- 
tioner can do. Calgon eliminates washing 
film in any water, hard or soft. It’s kind to 
the skin . . . kind to fabrics . . . milder than 
the mildest soap. Calgon makes any soap 
or washing compound wash better... 
makes any water rinse better. 





Here’s how you can get your share of the 
fast turn-over, high-profit Calgon market. 


“Stock Calgon! 

"Display Calgon! 

“Give Calgon eye level 
Shelf-space! 


“Advertise ze) gon! ili a Write matinee 5 material 
CALGON, INC. 


HAGAN BUILDING ¢ PITTSBURGH 30, PA. 
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BRILLIANT bl PERFORMANCE... 





MODEL 52X—Woven plastic front panel. IN WALNUT 
matching the de luxe Ivory, Maroon 
or Walnut selected plastic cabinet. 
Clear plastic selector guide and dial 


trim. Oval speaker, AC-DC. 


IN WALNUT 


+3695 


MODEL 62X—Extra powerful chassis; 
sparkling clear plastic and metallic 
trim on a Green, Ivory or Walnut plas- 
tic cabinet. Oval speaker, thrilling tone. 


*Suggested retail prices 
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New 1952 


otorola 


TABLE AND CLOCK RADIOS 


Styled to be a Sales Sensation! Designs and 
colors to harmonize with any room in any home —sure to 
build a bright sales record for you! Extraordinary reception 
power, famous “Golden Voice” tone, concentrated-power 
chassis design to outperform most others! Long-range Aero- 
vane loop antenna (in all except Model 52R, with magnetic 
core antenna) and specially designed Alnico V dynamic 
speakers. These new Motorola Radios have everything your 


customers want, from styling and power to new low prices! 












MODEL 72XM-—High Fidelity FM with 
“coaxial” type tuner for sharpest se- 
lectivity and stability; plus long-range 
“Golden Voice" AM, in a smart two- 
tone gray plastic cabinet, AC-DC. 


5495 


MARCH, 
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a ell 


MODEL 52R—A low-price leader in six brilliant “decor- MODEL 52H—Crystal-clear plastic adds sparkling 


ator” colors for every room! Self-trimmed plastic trim and ee ee 
cabinet in Red, Green, Gray, Ma- jw WALNUT vane loop antenna, 


netic core antenna, wide-sweep tun- 


plastic cabinet in Green, Gray, 
ing, “big-set” tone, AC-DC. 


Ivory or Walnut. AC or DC. 





roon, Ivory and Walnut. New mag- . 795° ; Alnico V speaker. Selected 


SURE AND s 


FOR You IN 


M Otorola 


4-IN-1 APPEAL! Fast becoming the radio no home can MODEL 52C€ the 
do without . . . because it’s an electric clock, alarm, IN WALNUT 


automatic appliance timer and control as well as a * 
high quality radio! “Golden Voice” radio with “lulla- $ 95 
bye” turn-off switch, automatic turn-on. Walnut, Ivory 
or Green plastic cabinet with clear plastic face, lumi- Prices and specifications subject to change without notice 
nous indicators, appliance outlet on back. AC only. Slightly higher South end Wee. 


PEEDy PROFITS 
‘52 
“Bolden 
Voice of RADIO 


NEW 1952 MOTOROLA TABLE AND CLOCK RADIOS... AT Your pistrisutor’s NOW! 
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FOR SALES... 


new 1952 


Motorola 


PORTABLE RADIOS 


OUTPERFORM OTHERS... ANYTIME, ANYWHERE! 


never before such beauty designed with irresistible sales 
appeal, smart enough to go anywhere in style! Cases are of sturdy 
weather-resistant premium plastic or smooth ‘‘shatterproof’’ metal, 
with vinyl-covered easy-grip handles, recessed dials. 


extra powerful reception even where many larger sets fail ! 
Famous long-distance ‘‘Aerovane’’ loop antenna in Model 52M, 
new magnetic core antenna in others. Tuned RF stage, exceptional 
sensitivity and selectivity, low current drain, longer battery life, 
automatic battery-saver switch 


brilliant tone large, Alnico V speakers, acoustically’ designed 
for maximum resonance and power. Engineered for 3-way battery, 
AC or DC reception except 42B, battery only 





DE LUXE : OwvE Oud Countiuy” 


Powerful reception with longer-life, extra battery power’. . . 
compact, lightweight plastic case in Gray, Maroon or Green 
with matching “tweed” woven plastic front panel. Concealed 
dial-panel tilts forward for tuning . . . radio plays with panel 
open or closed, upright or flat on molded back-rests. AC, DC 
or battery. 


a) Plays upright with dial-panel closed. 


MODEL 621 
$ * 
b) Plays with dial-panel open. 4935 


c) Plays on back, dial-panel open or closed. 








c 
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3-Way 


The same smart styling, but for 
AC-DC and battery reception. 


nooe. sx» $9Q95* 


; Playmate Si : 
hu. 
Plays anywhere, anytime . . . on battery, AC or DC 
power! Rich “Golden Voice” tone, long-range reception. 
Maroon, Green or Gray enameled “armored” metal case 
with golden metallic trim; Aerovane loop antenna in 
matching plastic flip-up cover, spring-grip handle. 


MODEL 52M $3995" 


—sturdy metal case 






















































































New 1952 Motorola 
PORTABLE RADIOS .. . at your distributor's NOW! 


ices and specifications sareh sneer without notice. 
Gone taker beak are 
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Dorit mise thie new FLORENCE 


| 


That’s right... you can buy Florence Heaters 
now at new special low prices . . . without invest- 
ing a cent of your own money! Then, as late as 
next Fall, you pay . . . but you can be sure of only 
paying these special low prices . . . no matter what 
current prices are at that time. It will pay you to 
act now ... get them while they last. 

















Pd 


And remember, these are quality-known 
famous Florence Heaters . . . outstand- 
ing models with all of the scientifically- 
designed features that make them the 
first choice in millions of American 
Homes from coast to coast. 





@ no flue connection needed. 
e exclusive Florence wickless-type burner. 
@ exclusive Florence porcelained inner cylinder. 
e all brass precision metering valves. 

© beautiful duo-tone brown enamel finish. 


exclusive Florence Flexi-Flame Burners. 

@ exclusive porcelained low-fire ring. 

® automatic temperature controls. 

© higher BTU ratings — CS101 government 
approved. 

© porcelained humidifier for warm, moist air. 





© exclusive Florence Multi-Heat cast-iron burner. 
@ clean, odorless, fuel-saving blue flame. 

© exclusive porcelained 3-way combustion chamber. 
®@ ceramic radiants provide floor level heat. 

© fully automatic controls for all gases. 

e lifetime, deluxe porcelain finish. 


106 A Ae eee «= 7, 


GAS RANGES «+ LP-GAS RANGES « ELECTRIC RANGES + OIL RANGES —— 3 
COMBINATION RANGES « OIL HEATERS * GAS HEATERS 





HEAT Es 


FLORENCE STOVE COMPANY . . . General Sales Offices and Plant: Gordner, Mass. Mid-Western Plont: Kankakee, 9 
Hilinois. Southern Plant: Lewisburg, Tennessee. Other Soles Offices: 1 Park Avenue, New York; 1459 Merchandise Mart, 
Chicago; 471 Western Merchandise Mart, San Francisco; 53 Alabama Street, S.W., Atlanta; 301 North Market Street, Dallas. © 
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BRAND NEW FOR '52 ww 


— 





———— 




















4 


Two Powerful See: 7 


Td 


pr 


% 


Beautiful, Versatile 


olrileliatetitelalm elit: 


y. 


ie 


aia air 
LF 


4 LL ait 





b+ — 
Se 
¢ for Casement Windows... 
¢ for Sash-Type Windows... A 
¢ Reversible and Portable 3 : Fy 
= = Se 
ARTS L we _—— 
et =—_ = 
Ay, ah 


-Honr5— 


two sizes... Models 1252 and 1652 
nothing else like them on the market ! 


eae 
PP adel 


Priced for Profit, and Steady Sales! 


These superb new Combination Window Fans have met with instant 
enthusiasm wherever they have been shown! Beautiful to look at. . . 
engineered to highest specifications . . . handsomely finished in 2-tone 
baked green enamel (all LAU Window Fans give you complete color- 
harmony and identity in styling). They have finger-proof guards front 


and rear! Built for quiet, trouble-free performance and long life (that 
means satisfied customers and repeat sales! ). 


Model 1252 has 12” blades, is 16” square, weighs 14 lbs. and fits all 
casement windows. Model 1652 has 16” blades, is 18” square, weighs 
19 lbs. and fits casement windows 18” or wider. Support bars and 
clips are included together with simple, easy installation instructions. 


Get behind the LAU line . 


. . you'll profit more! 


color. All LAU Fans comply with Commercial | 
UL approval. Windows may be opened and closed 


+CS.12 THE LAU BLOWER COMPANY 
and, don’t overlook the Larger Window 7 - 3 


2005 Home Ave., Dayton 7, Ohio 


See Your Jobber today! See the complete LAU advertising 


literature and handsome new displays 


... now available for You! 








=» —both ways! 








“J 
3 

















It’s the world’s only package of 33-million perfect appliance prospects... . 


7 out of 10 families building new homes 
read Better Homes & Gardens—the ideal 
time to sell them major appliances. But, 
with BH&G, that’s only the beginning— 
3 out of 4 BH&G families own bigger- 
than-average homes, do lots of home 
entertaining—and so are “naturals” 


for all helpful appliances! 


What’s more, BH&G families have 


above-average incomes! 3'-million fam- 
ilies with the means, as well as the need, 
for all manner of appliances! 


These are all mighty good reasons why 
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ads about your wares do so much for 
you in BH&G—but here’s the biggest 
reason of all: 


BH&G families are editorially screened 
for the BUY on their minds—for their 
lively interest in what's new or better. 
AND—these multimillions consider 
BH&G their family counselor on house- 
hold problems! 


No wonder such a healthy plurality of 
appliance retailers say: “BH&G does 
more to interest readers in our mer- 
chandise than any other magazine!” 


screened for the BUY on their minds! 


Serving a SCREENED MARKET 


Y 


of 3'2-Million Better Families 
MEREDITH PUBLISHING COMPANY, Des Moines, lowo 
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for the 
MONEY !.. 








NEW! Easy starts off 
your biggest washer sell- 
ing season with four great 
new washers. Each is a bar- 
gain in its own right, and 
each is priced for profit, 
starting with this Deluxe 
Model 101 Easy Wringer, 
with exclusive Spiralator 
Washing Actionand Auto- 
matic Overload Safety 
Switch. Nobody ever made 
a better wringer than this! 


for the 
SHOW !.. 











NEW! 4 shore step-up from the 
Easy Wringer is this brand-new 
Model 522 Easy Spindrier at a low 
promotional price! With Power 





Flush-Rinse and Handy Fill-and- 
Rinse Faucet, it gives your custom- 
ers a real demonstration of Easy’s 2 
tubs doinga week's wash in anhour! 








to get 
READY !.. 











NEW E Get’em looking at Easy’s 
two-tub action, and it’s an easy 
jump to the brand-new Model 524 
Easy Spindrier. This features the ex- 





clusive Spiralator washing action, 
Power Flush-Rinse, and two handy 
Swing Faucets that fill, drain, rinse 
and save suds for re-use! 





Priced for profit- 


ELECTRICAL MERCHANDISING—MARCH, 


1952 




















NEW Greatest Easy ever built 
... the all-new Automatic-Featured 
Model 516 with 3-minute Automatic 
Spin-rinse. No other washer gets 





clothes so clean so fast! You'll sell 
more top-of-the-line Spindriers than 
ever before! Easy Washing Machine 
Corp., Syracuse 1, New York. 
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The plain hard facts prove you save with 


CHEVROLET 


MORE TRUCK FOR LESS MONEY 


Advance- 
Design 


Compare the list price of a Chevrolet truck 


with that of any other truck built to handle 


the same payloads. You'll find the Chevrolet 


truck lists for less, yet brings you ruggedness, stamina and great 
truck features you won't find in many trucks costing much more. 


ROCK-BOTTOM OPERATING COSTS 


Dollar-for-dollar 


comparisons 


TRUCKS 


less truck—than you need for your loads. Frame, axles, springs, 
body, brakes and power are balanced for the job. 


LOWER, SLOWER DEPRECIATION 


Records show that Chevrolet trucks tradi- 
tionally bring more money at resale or trade- 
in than many other makes. 
market value stays up because the value stays in! Here is important 


Chevrolet's 


and convincing proof that Chevrolet is the best truck buy! 


prove that 


Chevrolet trucks cost least to own and main- 
tain. Valve-in-Head economy saves on gas, 
in the 105 h.p. Loadmaster or 92-h.p. Thriftmaster engines. Four-way 
engine lubrication reduces wear and oil costs. Rugged construction 


means long life. 


ENGINEERED FOR YOUR LOADS 
Every Chevrolet truck is factory-matched to 


payload and 


service 


requirements. You 


don't have to buy more truck—or settle for 








TWO GREAT VALVE-IN-HEAD ENGINES—the 105-h.p. 
Loadmaster or the 92-h.p. Thriftmaster—to give you 
greater power per gallon, lower cost per load « POWER- 
JET CARBURETOR—for smooth, quick acceleration 
response « DIAPHRAGM SPRING CLUTCH—for easy- 
action engagement « SYNCHRO-MESH TRANSMISSION 
—for fast, smooth shifting e HYPOID REAR AXLE—for 


CHEVROLET ADVANCE-DESIGN TRUCK FEATURES 


dependability and long life « TORQUE-ACTION BRAKES 
—on light-duty models « PROVED DEPENDABLE DOUBLE- 
ARTICULATED BRAKES—on medium-duty models ¢ 
TWIN-ACTION REAR BRAKES—on heavy-duty models 
* DUAL-SHOE PARKING BRAKE—for greater holding 
ability on heavy-duty models « CAB SEAT— with double- 
deck springs for complete riding comfort « VENTIPANES 


CHEVROLET DIVISION OF GENERAL MOTORS, DETROIT 2, MICHIGAN 


in demand 4 


ee in value 


in sales 


YJ CHEVROLET f 





—for improved cab tilati e WIDE-BASE WHEELS 
—for i d tire ¢ BALL-TYPE STEERING— 
for easier handling ¢ UNIT. BODIES —for greater 
load protection « FLEXI-MOUNTED CABS—minimize 
vibration and driver fatigue « CHANNEL-TYPE FRAMES 
—for maximum strength « ADVANCE-DESIGN STYLING 


—for increased comfort and modern appearance. 














PAGE 34 


MARCH, 








1952—ELECTRICAL MERCHANDISING 
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WTA 


can hel; 
Dp you solve ’em 


ith these N 
ere’ EW and DIFFERENT sales hel 
rreeers soles helps 


ps rs 
— 


se every time with the 


Sell ‘em house-to-hou 


. Magie-Demonstrators 


“Demonstrators” are almost 
t’s home an 


prospec 
tested say these 


ey 
de, lift, jump, 
famous exclusive 
r and one-piece top b 
salesman will be glad 
you ask him about them NOW. You'll get 
that never walk into anybody’s showroom! 


ser "as COOK ON 
THAN ON 
ANY OTHER RANGE - © 


lus many other 
practical sales helps! 
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Magic Chef 


_ with a full page full coffer ad, )! 
. directed to 24,000,0% io” 
‘LI FE magazine reader 


e 
Here’s the kind of promotion that will really help 
you sell heaters! A full color, full page ad in LIFE 


Magazine, designed to direct actual consumers to 
your sales floor. It’s backing the hottest sales idea 
on the market: a choice of interchangeable color 
panels on America’s most beautiful heater! An easy 
deal for you to handle, too: just attach the color 
panel your customer selects from your Magic Chef 
panel display rack. Your distributor replaces it from 

HOTTEST ADVERTISING his warehouse. And there are plenty of other Magic 
Chef point-of-sale aids to help make this your big- 
gest heater season ever. Your distributor will be 

PROGRAM | directing many of the inquiries from this ad to your 
“4 store, so be ready! Get these new Magic Chef ‘‘Color 
Harmony” heaters on your floor today! 


a ssouRI 
KING SHIG HWAY BLVD. st. Louts 10, MISS! , m a 

> 8. Wik tag 
ms he new Magic Chef iref AY Your distri U 
Gentes ee ae « nearest Magic Che . « Said , y di 
Pleas ee a | will be sending 
and putor. . ‘ a é HOT PROSPECTS 
NAME . : 


ADDRESS : a i. Fi Y OUR WAY : 


mation 0 


n a 
sh more inf e name of my 


ters, and th 
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As advertised in LIFE Magazine, September 15 




















ii. ; Magic Chef —the only console heater featuring 


different (Conmnunaeeessencsneoenannen 


exclusive L : 
COLOR 7 3 
PANELS ! —_, ; . p nes 

ee — Your choice of four different color panels to Eee, 








URQUOISE GREEN + DESERT TAN harmonize with the color scheme of your home! 
3-WAY PRESSURIZED HEAT FLOW Bask in Florida temperatures wherever you live, with a heater that adds 


real beauty to your home! The new Magic Chef floods the room in ALL * a? 
directions with automatic heat. It assures utmost comfort on coldest days, ir . ol 
CP. 


% 
at amazingly low fuel cost. Ultra-smart “TV” styling, cocoa brown cabinet 
and beige front screen complements any living room. Hand: J Ly 
some streamlined door panel comes in your choice of four O6VL CT 
beautiful colors — a Magic Chef EXCLUSIVE! Priced from 


PT a ial aa alii catia a a ae oe pee Aa aa OR : 
Phone the nearest Magic Chef distributor for the name of your nearest retailer or write Magic Chef, Inc., Dept. H, St. Louis 10, Mo. 


r 
* 


YOUR DISTRIBUTOR’S NAME AND PHONE NUMBER WILL BE LISTED HERE 


Inquiries from those of LIFE Magazine's 24,000,000 readers. in - 
your sales area will be directed to you by your distributor... Get 
these new Magic Chef Color Harmony heaters on your floor early! 











Quarter Century 
in Television 


YOU CAN DEPEND ON 
THE INCOMPARABLE 


CgoolE 


marks the 25th anniversary of the first Farns- 
worth inventions that made today’s television 
possible. The mind that created them has im- 
proved, refined, brought them to perfection in 
only one instrument—the incomparable Capehart. 


Here is the key to Capehart’s quality leadership. This is why 
Capehart is the first choice of the cream of your prospects. 
The superiority of the Crystal-Clear picture—the fame 
of the Symphonic-Tone System—the sterling performance of 
the Capehart full power chassis—the pacesetting quality of 
Capehart cabinetry —these make Capehart the line it 
is for prestige—and profits! 


There may be a pathway-to-success Capehart franchise 
open in your territory. Why not investigate! See your 
Capehart distributor or write Fort Wayne. 


The CAPEHART “Quebec” 


20-inch tube for Crystal-Clear picture. Pro 
vincial styling in mellow fruitwood. Sym- 
phonic-Tone. True Capehart quality for only 


The CAPEHART 
: Personal 
a ; Portable 


Plays where you play. 
The CAPEHART Clock Radio The CAPEHART Table Radio : “sty 


Sets the pace for styl- 


ing for perform- 
I fastest selling clock radio on the mar- True Capehart quality in miniature. Dis- f : 
ance Light-weight 
het the most wanted, the highest-stvylea tinguished design beyond compare. Unbe- 
now available. Beautiful plastic 


$4995 lievably beautiful cone. Choice $2995 ee ae = 
cabinet in choice of colors. Only 49 of colors. Only 32 $2995 


, *Includes Federal Ex Tax. Warranty and installation exira. Prices for Zone 1. 
> CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 


An Associate of International Telephone and Telegraph Corporation 











47() MIRRO-MATIC Display Stand FRE 


of extra cost when you bu 


This beautiful, permanent fixture ef- 
fectively displays MIRRO-MATIC 
Pressure Pans and contains a com- 
plete, convenient stock of MIRRO- 
MATIC replacement parts in a deep, 
partitioned drawer that opens from 
either side of the unit! Here is a 
completely self-contained MIRRO- 
MATIC Pressure Pan department, 
that gives your counter space a re- 
tail value of $24.51 per square foot! 
Gracefully designed and strongly 
made of non-warping plywood in 
a soft, grey, natural-wood finish, 
this hard-selling display fixture will 
flag traffic, stimulate demand, and 
make more money for YOU! 


ALUMINUM GOODS MANUFACTURING COMPANY ° 


FIFTH AVENUE BLDG., NEW YORK 10 


INCR 
SALES AND YOUR 


DEAL No. 9A12302M 


1—8M Permanent Display Fixture ($20.00 value !) 
6—394M 4-qt. MIRRO-MATIC Pressure Pans 
2—396M 6-qt. MIRRO-MATIC Pressure Pans 
1—398M 8-qt. MIRRO-MATIC Pressure Pan 
1—No. A9908-S Replacement Parts Kit 


All purchases billed 
through the Jobber 
you select. 


MANITOWOC, WISCONSIN 


MERCHANDISE MART, CHICAGO 54 


worRtiodD'sS LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSICS 





? 
aah ott 
OPE jon 0 
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Aluminum Goods Mfg. Co. 

Manitowoc, Wisconsin 

This Display Deal sounds OK to me! Please have your salesman bring in a 
sample of the display stand and tell us the whole profit and price story. 
| understand that this does not obligate us in any way. 
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Westinghouse Light Bulbs announces 
another jackpot contest for dealers, 

to tie in with the big new consumer contest, 
running concurrently, that makes people 
look for and insist on the Westinghouse brand. 


You'll sell more light bulbs than ever before! 
During a recent previous Westinghouse 
contest dealers all over the country 

reported increases up to 100%. Tie 

in now; cash in now. Read rules at 

right and get an early start! 
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GET STARTED 
NOW! 


The exciting, colorful ad shown at 
the right tells everyone that the big 
new consumer “Famous House” 
Contest starts April 21st and ends 
June Ist. So don’t wait! The best 
may be yours—and it may bring 
you $1,000 first prize or any of the 
147 other prizes! Time’s a-wasting! 
Get started now! 


ACT NOW! FOLLOW THE SIMPLE RULES LISTED 
HERE! IF YOU'RE NOT NOW CARRYING THE 
WESTINGHOUSE LINE, MAIL COUPON TODAY! 


CONTEST STARTS APRIL 21, ENDS JUNE 15 


HERE'S ALL YOU DO: 


1 Set up “Famous Houses” dis- 
play material in your store and 
windows. Place bulbs and entry 
blanks in high-traffic locations, 
such as check-out counter. Use 
other means to publicize the con- 
test, such as newspaper ads, special 
exhibits, cards, truck advertising, 
etc. Have your sales people tell 
customers about the contest. Make 
your displays clever and forceful. 


2 Write a statement on a plain 
piece of paper in 100 words or less 
on the subject: ““How the Famous 
Houses Contest Helped Our Store 
Sell More Westinghouse Light 
Bulbs.” Be specific; give figures 
showing sales increase. Describe all 
the ways you promoted contest. 
Include your name and the name 
and address of store. Mail entry 
to: Westinghouse Light Bulb Dis- 
play Contest, P. O. Box 62, New 
York 46, N. Y. Entries must be 
postmarked not later than mid- 
night, June 15, to be eligible. 


3. Submit at least one photograph 
showing the contest display at your 
store. Be sure to place your name 
and the name and address of your 
store on the back of all photo- 
graphs submitted. All photographs 
submitted become the property of 
the Westinghouse Electric Corpo- 
ration. 


4. Prizes will be awarded on the 
basis of originality, interest, con- 
creteness and comprehensiveness. 
In case of ties, duplicate prizes 
awarded. All entries become the 
property of the Westinghouse Elec- 
tric Corporation and none can be 
returned. Entries will be judged by 
a board of impartial contest ex- 
perts, The Reuben H. Donnelley 
Corp. Decision of the judges is 
final. 

5. This contest is open to all 
Westinghouse lamp dealers and 
their employes. 

Get in on this sales building pro- 
motion. Send coupon today! 


you CAN BE SURE...1F ITS 


148 PRIZES! 


FIRST PRIZE 


$1,000 


SECOND PRIZE THIRD PRIZE 


$500 $250 


NEXT 5 PRIZES ...... $100 
NEXT 10 PRIZES ....... $50 
NEXT 30 PRIZES. . $25 
NEXT 100 PRIZES . . This Powerful 
Electric Hand 

Lantern 

With Dozens 

of Uses. 

Throws Brilliant 

Beam. 

Powered by 

6-volt 

Batteries. 

Retail Value, $15. 


Lamp Division 


os 





I 9 Electric C 
| Bloomfield, New Jersey 


Pp 


[_] Jam not now handling Westinghouse light bulbs, but 
1 would like to get in on the Famous Houses” contest. 


OR LTO 


Westinghouse | 
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When you sell a KitchenAid Automatic Home Dishwasher, you haven’t 
just gained a customer . . . you’ve added an effective sales force. How 
do we know? Our user cards prove it! Nearly half of all KitchenAid 
users see one in home operation before purchasing. 


The “word-of-mouth” advertising ... the actual selling that KitchenAid 
users do with their friends . . . is effective proof of KitchenAid product 
superiority . . . and a big asset to your selling efforts. They’re eager to 
demonstrate the outstanding performance features of KitchenAid .. . 
front opening door, independently sliding racks . . . adjustable, two- 
position upper rack (patents pending) . . . exclusive Hobart revolving 
wash and rinse action . . . circulated electric hot air drying . . . the 
plate warmer feature . . . that assure such sparkling clean results. 


For a sales force that grows and grows, sell KitchenAid and watch 
your customers work for you. 


KitchenAid 


The Finest Made... by 


KitchenAid Home Dishwasher Division of 
The Hobart Manufacturing Co., Troy, Ohio. 





World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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Acceptance for the new Hunter Window 
Fan has been sensational. Orders have 
outrun production in both 1950 and 1951. 
Hunter Window Fans are priced for vol- 
ume sales and fast turnover. Literature, 


ELECTRICAL MERCHANDISING—MARCH, 


display pieces and cooperative adver- 
tising make your sales job easy. Get your 
share of this profitable business in 1952. 
Contact your Hunter distributor now, 
or write us for catalog and prices. 


1952 





Hy 
ja’, Vn 
- 8 @n te, 


HUNTER FAN AND 
VENTILATING COMPANY 


Exclusive Fan Makers 


junter Since 1886 


398 S. Front St., Memphis 2, Tenn. 
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Best By lest 


in Kringe Areas~ 


T Lad i A L L- N E Ww ' a) 5 2 Here are the factual results of a mobile unit test made 


on Du Mont and four other leading competitive sets... 


side-by-side comparison . . . using the same antenna. 
This test shows beyond a doubt that in fringe area 
operation, Du Mont is far out in front in sensitivity, 
picture quality, brightness, and sound, as well as 


} in static and interference resistance. 
TELESETS 








TABLE OF COMPARISON 
Typical Fringe Area 


PICTURE QUALITY | SOUND SENSITIVITY 
miaitia-mcellan’ 
ialnel! gh s snow 
Picture esi & 
he -aOVY SNOW 
Picture Mesel 

Saleh’ 
> barely 


dalgeltle lame taleh 









4 The WICKFORD, by Du Mont, 


One of a complete line of new DuMont Telesets. With giant 21- And what’s more, thanks to the new Du Mont 
inch rec seman tube. Plug-in for record player. In mahogany or - rs 
limed oak veneers. List, $399.95 ; in limed oak, $419.95t. Distan-Selector* the new Du Monts perform 





tSlightly higher in South and West 
Warranty included. Fed. excise tax extra. 





as beautifully in normal as they do in fringe areas. 
Add the new Du Mont Selfocus* Tube, giving 
automatic focusing. Add the new Du Mont Static Eraser*, 
screening out static and interference. And you'll see 
why dealers from coast to coast are unanimous 
in their opinion that the new 1952 Du Mont Telesets 

are the most advanced television receivers ever built. 
then compare! 


ppv} 
So Ree los gi MOT 


Du Monts Do More a in Piet with, the Fiuest? in Tal ; io 


y/ La i/* 
























*Trode Mork 


LOOK INSIDE 





For best results, when replacing a picture tube, be sure to make it a Du Mont | 





Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, N. J., and the Du Mont Television Network, 515 Madison Avenue, New York 22, N.Y. 
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There’s so much to SELL about Whirlpool Automatic Washers 
and Dryers . . . great features, made doubly famous through 
the contagious over-the-back-fence selling of owners everywhere. 
The gas or electric Whirlpool Dryer — fully automatic — with 
Forced-Flo circulation and “outdoor-fresh” Sun-a-tizing lamp — 
the Automatic Washer with its Suds-Miser and the Seven Rinses — 
Agiflow washability — Ultra-Violet Sun-a-tizing — Cycle-Tone 
step-saving and Lifecoat beauty... 

All these plus unequalled performance are but some of the reasons 
for “‘stay-sold” satisfaction. 


"“Stay-sold”’ satisfaction means profit-protection for you. 


OUR ARMED FORCES NEED YOUR BLOOD e@ CONTACT YOUR LOCAL RED CROSS TODAY 
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set Chills 


here’ gold | in 














OUTSTANDING UPRIGHTS 


FASTER FREEZING with famous “O-Kay” Plate Coils serving as shelves on which food is stored. 
These are genuine plate coils, with refrigerant in direct contact with entire plate coil surface for 
greater cooling efficiency and lower operating cost. Much superior to ordinary tube coiling! 
Compore! SMALLER FLOOR SPACE— 30 cu. ft. model 60” x 30” —18 cu. ft. model 46” x 28” — 
13 cu. ft. model 34” x 28". MAXIMUM CONVENIENCE with separate compartments, each with 


inner door— another exclusive feature! 


OUTSTANDING CHEST MODELS 


b. 
6» 
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Attractive Modern Design with rounded corners and white baked-on enamel finish, Hermetically 
Sealed Compressor, Five Year Warranty, Welded Steel Construction, Heavy Chrome Pioted 
Hardware, Single Self-baiancing Safety Lid, Pressure Catch with Lock, Warning Light, Exclusive 
“O-Kay” Center Plate Coil for efficient freezing and protection to insulation, Adjustable Dividers 
for easy-to-find organization of contents, Ventilated Recessed Base, Outstanding Valve with 


\s _stliajetentty vineaia9ao: Present _ rr 


‘ch cn — 
q elle yas 
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Built and sold 
by TYLER! 


The Tyler Fixture Corporation is also 
@ pioneer and leading maker of com- 
mercial refrigerators and refrigerated 
display cases for food nei super- 
markets, restaurants, hotels, institu- 
tions. Famous for advanced design 
leadership and outstanding value. 
Plants in Niles, Michigan; Cobleskill, 


N.Y.; Waxahachie, Tex.; Smyrna, Del. 
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30 cu. #. UPRIGHT 


13 cu. ft. UPRIGHT 


18 cu. #. UPRIGHT 


#00, 


samen NOOR ST Bna 





mee” We. ciest 


18 cu. #. CHEST 
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There’s a huge market of convinced 


customers awaiting you behind the 
D. W. WHITEHEAD Line. The reason is 
simple. Times change but 
D.W.W. policy doesn’t. 
It always means high value 
at low cost. That's why consumers 
keep turning their appreciation 
into cash wherever these 
quality products are sold. 





DWW BOILER 
ALL- COMPLETE 
PACKAGED UNIT 


This compact boiler ups 
your profits by eliminat- 
ing many costly hours of 
waiting for missing parts 
because it comes com- 
pletely equipped for 
quickest installation. The 
DWW boiler ups your 














sales, too. There are 
tested, selected controls 
for homemakers who de- 
mand fuel savings. 
Medern design for those 
insisting on unfailing 
service. Sturdy construc- 
tien for the practical — 
goed leoks for the par- 
ticular. And lots of eco- 
nemical heat and hot 
weoter for all. 


A TYPE AND SIZE FOR EVERY PURPOSE 


A1BERAL 10 YEAR GUARANTECS 
OM UXTRA-HEAVY COPPER SEARING 
GALVANIZED STEEL TANKS 

WHEN OROERIO 

WITH CATHODIC PROTECTION 


NATIONALLY ADVERTISED 


DWW AUTOMATIC GAS AND 
ELECTRIC WATER HEATERS 

The streamlined beavty of DWW 
Automatic Gas and Electric Water 
Heaters makes them hard te pass 
by and their thrift and dependabil- 
ity make them harder to pass up. 
You'll be surprised te find how 
many consumers already know 
about the quick abundant hot water 
they give and how many declers 
are already sold on their exclusive 
features that mean more sales. 


DAWA iE EAD) 


D. W. WHITEHEAD MANUFACTURING CORP., 599 West Ingham Ave., Trenton 8, N. J. 
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“I'm using the CBS-Hytron Easy Budget Plan, Joe. My 
CBS-Hytron distributor gave it to me.” 


more 

“‘Well, CBS-Hytron’s Plan helps me sell TV picture tubes 
and service to many a customer who just doesn’t have $50 
cash. Now I make sales I'd lose otherwise. My customer 
pays for the job painlessly a few dollars a month. Yet I get 
my cash right away — and can discount my bills with my 
distributor.” 


1e 





! How does it work, Sam 


“Simple. I introduce my customer to the finance company 
authorized by CBS-Hytron. The finance company does 
the rest. Acts as my credit department to secure me 
against losses. Takes care of all the details... paper 
work, collections, etc. My customer gets his tube and I get 
my cash — at once.” 





Now I can see wh 1 always have 


“That’s right. And talk about service! This CBS-Hytron 
Easy Budget Plan has even brought me immediate cash 
from old accounts I'd written off as bad debts. CBS- 
Hytron is perfectly willing, too, that my regular budget 
~ loans include my service work and other components 
besides CBS-Hytron tubes. I owe my CBS-Hytron distrib- 
-_ a vote of thanks for letting me in on this wonderful 
an.” 


€ “Fair enough! I've sure been losing sales I shouldn't, SAVE THE SALE No need for you to miss a single 
5am. I need the CBS-Hytron Easy Budget Plan. CBS profitable picture-tube sale . . . just because your cus- 
Hytron tubes are tops, too Thanks for the tip. I'll see tomer does not have the cash. Get the details on this 
my CBS- Hytron distributor today original CBS-Hytron service for you. See your CBS- 
Hytron jobber . . . or mail this coupon . . . today! 


HYTRON RADIO & ELECTRONICS CO. 
SALEM, MASSACHUSETTS 


Please rush me details on the CBS-Hytron Easy Budget Plan. 
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12 ANY money fron 


17” Sparton Harrison 
Model 5220 


Cabinet in cinnamon leatherette with powerful 26-tube 
chassis featuring the Sparton Ultra-Range | 4 
Tuner with Casecode Circuit. A star for $9° 95 
Sparton dealers! 

Excise tax included 


17” Sparton Riverdale 
Model 5250 


Now for Sparton dealers: 
big-screen television in dis- 
tinctive cinnamon leather- 
ette! 21 tubes! Sparton 
Ultra-Range Tuner pro- 
vides razor-sharp reception. 
A two-fisted promotion 
model with 

a healthy $25995 
discount. oo 


Excise tax included 


20” Sparton Hamilton 
Mode! 5288 


Big-screen Sparton Television in sleek cinnamon leather. 
ette! 27-ube-performance-proved chassis. Sparton Ultra- 
Range Tuner with Cascode Circuit reduces interference 
in congested areas, reduces “snow” in 

| 26 - 
fringe areas. One more Sparton value to § 95 
trounce the competition! 


TV/ 


It’s no secret that TV dealers have a list of legitimate gripes these 
days as long as your arm: vanishing discounts, alley competition, 
service griefs, dumping, hidden “extras,” deceptive prices, 
another dealer with the same line down the street. And so on. 


+] 


Do you wonder that we ask: Are you making any money from TV? 


Now check the protection the Sparton Plan gives against those 
very evils. You'll see why Sparton dealers are enjoying tidy 
profits while many other dealers moan. For example, Sparton 
dealers have: 


Higher discounts plus retroactive discount up to 3%. 


An exclusive franchise, with one dealer to a community 
or shopping area. 


Price protection for specified periods; no overnight price 
cuts or dumping to obsolete your stock. 


Complete prices; the ticket includes Federal excise tax, 
and no profit lost by you, the dealer. 


The industry's finest chassis, the set that stays sold, plus 
Cosmic Eye, a merchandising theme with a wallop. 


Promotion models (shown here) that feature honest value, 
Sparton performance and high discounts. 


More dealers are asking about the Sparton line today than ever 
before. Why don’t you inquire, too, and see if the Sparton 


franchise is open in your location? It may be the most profitable 


letter you ever wrote. 


the set that stays sold 


The superb 


SPARTON RADIO-TELEVISION ¢ 


Excise tax included 


JACKSON, MICHIGAN 
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COMFORTEER No. 112-112-C 
Unvented circulator, 12,000 
BTU. 112 in White or Brown 
Porcelain. 112-C in Brown ‘‘Hi- 
Bake'’ enamel. 


COMFORTEER No. 1225-5 
Unvented radiant - circulator, 
25,000 BTU. Brown ‘‘Hi-Bake’’ 
enamel. 


COMFORTEER No. 1025 
Unvented circulator, 25,000 
BTU. Brown Porcelain enamel. 





Jobbers: 


Several lucrative areas 
are still available to 
aggressive jobbers. Write 
now for information. Ask 
about the Comforteer '52 
promotion...it really 


works for dealers. 








vv 


COMFORTEER No. 218-5 
Unvented radiant - circulator, 
18,000 BTU. Brown ‘‘Hi-Bake"’ 
enamel. 


COMFORTEER No. 135-S 
Unvented circulator, 35,000 
BTU. Brown ‘‘Hi-Bake’’ enamel. 


this is the 
package line of 
gas heaters 


Great for 
PRICE promotions 


... gives you your regular profit 
because mass-produced Com- 


forteer is a lower cost line. 





COMFORTEER No. 118-S 
Unvented circulator, 18,000 
BTU. Brown ‘‘Hi-Bake’’ enamel. 


INLAND 


are all you 
need to sell 


INLAND 


COMFORTEER No. 320-S 
Vented circulator, 20,000 BTU. 
Brown ‘‘Hi-Boke’’ enamel. 













room heaters 


COMFORTEER No. 1125-5 


Unvented circulator, 25,000 
BTU. Brown “‘Hi-Boke’’ enamel. 





CONTAINER 














AMERICANS WILL HAVE $12 BILLION 
MORE TO SPEND IN 1952... 


“Personal income in 1952 will set a new 
record. About $250 billion in 1951, it 
may reach more than $270 billion this 
year. Taxes will take a bigger bite, but 
consumers will be left from $12 to $15 
billions more — after taxes — than they 
had in 1951.” 





a 


d by McG 


Hill's Dept. of Economics 


1903” 








SALES RECORDS PROVE AMERICA 
WANTS AIR MOVING EQUIPMENT... 


Combined sales of fans and room air 
conditioners totalled $168,345,500 in 
1951. This was an 11% increase over 
1950 in spite of what one manufacturer 
called “the worst fan weather since 
. and in spite of an overall 
decline in total appliance business . . . 


Reported by Electrical Merchandising 


) These 120 sources will 


A. ®. A. Manufacturing Co. 
Fort Worth 7, Texas 
Acme industries, Inc. 
Jackson, Michigan 
Airserco Manufacturing Co., Inc. 
Pittsburgh 13, Pennsylvania 


Aldrich Company 
Wyoming, Illinois 


Allen Ventilator Division, 
ProductionPlanning Co,, tiie et 
American Solvent Recovery C 

Pur-Air Division, Columbus 3, 3, Ohio 
Anchor Division 
Stratton & Terstegge, New Albany, Ind. 
Anchor Post Products, Inc. 
Fluid Heat Division, Baltimore 24, Md. 





Company 
Columbus 12, Ohio 
Armstrong Products Corporation 

Huntington 12, West Virginia 
Atlas Tool & Mfg. Company 
St. Louis 15, Missouri 


Baldor Electric Company 
St. Louis 15, Missouri 
Barnett Machine Works 
Jonesboro, Arkansas 
R. W. Beckett Corporation 
Elyria, Ohio 
Bethlehem Foundry & Machine Co. 
Bethlehem, Pennsylvania 
G. C. Breidert Co. 
Los Angeles 65, California 
Broan Mfg. Co., Inc 
Milwaukee 2, Wisconsin 


The Carlin Company 
Wethersfield, Conn. 
Central Electric Co. 
Cambridge 39, Massachusetts 
Century Engineering Corp. 
Cedar Rapids, Iowa 


Cole Manufacturing 
Austin, Texas 
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Cole Hot Blast Mfg. Co. 
Chicago 9, Illinois 
W. B. Connor Engineering Corp. 
Danbury, Connecticut 
Coroaire Heater Corp. 
Cleveland 15, Ohio 


Daly, Merritt & Sullivan, Inc. 
Falls Church, Virginia 
The Davenport Manufacturing Co. 
Meadville, Pennsylvania 
Dearborn Stove Company 


Dallas, Texas 

Doherty-Silentaire 
Baton Rouge, Louisiana 

J. R. Dry & Sons 


Winters, Texas 
Duo-Therm Division 
Motor Wheel Corp., Lansing 3, Mich. 
Duplex Products Company 
East Detroit, Michigan 


Eaton Manufacturing Company 
Cleveland 10, Ohio 
Electrol Burner Mfg. Co., Inc. 
Rutherford, New Jersey 
Electromode Corporation 
Rochester 3, New York 
Evans Products Company 
Heating @ Appliance Diu,Plymouth,Mich. 


Fasco Industries, Inc. 
Rochester 2, New York 
Fedders-Quigan Corp. 
Buffalo, New York 
The Firewel Co., Inc. 
Buffalo 3, New York 
Fraser & Johnston Co. 
San Francisco 3, California 
Friedrich 


. Inc. 
San Antonio 6, Texas 


General Automatic Products Corp. 
Baltimore 13, Maryland 


General Electric Company 
Major Appliance Div., Louisville 2, Ky. 
General Metals 

Springdale, Connecticut 
General Oil Heating 

West New York, New Jersey 

Gould Oil Burner Company 

Boston 20, Massachusetts 


Hastings Air Conditioning Company 
Hastings, Nebraska 
Heinze Electric Company 
Lowell, Massachusetts 


International Oil Burner Co. 
St. Louis 10, Missouri 


S. T. Johnson Company 
Oakland 8, California 


Kisco Company, Inc. 

St. Louis 4, Missouri 
Kisco Boiler & Engineering Co. 

St. Louis 4, Missouri 


Kresky Mfg. Co., Inc. 
Petaluma, California 


le John Manufacturing Company 
Huntington, West Virginia 
H. C. Little Burner Co. 
San Rafael, California 


Malleable Iron Fittings Co., 
Oil Burner Division, Branford, Conn. 
Marlo Coil Company 
St. Louis 10, Missouri 
May Oil Burner Division 
May Fuel Oil Corp., Baltimore 3, Md. 
McLean Engineering Laboratories 
Princeton, New Jersey 
Metromatic Oil Burner Company 
Everett 49, Massachusetts 
Mitchell Manufacturing Co. 
Chicago 14, Illinois 
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Monarch Electric 
New Britain, Connecticut 


The Murray Company of Texas, Inc. 
Atlanta, Georgia 


Div. of Nash-Kelvinator, Detroit, Mich. 
National Engineering & Mfg. Co 
Kansas City 6, Missouri 
Nortex Company 
Dallas 1, Texas 
Novi Equipment Company 
Novi, Michigan 


Oakland Foundry Company 
Belleville, Illinois 
Octagon Ventilator Co. 
Chicago 36, Illinois 
The Ohio Foundry & Mfg. Company 
Steubenville, Ohio 
Oran Company 
Columbus 7, Ohio 
Owens Metal 
Kansas City, Missouri 


Park Manufacturing Company 
Atlantic City, New Jersey 
Penn Boiler & Burner Mfg. Corp. 
Lancaster, Pennsylvania 
Perfect-Line Manufacturing 
Hicksville New York 
Philco 
Philadelphia, Pennsylvania 
Pruden Products Company 
Fort Atkinson, Wisconsin 


Quiet Automatic Burner Corp. 
Newark 4, New Jersey 


Radio of America 
RCA Victor Div., Camden 2, N. J. 
Radiant Utilities 


Corp. 
Brooklyn 14, New York 
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1952 DEMAND IS EXPECTED 10 
REACH NEW ALL TIME HIGHS... 


“Estimates of 1952 room air conditioner 
sales run from a 10% increase over 
1951's 250,000 units to a high of 325,- 
000 units . . . Clothes dryers, with 495,- 
000 units sold in 1951, will sell to the lim- 
its of production in 1952. With just aver- 
age weather, fan demand may well ex- 
ceed available supply.” 

Reperted by Electrical Merchandising 


help you through in’52 


Redmond Company, inc. 

Owosso, Michigan 
Reif-Rexoil, Inc. 

Buffalo, New York 
Rexner Manufacturing Company 

Mercer, Pennsylvania 

Phil Rich Fan Manufacturing Co., Inc. 

Houston 2, Texas 
Roberts Manufacturing Company 


Cleburne, Texas 


E. L. Schofield Inc. 
Rockford, Illinois 
Scogin Turbulator Manufacturing Co. 
Kansas City, Missouri 
Seco-Lite Manufacturing Co. 
St. Louis 13, Missouri 
Shepler Manufacturing Company 
Pittsburgh, Pennsylvania 
Siegler Enamel! Range Co. 
Centralia, Illinois 
Siegler Heater Corp. 
Centralia, Illinois 
The Silent Glow Oil Burner Corp. 
Hartford 6, Connecticut 
Simpson Screen Company 
Oakland 6, California 
Sin-Jin Products Co. 
Baltimore 15, Maryland 
The H. B. Smith Company 
Westfield, Massachusetts 
The Sonner Burner Company 
Winfield, Kansas 
Seuthern Air Conditioning Mfg. Co. 
Fort Worth 2, Texas 
Standard Electric Mfg. Company 
West Berlin, New Jersey 
The Stanthony Corporation 
Glendale, California 
The Studebaker Corporation 
South Bend, Indiana 
Sundstrand Engineering Company 
Rockford,, Illinois 
Sun-Ray Burner Manufacturing Corp. 


Jamaica, New York 
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Surface Combustion 


Corporation 
Toledo 1, Ohio 


Synco Company 
Detroit 26, Michigan 


The Taylor 
Alliance, Ohio 


The A. F. Thompson Mfg. Company 


Huntington, West Virginia 

Trade Wind Motorfans, Inc. 
Los Angeles 37, California 

Transaire Manufacturing Co. 
Philadelphia 30, Pennsylvania 


United Electric Service Co. 

Ventilating Div., Wichita Falls, Texas 

Universal Electric Corporation 
Owosso, Michigan 


E. Van Noorden Company 
Boston 19, Massachusetts 
The Vent-A-Hood Company 
Dallas 9, Texas 
Albert H. Voigt, Inc. 
Philadelphia 32, Pennsylvania 


Waltham Oil Burner Company 
East Boston, Massachusetts 
Wayne Home Equipment Co., Inc. 
Fort Wayne 4, Indiana 
W. W. Welch Company 
Cincinnati 2, Ohio 
Edwin L. Wiegand Company 
Pittsburgh 8, Pennsylvania 
Williams Oil-O-Matic Div. 
Eureka Williams Corp., Bloomington, Ill. 
Wright Manufacturing Co. 
Phoenix, Arizona 


York-Shipley, inc. 


York, Pennsylvania 


John Zink Company 


Tulsa 1, Oklahoma . 
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MORE SOURCES, QUALITY PRODUCTS 
NEEDED TO MEET DEMAND... 


With the possibility of material shortages 
limiting your selling opportunities in ‘52, 
you'll need more sources of supply to 
draw from to help you satisfy an edu- 
cated public’s demand for quality heat- 
ing, cooling and ventilating products. 
Reported by Electrical Merchandising 


4 


Their cooperative buying and selling guide 
can help you sell more air-moving units! 


The book shown at the right 
has all the answers for you. 
It’s a veritable goldmine of 
information for every sales- 
minded, profit-wise appliance 
dealer! Worth thousands to 
you as a buying and selling 
guide — for it gives you the 
“lowdown” on everything from 
Air Circulators to Central 
Heating Systems . . . with an 
accurate and illustrated de- 
scription of air-moving prod- 
ucts made by these 120 lead- 
ing American manufacturers! 
Good sources of supply will 
be more important to you 
than ever this year — and the 
sources shown in this profusely 
illustrated “Gold Book” can 
help you through in ‘52! 


Look for this Gold Foil Tag 
when you buy 
Air Moving Equipment 


D SEND FOR YOUR 
FREE COPY TODAY! 


Use the convenient 
coupon below 


“How to have Comfort 


BOX 808-E, TORRINGTON, CONN. 


ee ee ay Ae ones ot tn “St OLD COUN 
from Moving Air” 
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LAST LONGER! 








Anyone buying a water heater today is looking for one 
important thing: LONG, SERVICE-FREE LIFE. Corrosion-pro- 
tected tanks make a sales story with a punch. And Dow 
Magnesium Rods are as timely as tomorrow’s headlines: 
longer heater life . . . cleaner, clearer water . . . and all 
this at a price within every customer’s reach. 

Dow Magnesium Rods offer you this added emphasis: 
Dow is the pioneer producer of magnesium, a fact well 
advertised to your customers. The original development 
and research on magnesium rods for water heaters came 


from Dow. A Dow Magnesium Rod is the best your customer 


THE DOW CHEMICAL COMPANY 
Magnesium Department ¢ Midland, Michigan 


New York + Boston «+ Philadelphia + Atlanta «+ Cleveland + Detroit + Chicago 
Seattle 


St. Lovis + Houston + San Francisco + los Angeles «+ 
Dow Chemical of Canada, Limited, Toronto, Canada 


with 


+ 
+ 
+ 











a sales story made for 
today’s market 


can buy . . . manufactured to carefully controlled specifica- 
tions that assure maximum life and efficiency. When you 
sell a heater equipped with a Dow Magnesium Rod, you’re 
selling the best . . . and your customers know it! 

It’s a sales story tailored to today’s market—a merchan- 
dise mover that will make bigger sales, more profits. Get 
the facts. Ask your manufacturer about Dow Magnesium 


Rods—or write to Dow. 
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& ) announces 
a Completely Lew hefrigerator by 
COOLERATOR 


It’s new from the ground up! 




























It’s specially engineered to keep 
foods at peak freshness longer! 














Yes, it’s completely new. 
It’s specially engineered 
to keep today’s foods 


safely, economically, 





conveniently. Big sepa- 


rate freezer chest holds 





up to 70 pounds of frozen 
: foods. Main compartment .. . with perfected automatic 
defrost ...is built for safe storage of really large quan- 
tities of food. Special plate construction gives controlled 
moist cold. And it’s breathtakingly beautiful — inside 

and out. 
This is just one of a complete line of new Coolerator 


refrigerators. Ask your Coolerator dealer for details. 








Bt 08 biirum, 
ee or 
* Guaranteed by ~ 
Good Housekeeping 
> - 


#0r » 
45 avveanssed WE 



























Two more big Coolerator refrigera- ELECTRIC REFRIGERATORS + RANGES «+ FREEZERS 
tors, 11 and 9 cu. ft., each with au- 
tomatic defrost, full width inner- 
door freezer chest, meat keeper, 
Crisp-O-Lator, handy door shelves 
and other time-:and work-saving 
features! 










INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION 
67 Broad Street, New York, N. Y. 









For full information on Coolerator appliances, write to The Coolerator Company, Duluth 1, Minn. 








Better Homes 

and Gardens 
McCall's 
Good Housekeeping 


Saturday Evening Post 


Ladies’ Home Journal 
Farm Journal 
Successful Farming 
Sunset 

Household 

Small Homes Guide 


Now see the new COOLERATOR! 


The Refrigerator that has kverything 


... Perfected Automatic Defrost 
... Big Full-Width Freezer Chest 
... Every kind of Cold You Need 


...Plus Breath-taking Beauty 
inside and out 


When you select a 
new refrigerator 
don’t settle for less 
than the best! See 
the big new Coolera- 
tor that has every 
time- and work-sav- 
ing feature you can 
think of! 

Look what you get! Perfected automatic 
defrost, a big full-width freezer chest that 
holds up to 50 pounds of frozen foods, big 
meat-keeper, adjustable shelves, full-width 
Crisp-O-Lator, butter compartment, extra 
shelves in the door, plus gleaming beauty 
inside and out. 

Coolerator and International Telephone 
and Telegraph Corporation are proud to 
bring you these great new refrigerators — 
the result of painstaking engineering and 
advanced styling. See the complete line at 
your dealer’s today. One yl. Sink 
of them is sure to meet Gomanteed 
your needs exactly. 











Two more of the superb new Coolerator refriger- 

a og 11 cu. ft. double eal Sy _ 

wi full-width separate freezer chest an 9 cu. ft. 

How to be @ Part-Time model with inner-door freezer—both with per- 

7 Housewife” Send for free fected automatic defrost. 
Because Your Home Deserves the Finest— _bookiet with dozens of 
ideas to save you time, 
Choose work and money — pic- 
tures and facts about 
Coolerator space - saving THE COOLERATOR COMPANY 


appliances, It's a gold Duluth 1, Minn. 
Vol AY CAN QQ x mine of suggestions Please send me “How to be a Part-Time 
\‘e for taking work out Housewife.” 
of housework. 


PO in sniriciicgnnicitaennittameapitaeiiniaoia 
Address. 
See _Zone___State. 


ELECTRIC REFRIGERATORS RANGES FREEZERS 
THE COOLERATOR COMPANY, Duluth 1, Minn. 











Look to your future 


with COOLERATOR 
and & Tel 


Here’s what a Coolerator dealership can mean to you: 


e NEW STORE TRAFFIC Yes, when you get in on the ground floor with Coolerator and 
IT&T you're on your way to a bright and secure future. 
e NEW PRESTIGE You'll have a prestige line, backed by the resources of I T&T 


and the fine pioneer reputation of The Coolerator Company. 
You'll have increased store traffic stimulated by Coolerator’s 
big national advertising campaign plus local advertising. 
You'll have unlimited opportunities to grow as Coolerator 


e BIGGER BUSINESS 


@ MORE PROFITS grows. Get set for your future with a real profit-making fran- 
chise. For further details see your local Coolerator distribu- 
e GREATER SECURITY tor or write The Coolerator Company direct. 


LOOK AT THIS GREAT NEW LINE FOR 1952. CHOOSE COOLERATOR—AND SELL THE FINEST! 
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THE COOLERATOR COMPANY 


DULUTH 1, MINN. 





































| yOOR ol’ grandma became a good new gim- 
~ mick at Bullock’s downtown Los Angeles de- 
partment store, during a one-week promotion 
in October. And the sweet old lady proved herself 
a really sharp saleslady—increasing traffic up to 
ten times normal in this store’s normally busy 
electric housewares and appliance departments. 
A Monday through Saturday promotion based 
on the idea and the slogan—“‘Grandma Never Had 
It So Good. . .”—was developed by Bullock’s 
management in cooperation with the local dis- 
tributors of seventeen national brands of appli- 
ances—12 of electric housewares, five of majors. 
A well-planned and intensively promoted com- 
parison of the old and the new in home appli- 
ances and the work that they do, built record 
traffic for the departments. By using live dem- 
onstrations, the store and the distributors con- 
verted the flood of lookers into a profitable group 
of prospects and customers. 
The promotion paid off in two ways. While 
Bullock’s management would not release sales 
figures for publication, the demonstrators and 
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Mrs. Charles J. Keppel 
California Grandmother 


of the Year 


the distributors’ salesmen working closely with 
the promotion, reported electric housewares sales 
up to six times normal on most of the five days 
of live demonstrations. Naturally, Bullock’s 
“shopped” its competition, and the reports were 
favorable on the success of the grandma theme 
in building traffic far above the week’s normal 
in other downtown stores. And, naturally, the 
competitors shopped Bullock’s, with one return- 
ing with the comment that “Bullock’s has all 
the appliance traffic this week”. 

No small factor in the success of the promo- 
tion was the element of organization behind it. 
Suggested to Bullock’s management by Robert 
DeWalt, then western sales manager of Proctor 
Electric Co., the promotion idea was taken by Bul- 
lock’s division merchandising manager Ferber, 
electric housewares buyer Hammond, major ap- 
pliance buver McProud, and others, and put into 
the well organized merchandising machine that 
keeps Bullock’s the largest west coast department 
store operation. In a contract submitted to dis- 
tributors’ and manufacturers’ regional offices, Bul- 


1952 


g#sand neither did Bullocks, 
the Los Angeles department 
store, until it used grandma 
as the gimmick to draw 


' crowds and make sales in 


promotion pushing both 
® electric housewares and 
major appliances 


A Photostory by 
HOWARD EMERSON 


REPRODUCTION of the two-color poster 
used on nearly 1,000 buses and street 
cars, and on stands throughout all depart- 
ments of Bullock’s downtown store, drew 
hundreds of appliance prospects to store’s 
week-long promotion. 


lock’s outlined the promotion and agreed as its 
part to: (1) prepare and use 763 inches of news- 
paper display advertising; (2) precede the pro- 
motion with, 150 inches of teaser advertising; 
(3) buy 300 street car and bus full sheet posters; 
(4) buy 30 radio spots and 5 TV spots; (5) em- 
ploy Burns Lee Assoc., a public relations firm, 
to procure publicity on radio, TV, etc. 

To participate in the promotion, the distrib- 
utors agreed to: (1) provide a suitable display of 
old appliances, if available, to contrast with their 
displays of modern appliances; (2) provide a 
trained demonstrator for their displays; (3) work 
with Burns Lee Assoc. to increase publicity oppor- 
tunities; (4) share in the promotion costs—$250 
for each electric houseware, $500 for each “me- 
dium size” appliance, and $750 for each major 
appliance; (5) help build a pool of appliances 
for use by Burns Lee as prizes on radio and TV 
“give-away” shows—2 of each electric houseware, 
one of each major appliance. 

What happened is shown in the 
Electrical Merchandising” 


following 


a ae 


photostory 
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CONTRASTS of the old and the new permitted eye-catching “‘museum”’ displays 
as above where Robert DeWalt, Proctor; Fred Hammond, Bullock's; Jack Booth, 
Proctor; and Ed Bonnet, Graybar, pose for news photo with cardboard grandma 


Grandma is a 
Good Gimmick . . . 


s a: s . s a 
ATMOSPHERE for a real pitch on modern electric living was backdropped by the for traffic-building displays and advertising 


relics at right and the reality at left, as one of Bullock’s models-dressed-as- 
grandmas posed for the many news cameras covering promotion. 


WINDOWS, the five choicest in the store, featured different types of grandmas 
and their granddaughters with appliances most appropriate 
woman grandma 


Above is the ‘‘club- 


STAFF ‘‘party’’ introduced the promotion to employees, was a preview of what 
awaited public, served to make each a walking advertisement for 6th floor activity 
They meet Mrs. Green of national grandmothers organization. 


* 
ee 
g 4 





et 


a oe 
TV AND RADIO were natural and willing publicity mediums when Bullock’s public 


relations firm, Burns Lee & Assoc. had 30 small appliances and 6 major appliances 
to distribute as gifts for the give-away shows, like above. 


CLUB TIE-IN. Bullock’s got traffic by inviting National Federation of Grand- 
mothers’ Clubs, Inc., to set up recruiting desk, above, to get members for a Los 
Angeles chapter. More than 600 signed up. 











SALES USE of appliances from grandma’s day in demonstrating modern appliances 
was made at Graybar’s Hotpoint display where Bullock’s salesman contrasts single 
setting of control with many steps of old methods. 


Sec ches exciting fesreval of 


a \ 
Ha neal apphances displays 
e 


demonstrabons mm 


leunewares and Maye Apphance 


NEWSPAPER advertising was Bullock’s biggest investment, most effective traffic 
builder, but the store had big chunk of co-op money from distributors of the 21 
appliances seen in such full page copy as above. 


ENTERTAINMENT daily by TV and radio stars, grandma band, was well adver- 
tised in newspapers and over their programs, packed appliance department. Harry 
Koplan of KLAC-TV’s ‘’You’re Never Too Old’’ was a natural MC. 


PUBLICITY formula: take two real grandmas, three like-grandma-as-a-pretty-girl, 
a willing LA traffic cop, a real old auto; pose all on Bullock’s parking lot for news- 
paper photographers. Result: eye-catching publicity. 


PRINTED INVITATIONS to attend activities in electric housewares department 
were a promotion touch which helped bring traffic from other departments through 
the store. Models in gay ‘90 styles, above, presented the invitations. 


PUBLIC RELATIONS through employees was developed by giving them time to 
visit each live appliance demonstration, as at Waring spot, where they would get 
impressive story to carry with them to their homes and neighborhoods. 





Grandma is a 


Good Gimmick . . 


but live demonstrations 
do the selling 


TWO TYPICAL CUSTOMERS, Mrs. Joy Harr 


s and Mrs. Doris McBride, were drawn to the promotion by 
curt 


THEY TOOK PART in a demonstration, being sold twice 
ity and entertainment, but they bought more than they could carry home because live demonstrations as fast as by just watching, as Proctor demonstrator 
Md theme en sredust Daphne Upton has them try sit-down ironing. 


"= "AAR eee "7 

@ nothing to set f 
nothing te forget DEEP FRYER 

© never boils. never spoils 

© immer Fashion Kxceny ower 





@ 3siaes.8. 10. or |? cups 


@robot heat contro 
fully automatic 


THEY SMELLED the aroma of coffee freshly made in Farberware’s automatic percolator by demonstrator THEY TASTED the quality of the food prepared by mod- 
Florence Cavender. This live demonstration resulted in orders for many coffeemakers as Christmas gifts. ern automatic electric appliances. Donuts from a Dulane 
Cardboard grandmas drew attention to each display Fryryte made a favorable impression. 
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THEY SAW the results as well as the operation of the appliances. Mrs. Harris THEY MARVELED at what the latest models of appliances will do. Mrs. McBride 
examines the child’s dress she has seen Gordon Wilkins’ lronrite demonstrator looks on while Mrs. Harris examines closely some tricky sewing that has been dem- 
Charlot Adams iron easily on the console onstrated on a Pfaff by Bullock’s Gladys Wachter. 


THEY TRIED many of the products, developing ‘pride of possession,’’ and learned THEY IMAGINED electric housewares in their own homes as demonstrators like 
that they were not too heavy or too light or too complicated. Hoover conces- Graybar’s Marjorie Millie adapted discussion to prospects’ personal needs, like 
sionaire Allan Boesel shows the attachments while Mrs. McBride practices automatic cooking of Thanksgiving turkey in Nesco roaster-oven. 


THEY FELT the value of the product—but carefully, in this case, because the THEY LEARNED a new method of food preparation more effectively than could 
Cory demonstrator is letting Mrs. Harris feel the edge of a knife that has been be done through any literature as they watch and listen to distributor D. E 
given the electric knife sharpener treatment. Sandford’s demonstrator Flora Creighton work with Waring Blendor. 


ELECTRICAL MERCHANDISING—MARCH, PAGE 63 





—— ee a uci 




























listributorship which 











areas are A. W. Shelby 


{ 


and R. M. Skipwith (both standing 
its 


eS 


best business 





there 


Conditioners 


SMALL TOWNS.. 


owner 





PROPHETS of the air conditioner potential in small southern towns and rural 


of a Memphis 


: ONLY 700 PEOPLE live in little Merigold, Miss., but dealer Charlie Clark, who runs a combination drug-appliance store, has sold over 50 air-conditioners. 
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Dealers in small towns are finding that small busi- 


nesses and home provide plenty of air condition- 


ing prospects—enough, 
7.2 percent saturation 


By A. B. 


I’ you got off the train at Meri- 

gold, Miss., and looked around, 

you would see very little traffic 
and no skyscrapers at all. Merigold 
has a population of only 700 souls. 

But if you learned a little more 
about this fairly typical deep South 
rural town, you'd find that Merigold 
is pretty much up to date in the mat- 
ter of living comfortably. At least 
half a hundred families in this small 
town have installed York room air 
conditioners and the local dealer, 
who is also the mayor, confidently ex- 
pects to sell a score or more of them 
in the next few months. 

A hundred miles north, in West 
Memphis, Ark., a similar situation ex- 
ists, while in nearby Columbus, Miss., 
one firm has sold a total of 108 win- 
York air condition 


dow and console 


MARCH, 








for example, to reach a 
in tiny Merigold, Miss. 


Windham 


ing units for a $41,000 volume, all 
in a period of eight months. 

What’s happening? ‘The answer is 
that air conditioning used to be for 
city dwellers only, but not any longer 

the residents of the rural areas are 
fast making it as important to modern 
living as home heating. 

One of the big factors behind this 
rising reformation in the rural sec 
tions is Shelby-Skipwith, Inc., of 
Memphis, Tenn., which, since the 
firm’s organization in 1940, has been 
plugging air conditioning throughout 
64 counties in the four states which 
ring the Bluff City. 

“Air conditioning has just come of 
age,” declares R. M. Skipwith, a co- 
partner in the firm, “and, like the 
automobile, it is here to stay.” 

However, as Skipwith points out, 
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... and Prospects 
Are Plentifut 





this happy situation is a more or less 
recent development. It took a lot of 
planning, promotion, plugging and 
publicity in the last decade to make 
the air conditioning unit a fast grow- 
ing appliance. 


Dealers Were Reluctant 


“Our experience was that appliance 
dealers themselves were extremely dif- 
ficult to sell,” recalls Skipwith, “and it 
was doubly difficult to get them to 
push the air conditioning product 
with effective advertising and sales 
promotion tools which were available 
to them. They were just a little re- 
luctant to become engaged in the sale 
of room air conditioners. Many of 
them would buy one or two units but 
would refuse to do an aggressive sales 
promotion, advertising and specialty 
selling job. In other words, they 
would sell John Smith a room air 
conditioner if and when John Smith 
twisted their arm and took it away. 
It was not until this year that we 
truly saw that air conditioners were 
bound to take hold of the American 
people everywhere. 

“Lately, the more progressive deal- 
ers in these rural areas are becoming 
increasingly aware that the sale of 
room air conditioners is a sure and 
solid way of increasing profits. They 
have learned that such sales are usu- 
ally for cash with no trade-ins to thin 
out profits. 

“The dealer in Merigold is an ex- 
ample. A few months ago when we 
approached Charlie Clark, who runs 
a combination drug and _ electrical 
appliance store there, he was not 
convinced he could sell room air-con- 
ditioners because of the small size 
of the town. He tried it, however, 
and did a bang-up job of radio and 
newspaper advertising fortified by a 
direct mail campaign on our part. 


“Thanks for Forcing Me” 


“Now here’s a letter from Charlic 
Clark. He says, ‘I must admit you 
were right and I was wrong. For, dur- 
ing the last 90 days we have sold over 
25 York air conditioners and we are 
still going strong. Some of my pros- 
pective customers are actually talking 
ibout presenting York room air con- 
ditioners for Christmas presents and 
I am going to promote the idea. My 
sincere thanks for literally forcing me 
to eat at the trough of profits.’ 

“Do you see what I mean? He has 
convinced us that there are hundreds 
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oi other Charlie Clarks who can reap 
profits which are there for the taking 
—even in the smallest town.” 

Three of the Shelby-Skipwith sales 
group, Tom Laney, Weston Strauch 
and Charlie Jarrell, year after year 
consistently produce in excess of 
$100,000 volume each. They were 
made members of York’s “Hall of 
Fame”, and Laney was the first York 
salesman in the nation to receive five 
diamonds in recognition of his work. 

To follow supersalesman Laney 
around in his work is a revelation in 
smart selling and good public rela- 
tions. In addition to working for at 
least one air-conditioning unit in every 
home he calls on, Laney aims at 
one of the best potential markets of 
all—small hotels and tourist courts. 
In the past 12 nionths, Laney alone 
sold 182 room air-conditioners by 
showing operators of several hotels 
that their business would be im- 
proved considerably by the addition 
of such units to provide conditioned 
air. 

In one recent contact, Laney sold 
the Hotel Claridge in Memphis 50 
York room air-conditioners, proving 
that there is often a good volume in a 
single sale. He points out that there 
are hundreds of hotels in the South 
which urgently need air-conditioning 
and it is his firm intent to try to con- 
vince the owners of such inns that 
John Q. Public is going to stop at 
the hotels which have it. 


Best Business From Small Business 


The greatest volume in air-condi- 
tioning which Shelby-Skipwith expects 
to roll up in this and future years, 
however, will come from dealers in the 
rural areas. The countless barber 
shops, dentists’ and doctors’ offices, 
beauty shops, restaurants and small 
stores which line the streets of the 
small towns in the section, offer one 
of the best: sources of prospects in 
the entire appliance field. 

Along with his partner, A. W. 
Shelby, Skipwith does an annual 
business of one-and-a-quarter million 
dollars in York air-conditioning equip- 
ment. The 90 retail dealers represent- 
ing the firm are scattered throughout 
west Tennessee, north Mississippi, 
eastern Arkansas and southern Mis- 
souri. In 1951, these dealers sold 
more than 1,000 York room air-con- 
ditioners of one-half through two- 
horse-power types. The goal for 1952 
will be double this mark. End 


1952 


HOTELS are one of the most natural and most lucrative prospects. Tom Laney 
(right) of Shelby-Skipwith sold 50 units to Memphis’ Hotel Claridge. 


BARBER SHOPS and other small businesses offer an excellent source of busi- 
ness. The proprietor of this three-chair shop is proud of his York 41-10 console. 


TOURIST HOMES and motels, buy plenty of air conditioners. Laney sold 15 to 
Mr. and Mrs. Jack Nodini, owner of a tourist court in West Memphis, Ark. 
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WESCO BRASS PLANNED THE PROGRAM 





PROGRAM for better dealer relations got its start at Cincinnati WESCO 
with discussions on best way to bring the brass to the grass roots. District 
manager Hoeffler (right) points out that each executive should go out with 


each salesman. 


IntY 


tVEN 


WASH WINDOWS 


A sales lull in 1951 got the top brass of WESCO, 
Cincinnati, out calling on dealers. So successful 


were the results that now it’s a permanent dealer 
help program building sales and better business 
for both retailers and distributor 


By FRANK A. MUTH 


HAT started out as “Opera- 

tion King Pin” to fix the 

wheel of the refrigerator sales 
wagon now has become the “Front 
Line Fighters” program for the “brass” 
of the Westinghouse distributor in 
Cincinnati, Ohio, who assist dealers in 
solving their problems by making per- 
sonal calls. 

In making the grass roots contacts, 
WESCO officials have been able to 
substantially improve the advertising 
done by 475 dealers, their methods of 
displaying merchandise and even their 
housekeeping. 

“No job is too tough for us to help 
with,” says J. O. Hoeffler, west central 


district sales manager. ‘I went out on 
several calls and noticed that some 
windows were so dirty people couldn’t 
see the merchandise displayed in the 
windows or in the front part of the 
store. I quickly asked why. 

“It’s casy to let something like that 
slide along because of so many other 
pressing jobs,” one dealer told me. If 
that dealer, or any other, is to get the 
most from his time and effort, he must 
be shown how.” 


Generals Leave Chairs 


By vacating the armchair the gen- 
erals in the west central district have 
become “front line fighters” and they 


<— SQUEEGEE IN HAND, Westinghouse district sales manager Jim Hoeffler 


washes the window of a dealer's store in Erlanger, Ky., as part of ‘Front 


Line Fighters’’ program to help retailers. 
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ARMED WITH DISPLAY material Robert Wheeler, WESCO sales promotion man- 


ager, surprises salesman Ray Maschmeier by joining him to spend a couple of days 


with him while he calls on dealers. 


travel the sales territory with their 
salesmen. They contact all dealers 
large and small—in the area. 

Each of the branch appliance man 
agers in Dayton, Columbus, Evans 
ville, and Cincinnati goes out with 
Hoeffler, sales manager of all four 
branches, Robert Wheeler, sales pro- 
motion manager for the district, and 
the specialty men—washer, fan, or 
smal] appliances—and travel with an 
individual salesman for two days. 

During that time they contact every 
dealer on that salesman’s route. There 
is no hanging around the key dealers 
while the small dealer is overlooked. 
Each and every dealer has the oppor- 
tunity of talking things over with the 
big men from the district office. 

“The dealer likes to see his regular 
salesman on his customary calls,” 
Hoeffler illustrates. “But he likes to 


see someone else once in a while too. 
The big shots from the main office add 
that extra interest which the dealer 
needs.” 

The thought behind the program 
was to give the salesman a little extra 
help and at the same time come up 
with data that will be instrumental in 
the planning of better sales programs. 
Initially, it is achieving even more 
than that. 

When it was started in June of 
1951 it was merely a method of en- 
couraging dealers to sell over 500 re- 
frigerators per week for a period of six 
wecks. The results were so good on 
that program that the “brass in the 
field” plan was set up as a permanent 
program throughout 1952. 

“We found some very interesting 
problems that will help not only the 

(Continued on next page) 
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IDEA 1S TQ REALLY HELP THE DEALER 


— 
¥ 


AT BAUMER & REDDERT store in College Hill, Ohio, Wheeler tells dealer Ralph 
Robisch that he thinks window display could be made more effective. 


ADDITIONAL CARDS and display material are set up and arranged while Wheeler 


keeps up running discussion 


dealer but our entire organization,” re 
lates Bob Wheeler, the district sales 
promotion manager. “First of all, the 
displays that we sent out weren't al 
ways used if the appliances were not in 
1 good location to have the best effect 
mn the cust when they are in the 
tore. Dirty counters, floors, 
loppy display ill were a part of 
the things we discovered in 
the cde ile s stores 

“But one po 
important was the lack of organization 
vith two of ow salesmen,” 
Wheeler yntinues For instance, 
one salesman back-tracked in his terri 
torv at considerable loss of time. Ac 
tually, this overlap of traveling was 
due in part to « who 
were easily sold and postponing con 
tacts with the dealers more difficult to 
work with to a later date 

“Very often 


IT 


windows 

some ot 
’ 

truck me 


wh 


mtacting dealers 


| 
dealers were getting 


on reasons why it’s being done this way 


idvice and assistance from ou 
salesmen, and that was another valu 
able discovery we made. However, the 
salesmen, as a rule, didn’t take enough 
interest in the possibilities available 
for setting up local promotions and 
WESCO displays in the dealers’ stores 
Ihese things can make or break a 
good dealer’s operation and the deal 
er’s failure reflected heavily 
salesmen.” 


good 


upon oul 


Salesmen Corrected 

Occasionally the approach used by 
the salesman would be subject to re 
view. For instance, in one of the trips 
with a salesman, Wheeler noticed 
that the usual method of greeting the 
dealer for (say) an order for irons 
would be, “Say, how about putting 
you down for an order of a dozen 
irons?”’ Instead, Wheeler believes that 
it would be simpler and more effective 


SHIRTSLEEVED Wheeler and Maschmeier move out old display and, with Robisch’s 
help, start setting up refrigerator display in its place. 


. 


FINISHED WINDOW stops one of first passersby, helps convince dealer that dis- 
tributor help is valuable and will result in more sales 


to show the dcaler that he would like 
to help him set up a table and display 
for the irons he wanted to order, to 
be followed if necessary with a dealer 
sales training meeting. 

Such a plan helped get bigger and 
better orders, but also proved to be 
effective in two ways. It helped show 
the dealer that his Westinghouse 
salesman was a willing worker and 
helpful friend lending expert advice as 
they installed the display for best sales 
effect. 

“There is no discounting this last 
point,” Wheeler states. “Many of the 
dealers who hurriedly set up displays 
lost sales punch because of location 
in the store. For those accounts who 
did a good display job it paid off in 
increased volume.” 

Such a plan would have little effect 
without checks and balances. First of 
ill, only two days a week do the four 
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or five men, Hoeffler, Wheeler, Jack 
Mara, (laundry specialist) and Bob 
Wine (factory representative for the 
majors) and each of the appliance 
managers of the four branch offices, 
go out with salesmen. Wheeler may 
go with Ray Maschmeier this week. 
Next week Hoeffler may travel with 
Maschmeier while Wheeler a¢compa- 
nies Robert Williams—who may have 
had Hoefer, Mara or one of the 
others with him the week before. The 
next week, Wheeler will go with John 
Stewart, and so on down the line. 

“This changing of salesmen and call 
backs on dealers gives us a clear pic- 
ture of the strength and weakness of 
our own men,” Hoeffler declares. 

“It has been hard to determine if 
we have gotten more out of it than 
the dealer. We have something to 
gain there,” Hoeffler continues. “As 

Continued on page 102) 
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Space Heater 
Specialists 


Harold and Clarence Mason sell 660 space heaters a 
year from a poor man’s neighborhood in South Bend, Ind., 
because they sell the year ‘round, service any unit and 
make their own careful installations 


By Tom F. Blackburn 


UPSTAIRS OR DOWNSTAIRS, visitors see the complete 
lineup of oil space heaters handled by the Masons 
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O the business man, South 

Bend, Indiana, is more than the 

glamorous home of the Notre 
Dame football team and the Stude- 
baker car. It is chiefly a beehive of 
115,698 working people whose modest 
cottages have been very frequently 
built without central heating plants, 
and offer a lot of prospects for oil 
space heating. 

his was an important fact to Clar- 
ence Mason when he started his own 
business, Mason’s Furniture Co. some 
six years ago. 

The fact that in one year he has 
moved 660 oil space heaters, chiefly 
Coleman, is an indication that the 
boy has been going to town. The 
firm, which Clarence Mason operates 
with his brother Harold, is located 
in a poor man’s neighborhood, 316 
East Sample, where, incidentally, it is 
easy to park a car. 

This quick success is credited by 
Mason to these angles: 

1. He prepares for the heating sea- 
son in advance. 

2. He advertises space heaters the 
vear around, both in newspapers and 
the Red Book. 

3. He makes his own installations 
and will give service to any space 
heaters in South Bend. 

4. He carries a stock of repair parts 
for all makes of space heaters. 


Service Made Customers 


“The fact that so many dealers and 
stores kissed off their service calls onto 
us is what led to the build-up of 
our business,’’ Mason declares. “‘Peo- 
ple do not like to be brushed off. 
When they are in trouble with heat 
they want immediate attention. Once 
they get service from the store they 
are likely to buy replacements there, 
too. A third of our sales are replace- 
ments.” 


The thorough installation job the 
Masons do wins their customers. For 
example, you can buy a 275-gal. oil 
tank in South Bend for $69. The 
Masons ask $89.50 for this same tank, 
but it is installed and operating. 

When a customer bobs up, the 
Masons have him measure up his own 
house, and they pick a space heater 
for him that will fit. The public 
naturally wants to buy the cheapest 
space heater advertised, and if this 
sale is allowed its failure to perform 
gets the store in trouble. 


Replacement Guarantee 


“One of our good closers is our 
guarantee to replace any heater we 
recommend by Christmas if it doesn’t 
keep the place warm,” says Clarence 
Mason. 

The Masons do not go out to 
make a trade-in appraisal on a used 
heater. They let the customer sell 
them the trade-in and try to keep 
their offer within a 10 percent allow- 
ance. If a space heater customer 
wants to turn in a space heater on a7 
floor furnace, the store will allow up 
to 80 percent of his investment on the 
new job. 

Most of the customers buy on time, 
and the Masons sell the paper to the) 
local bank with recourse. The store? 
policy is to take the long credit risks 
in September, but tighten up on deals 
made in March. 

The Mason furniture store is op- 
erated by appliance men rather than 
furniture men. The firm exhibits at 
the 4-H fair, holds open house, cook 
ing schools and does all the promo- 
tion available for its line of appli- 
ances, Crosley, Coleman and several 
other brands. Brother Harold’s serv- 
ices sometimes come in handy. He is § 
an auctioneer and has been known to 
auction off old stuff. End 


WINTER OR SUMMER, the Masons display and sell space heaters. The fact that they carry a complete 
stock of repair parts for all heaters is another reason for their success. 
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CURIOUS CROWDS swarmed around the windows of the Atlantic Appliance Co.’s six New Jersey stores to examine the 1300 entries in the company’s antique hunt 


promotion, a campaign typical of efforts which built a $2-million volume for the firm in four years. 


AN ANGLE 
ON ANTIQUES 


To celebrate its fourth anniversary Atlantic Ap- 
pliance Co. runs an antique hunt promotion, finds 
its six New Jersey stores swamped with ancient 
objects and a 34 percent increase in sales 


FOURTH ANNIVERSARY 
Ae motion, staged recently by 
the six-store Atlantic Appliance 
Co. chain of New Jer sey, boosted ma- 


jor ippliance sales by 34 percent over 
the previous year’s anniversary event 
and at the same time emphasized 
sharply the values found in modern 
electrical appli inces 

At a preliminary staff conference 
director, Murry 
Conners, had rested that inflation 
and high costs were uppermost in the 
public mind. “Let’s sponsor an an- 


Atlantic’s exec 


tique hunt,” he said, “have people look 
around for the oldest antiques and 
anything else they can find, and show 
them by comparison that present-day 
appliance values compare favorably 
with the stuff they had to buy long 
ago.” ; 

The possibilities of such a promo- 


tion immediately impressed Charles 
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This promotion increased sales 34 percent. 


Shapiro, advertising representative, 


and John Macaluso, office manager. 
They helped work out complete de- 
tails which included the offering of 
prizes for the oldest antiques, which 
would spur interest, and the display of 
antiques at all six Atlantic stores, 
which would draw traffic. 

Final touches were added by Nick 
Steelman, advertising contact at the 
Asbury Park Press, who unearthed 
some old copies of that publication and 
produced sketches and prices of appli- 
ances advertised 30 to 40 years ago. 


Unusual Ratio 


Shapiro decided to depart from At- 
lantic’s usual ratio of 70 percent of 
the advertising budget for newspaper 
display space, 10 percent for billboards, 
and 20 percent for miscellaneous ads. 
For the antique hunt, he used news- 


paper display exclusively, since “you 
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ae 


CAMPAIGN was planned as fourth anniversary celebration by boss Murry Conners 
(right), office manager John Macaluso (left), and adman Charles Shapiro. 


CONTRAST between price and performance of old and modern devices was 
effectively played up by firm both in displays and in newspaper advertising. 


he following morn 


local papers 


complete satura 
irea of 280,000 often 
New York City’s 


jor purchases 
Anything Old 


Contest rules were simple. Readers 


through 
attics, and gar- 
ages for “anything old, any size, any 
shape—just as 


were asked to rummage 


homes, barns, caves, 


long as it belongs to 


ELECTRICAL 
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Entries were to be registered at 
stores. If an object were too 
large, fragile, or valuable, a photo and 
iffidavit of ownership would be ac- 
‘eptable. Tops 242 prizes 


ffered Westinghouse 


oO nie 


ill six 


among 
was a set of 

Laundry Twins plus a 17-inch Majes- 
tic television set. Other prizes in- 
cluded 100 merchandise checks for 
$50, 140 for $25. The judges would be 
\tlantic Appliance Co. appointees— 
antique expert Charles Vanderveer of 
Freehold and Edward H. Feltus III, 
head curator of the Monmouth County 
Museum of Natural History. 

‘To put it mildly,” says Conners, 
‘the results were phenomenal.” 

\ torrent of ancient material rang- 
ing from priceless antiques to old junk, 
and even a piece of coal, started piling 
up in the windows of all six stores. 
Passersby unaware of the event read 
newspapers reporting that Lee had 
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TOUGH JOB for judges Edward Feltus and Charles Vanderveer was selection of 
242 prize winners from 1300 entries. Firm gave away $10,000 in prizes. 


just surrendered to Grant, and viewed 
coins said to have been minted during 
the exotic times of Cleopatra. As the 
junk piled up, so did the crowds and 
the interest. 

Important to the success of the pro- 
motion was the tone of advertisements 
attending the contest announcement. 
lying in with the antique theme was 
the announcement that “Atlantic Rolls 
Prices Back 30 Years!” To substan- 
tiate this statement, old 
electrical appliances were pictured in 
the Press adjacent to modern appli- 
ances. In each case, the outmoded 
appliance had been advertised many 
years ago at a price exceeding quoted 
prices on the current model. 


sketches of 


New Low Prices, High Old Prices 


One effective example was a Frigi- 
daire refrigerator advertised at $250 
in the Press May 23, 1924. Atlantic 


paired this sketch with a current “na- 
tionally advertised 9.3 cubic foot self 
defrosting offered for 
$199.95. 


refrigerator” 


Spurred by 
novel 


the hunt and by this 
method of stressing current 
values, business soared at all six Atlan- 
tic outlets. Conners said sales in the 
first week were up 34 percent over the 
1950—all the more 
remarkable because the third anniver- 
sary event, in 1950, had been a re- 
sounding success. 

Cooperative ads with Du Mont, Ad- 
miral, RCA, and manufacturers of 
other leading lines, were run in the 
entire trade area during the two 
weeks’ duration of the “hunt.” There 
were 12 pages of ads in the Press as 
well as a Sunday feature story and 
other lesser publicity. 

“It might have been that the pro- 

(Continued on page 214) 
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KITCHEN SALES at Jordan's, Colorado Springs, usually start with prospects like 
this one who asks salesman Richard Bailey about a dishwasher. Home economist 
prepares foods for freezer, may serve prospect a light lunch before she leaves 











The 130 dishwashers sold in a year by Jordan’s, Colorado Springs, lead to 
an annual kitchen sales volume of $300,000—a total of 175 kitchens in the 

























past three years. And it’s all done in a city of only 40,000 population 
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FINAL CALL is made after job completion by home economist, who puts all appliances through paces, and salesman, who 
waxes cabinets, a routine Jordan service. Appliances are generally made inoperable until this final call 
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VISITING PROSPECT’S HOME, ostensibly to pick best spot for dishwasher, William 
Jordan shows her how much wider it is than present counter tops, will interview her 
on family living habits, personal preferences, etc. 


DISHWASHERS STAR 





* 


+ . 


‘6 E SELL them on the dish- 

\ V washer first and then tailor 

a new kitchen to match.” 

This is the wedge that Jordan's of 
Colorado Springs has used to become 
one of the biggest all-electric kitchen 
dealers in the state. In this city of 
40,000 the store has built an annual 
kitchen business of $300,000, proving 
conclusively that the rich kitchen mar- 
ket isn’t confined to big cities. 


“Jordan's for Kitchens” 


“Jordan’s for kitchens” has become 
a byword, and people with kitchen re- 
modeling problems generally take 
them to William B. Jordan’s big airy 
appliance store on East Bijou. His 
operating philosophy, followed to the 
letter in selling kitchens, demands 
painstaking attention to the individual 
wants of customers. As a result, the 
store has built a clientele of enthusias- 
tic customers who boost his reputation 
higher than nearby Pike’s peak. 

While Jordan’s stocks traffic appli- 
ances, radio and fuel type ranges, his 
big profits are coming from many of 
the low saturation items that go into 
electric kitchens and home laundries. 

Last year the store sold 130 dish- 
each representing special 
planning according to the needs of the 
individual buyer. Although every 
dishwasher does not automatically 
mean a kitchen sale, Jordan’s salesmen 
always plant the idea of remodeling 
now or later. In the last three years, 
approximately 175 complete kitchens 
have been designed and installed and 
at present the store is averaging one 
kitchen a week. 


washers, 


Everything for Demonstration 


A complete operating Hotpoint 
kitchen dominates the floor, and the 
store’s home economist is always 
available to put it through its paces for 
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COLORED PERSPECTIVE DRAWING is sprung as surprise on prospect and her hus- 
band at later call, helps to sell them on complete kitchen modernization. Bailey 
shows husband a mini-kit which reproduces kitchen. 


PERSONALIZED TREATMENT during actual remodeling process makes sure cus- 
tomer will be satisfied and recommend Jordan's to friends—most important source 
of his customers. Here he makes sure she likes color selected for counter tops. 


HIS RITCHEN SALES 


customers. When a salesman goes to 
work on a sale at Jordan’s, the cus- 
tomer is put completely at ease. 
Chances are she will have sampled a 
light lunch before the demonstration 
is completed. 

Refrigerators hold a variety of cold 
drinks. Freezers are stocked with 
sandwiches, hors d’oeuvres, canapes, 
watermelon and_ cantaloupe balls, 
doughnuts, pies, cakes, vegetables, ham, 
turkey. The kids get popsicles and 
parents always smack their lips over an 
appetizing sandwich hot from the elec- 
tric oven. 

Adding an extra realistic touch, the 
store’s home economist prepares foods 
for the freezer while customers are 
kitchen. Skeptical 
prospects are asked to bring in a pan- 
ful of dirty dishes for a convincing 
dishwasher demonstration. A batch 
of dirty clothes is washed and dried in 
the Hotpoint home laundry and the 
salesman or home economist even irons 
a few pieces. 

Nearby is a glassed-in kitchen plan- 
ning center. It is equipped with draw- 
ing board, stools, kitchen planning bar, 
a thick scrap book of before-and-after 
kitchen pictures, and is decorated with 
color drawings of Jordan kitchens. 
Customers enjoy leafing through the 
scrap book, or tinkering with the 
miniature kitchen at the planning bar. 
Extra decorative touches such as 
miniature pots and pans, utility shelves 
and flowers help dramatize these “doll- 
house” kitchens. 


browsing in the 


Case History 


A typical case history of a kitchen 
sale as Jordan handles it illustrates 
what he means when he talks about at- 
tention to details. He explains that a 
salesman can afford to spend plenty of 
time on a sale that runs anywhere from 
$1500 to $7000. His salesmen are 


ELECTRICAL MERCHANDISING—MARCH, 


young, polite, aggressive and well paid 
—10 percent commission on all appli- 
ance sales. 

When Mrs. Jones comes into Jor- 
dan’s to look at a dishwasher, for ex- 
ample, she gets the full Jordan treat- 
ment on the floor. While she 
watches the dishwasher demonstration, 
the other appliances in the complete 
kitchen are brought into the act. The 
salesman then suggests taking a look 
at her kitchen to check on wiring, di- 
mensions, plumbing, etc. And here he 
really goes to town. ~ 

At this “routine” inspection, the 
salesman recommends placing the dish- 
washer where it should eventually be 
if a kitchen remodeling is planned. He 
quickly adds in the same breath that 
“we know you aren’t contemplating a 
complete kitchen remodeling job now, 
but if such and such were done, how 
much easier your daily work would be.” 
He explains that the dishwasher-sink 
will be the pivot point of the kitchen 
and deserves careful planning. 

This approach makes sense to Mrs. 
Jones. The salesman then measures the 
kitchen and offers to draw a sketch as 
it would look in the future after appli- 
ances and cabinets were added piece by 
piece around the dishwasher. While 
Mrs. Jones may be only lukewarm on 
the subject of a complete new kitchen, 
Jordan’s never has been denied the 
“privilege” of measuring and submit- 
ting plans. 


sales 


No Secrets from Salesmen 


Most salesmen at this point would 
leave Mrs. Jones, and go on to another 
sale. Not Jordan’s. An interview is the 
next step to find out what demands will 
be made on her kitchen. Most women 
enjoy talking about their family. Adroit 
questioning on the part of the sales- 
man brings out the following informa- 
tion: 


1952 


Mrs. Jones has a large two story 
house, three children, ages two to 
seven, a fairly large kitchen with a 
good sized glassed-in porch, an old but- 
ler’s pantry between the kitchen and 
dining room. She is right-handed, they 
entertain extensively, and her husband 
is frequently in the way mixing drinks 
during party preparations. 

She now shops daily, because of in- 
adequate cabinet storage and refrigera- 
tion, but would prefer to buy once a 
week to save time and money. She likes 
to bake, but objects to the grease and 
cooking odors that get into the rest of 
the house. Friends often gather in the 
kitchen after a movie for scrambled 
eggs and coffee, and the kids generally 
use the kitchen entrance when coming 
home from school. 

The kitchen has an old leg sink, a 
ten year old gas stove, and a six foot 
monitor top refrigerator. The room has 
five doors, one leading up an old stair- 
way that is never used. A table in the 
middle of the room is used for breakfast 
and lunch. Mrs. Jones has to walk 75 
feet to the back alley with her garbage. 


Return Date 


The salesman carefully notes down 
all this information, including pre- 
ferred decorating colors. Then he 
explains that he can’t properly recom- 
mend the best location for the dish- 
washer until he has a chance to get this 
information translated into a kichen 
drawing. He makes a date to return 
in the evening later in the week so he 
can go over the planning with Mrs. 
Jones and her husband. 

Back in the store the salesman goes 
over the data with the kitchen planners 
and they come up with an arrangement 
that fits all of Mrs. Jones’ require- 
ments. They eliminate the wall between 
kitchen and porch, giving attractive 
dining area with picture windows. A 


closet for brooms, work clothes, etc., 
is added near the porch. The plan in- 
cludes a clean-up center formed by 
dishwasher-sink with Disposall, and 
base and wall cabinets; 11 cubic foot 
refrigerator with left hand door, and 
adjoining base and wall cabinets; and 
pushbutton range with a hood to carry 
off odors. 

The old butler’s pantry is converted 
into a compact bar for Mr. Jones. It 
has a small steel bow! set in formica 
tops, work surface and cabinet storage, 
and four foot refrigerator for ice 
cubes, cokes, beer, cherries, olives, etc. 
An eight foot freezer also is placed in 
the old pantry. Color schemes using 
paint and wallpaper, draperies and cur- 
tains follow Mrs. Jones’ tastes. 


Ready to Sell 


On the night of the house call the 
salesman is ready to sell. Besides the 
elaborate plan, he takes along a few 
other “minimum” plans, together with 
his trump card—a color perspective of 
the “dream kitchen.” After he goes 
over the plans with Mr. and Mrs. 
Jones they both agree that the proposed 
location for the dishwasher is good 
and they can’t help but admit wistfully 
that the complete remodeling is very 
effective. 

“Now because we thought you 
couldn’t help but admire this plan,” 
says the salesman, “we took the liberty 
of drawing up a sketch of the way we 
think your kitchen would eventually 
look.” 

He pulls out the color perspective, 
and it floors them. He goes into some 
detail on the bar for Mr. Jones who 
admits that this “is all very well, but 
how much would it cost?” At this point 
the salesman can see by the light in 
Jones’ eyes that he can already see him- 
self and his cronies in the pantry bar. 

(Continued on page 212) 
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We've Licked the 3-Speed Problem 


The Emerson Piano House, Decatur, Ill., can demonstrate any 


and all speeds of records to every customer in a minimum of time 








ANSWER TO THE PROBLEM of 3-speed confusion and quick demonstrations is this remote arrangement of nine changers, 
each of which is loaded by store salesmen and is connected to a speaker in an individual listening booth. 


By JAMES EDGCOMB 


Manager, Emerson Piano House 


HE best means by which the 
record retailer may capitalize 
upon the multiple record speeds 

now offered the public, we have found, 
is to completely revamp display and 
demonstration facilities so that custom- 
ers need not handle the records at all 


and each may be demonstrated with a 
maximum simplicity by store sales- 
people . 

Like most other appliance dealers 
who maintain a large record depart- 


ment, we felt that we had the best pos- 
sible arrangement for 78 rpm records 
when the first speed changes came 
about. At that time we were operat- 
ing with 11 listening booths along one 
wall of the record department, all 
equipped with standard 78 rpm demon- 
strators, operated by customers. We 
also had one “shop demonstrator” 
which was converted to a two-speed 
unit, to demonstrate 3314 rpm records, 
as well as 78 rpm. 
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Almost as soon as the 45 and 33 
rpm records hit the market, we found 
that we were inadequately equipped to 
merchandise them. Even though we 
changed one of the booths over to 
demonstrate long-play records, and 
later, a second booth for 45 rpm rec- 
rds, we found that there were always 
impatient lines of customers at the 
booth entrances, awaiting their turn to 
play records, and that things, in gene- 
ral, were becoming well mixed up. Cus- 
tomers disappointed in not being able 
to listen to a desired selection were 
likely to walk off leaving the records 
on tables or counters, with the result 
that we were constantly picking up 
after them. We realized at that point 
that in order to do a three speed busi- 
ness it would be necessary to com- 
pletely modernize and change over 
everything from display to record 
demonstration. 


Prospects Don’t Handle Records 


The first step we made was to dis- 
card althogether the record-listening 
policy which we had used in the past. 


Under the new plan, we have “remot- 
ed” all record demonstration so that it 
is not necessary for the customer to 
handle records at all, other than turn- 
ing them over to a salesperson who 
quickly chooses and operates the prop- 
er player. 

To make this possible we have set up 
eight booths as completely separated, 
remote units. Each booth has its own 
speaker, but the amplifiers are mounted 
out of sight on a rack behind the sales 
counter where they do not take up 
space and are less likely to become 
damaged. We play all records, at any 
speed, on nine three-speed changers 
mounted in bins in a corner of the 
record department. 

Each of the record players is 
equipped with a micro-switch leading 
to an overhead light panel, that indi- 
cates which booths are in use. 

Now, when the customer selects half 
a dozen records, including all three 
speeds, she need merely hand them to 
the salesperson, who will direct her 
to a numbered booth, and play the rec- 
ords in turn, all speeds on the same 
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turntable. If the customer merely 
wants a sample of each record there is 
a push button in her booth which is 
wired to the reject button on the record 
changer. In this way, we can handle 
long-play, 45 and 78 rpm records all 
on the same turntable with a minimum 
amount of attention—and requiring no 
help whatsoever from the customer. 
Likewise, there is no opportunity of 
breakage. 

The record changers are easily ac- 
cessible for repairs, can be kept ideally 
clean, and needles can be changed at 
regular intervals. 


Special Booths Please Everybody 


Because 45 rpm sales are leading the 
popular record parade in our store we 
have equipped two listening booths ex- 
clusively for this speed. The records 
are operated on a remote basis from a 
player mounted in a bin behind the 
sales counter. For the customer who 
still wants nothing but 78 rpm records, 
we have a single demonstrator in use 
in still another booth, where the cus- 
tomer who wants to play his own can 
be pleased. We have found that this 
afterthought has brought us a lot of 
goodwill, since there are still many 
record customers who want to replay 
certain sections of records, and to ex- 
periment intensively before making a 
purchase. 

We can now put almost twice as 
many customers through the store, all 
listening to records, by use of the 
10 booths, and it requires only a few 
seconds to demonstrate to each. We 
no longer have the problems of 
scratched records, breakage, or mis- 
laid stock. 

Along with this electronic improve- 
ment, which we feel will meet any 
customer situation, we have likewise 
completely modernized display. The 
department, which is located in the 
downstairs section of our store, is done 
throughout in flat gray, with orange 
trim, and has been arranged for self- 
service in record selection and buying. 
The first thing the customer sees upon 
entering the department is a huge, 
wedge-shaped, gondola display, 21 feet 
long, five feet high, divided into nine 
divisions, for 45 albums. Next, we 
have utilized former waste space on 
the walls, between entrances to the 
demonstration booths, for 45 rpm dis- 
play. We utilized rabbeted rails of 
hardwood into which the 45 rpm con- 
tainers slide easily, to cover every inch 
of this waste space and to show some 
225 albums neatly, out in the open. 


Sales Increase Encourages Ads 


As sales began to rise, due to the 
convenience of this plan, we have been 
sponsoring a junior disk jockey show 
which is broadcast each Saturday 
morning from 9:30 to 10:00 o’clock. 
On this program, two youngsters be- 
come disk jockeys, playing their favo- 
rite selections and those which have 
been chosen by teen-agers throughout 
the city. We award two prizes to the 
disk jockeys who receive the most votes 
from their listening friends, including 
a record player, and a secondary prize. 
However, it is the new setup which 
has increased our sales. End 
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WITHOUT CUSTOMER willingness to help, such as farmer Luther Limestoll (right) shows in help- 
ing unload water heater at his farm, dealer Rufener couldn’t stay in business. 


Small Town Dealer 


Rural dealers like Glenn Rufener of Orwell, Ohio, don’t 
have to stage high pressure promotions or make split 
second decisions involving thousands of dollars, but 
they must be expert at keeping the same customers 
satisfied year after year 
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FIXED-UP BARN is Glenn Rufener’s store in Orwell, Ohio. In it he 
both sells and services appliances. 


NIGHT WORK is part of a small town dealer’s life, too. 


There’s 


no one else to keep accounts. 


AYBE folks in the smaller, 
M rural communities pay more 

attention to the service you 
give them. And maybe they like to 
know you pretty well before they 
spend hundreds of dollars for your 
merchandise. Maybe a rough-and-ready 
businessman can be his own boss and 
earn a modest living selling and serv- 
icing appliances to folks along the dirt 
roads. 

That's a good description of Glenn 
Rufener and the kind of business he 
runs in and around Orwell, Ohio. 

“It’s a fact that service built my 
business, and keeps it going,” Rufener 


says. “That's how folks got to know 
me, and a lot of them know me well 
enough now to buy one appliance 
after another from me, spending hun- 
dreds of dollars in one place.” 

Boredom and dissatisfaction with his 
old job had a lot to do with putting 
Rufener into the appliance business. 
He was a railroad conductor for years 
until they put him on night runs. 

“I got sick of that kind of work, es- 
pecially at night,” said Rufener. 
“Meanwhile, I had been doing odds 
and ends of refrigeration service, a 
natural bent, and had noted oppor- 

(Continued on page 210) 
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PURh TURE 


FURNITURE VAN equipped with a 30-foot mast and an extendable 30-foot pipedrives right up to prospects’ homes in Zanesville, Ohio, to give TV demonstrations. 
Truck is also used for mass demonstrations in public places, travels with triangular tower laid flat along roof. 


TV Road Show 


YRON E. BORING, president 
of the Home Furniture Co. of 


Zanesville, Ohio, has taken to 


the road to sell television 
that in 
ustomec! 


Realizing 
is his, the 

issured that 
television will really bring in a satis 
tactory picture, Boring has fitted out 
1 Stromberg-Carlson Television Test 
mobile, a display room on wheels, to 
offer visual proof of good rec 


fringe areas such 


needs to be 


ception 

The equipment represents a rolling 
estment of $17,000, and is 
proving an effective means of selling 
television in fringe areas 
tomers are understandably 
to invest im a receiver 
tallation 


the 
Hie 


stock im 


where cus 
reluctant 
ind antenna in 
without knowing first that 
set will bring in a good picture 

The interior of the truck 
quipped with furniture and carpet- 
ing and adequate illumination is pro 
vided by overhead fluorescent lights 
ind attractive lamps placed on the 


various Stromberg-Carlson models dis- 
played. 

The antenna on the truck consists 
of a triangular tower, thirty feet high, 
inside of which is a winch-operated 
pipe which can be extended another 
thirty feet in the air. The antenna 
itself is removable, and the entire 
structure lies flat along the top of 
the trailer when the truck is in mo- 
tion. It can be mounted, raised, 
braced, and guyed in eight minutes. 
An AC receptacle in the side of the 
truck accommodates a 100-foot exten- 
sion cord which can be plugged into 
any convenient outlet in the home for 
immediate demonstration on the 
street. 

Good reception has been reported 
from extreme fringe area points and 
Boring is currently conducting, by 
appointment, mass demonstrations in 
front of residences in and around 


Zanesville. End 


Prospects in Zanesville, Ohio, won’t buy TV until someone 


proves they can get good reception. Byron Boring demon- 


strates it in a mobile living room right at their front door 


—_ 


LIVING ROOM atmosphere in truck is produced by rugs, fine furniture, lamps 
and TV sets. Long extension cord plugs into outlet in prospect’s house. 


MARCH, 
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A TYPICAL washer customer who enters Roman Piotrowski’s Greenfield St. store 
in southwest Milwaukee will run right up to a wringer washer and say, ‘| want 
one like this.’’ But he may sell her up to an automatic. 


HE Milwaukee market contains 
more than a sprinkling of ultra 
conservative German and Polish 
hausfrauen. They own wringer wash- 
ers and are perfectly satisfied with 
them, so much so that they are un- 
willing to take a chance on anything 
new. 

This is the market to which Roman 
Piotrowski, owner of Rome Radio and 
Appliance Co., sells automatic washers 
—plenty of them. 

Basically, Piotrowski is in love with 
progress. He doesn’t think there was 
any such thing as the good old days. 
He has two ways of getting prospects. 
One is through invitations mailed out 
for a Thursday get-together at 3131 
W. Greenfield Ave. at which dough- 
nuts and coffee will be served and Mrs. 
Piotrowski will demonstrate the auto- 
matic washer. The invitation always 
stipulates Thursday, since it is the day 
before payday in Milwaukee, and 
mama is going to be flush as soon as 
she can get in the old man’s pants 
pockets. If 30 invitations are sent out, 
about ten women will show up. 

Mrs. Piotrowski has almost worn 
out a 4x6 shag rug at these demonstra- 
tions. 

The second way in which Mr. 
Piotrowski encounters business is the 
walk-in, attracted by advertising in the 
neighborhood papers. He figures that 
virtually all of these women who call 


ELECTRICAL MERCHANDISING—MARCH, 


own a wringer washer which has 
broken down. 

“T want a new washer like this one,” 
they fondly say, patting wringer ma- 
chines. 

Roman Piotrowski doesn’t seem to 
hear. “How old is your old washer?” 
he asks. 

“It’s 17 years old,” is the reply. (It 
may be anywhere from 12 to 20.) 

“Why don’t you consider an auto- 
matic washer?” he asks next. 

“An automatic is too expensive,” 
says the woman. 

“Look, you’re buying a new ma- 
chine. If you were buying a new 
automobile would you get one that 
had to be cranked by hand? If you 
had a horse and buggy would you buy 
another horse and buggy today? Of 
course not. We've made progress. 
That’s why you should look over an 
automatic carefully before you make 
a decision. Come back here with me 
and have a look.” 

So saying, he leads his customer 
to the back room where, concealed 
from view, is an automatic laundry— 
washer, ironer, dryer, all lined up and 
connected for operation. 

“T tell you what you should do— 
make an appointment with me and 
come back and bring a load of your 
own laundry,” he says. I don’t care 
whether it is just a laundry bag full 

(Continued on page 110) 
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Conservative Housewives 
in Milwaukee, Wisconsin 


visit Roman Piotrowski's 


to buy another wringer washer, but 


He Sells Them Up 
to Automatics 


PIOTROWSKI persuades prospects to at least bring in a bundle of clothes for a 
free wash to see how an automatic washer does its job. To impress a housewife 
with simplicity of operation he makes her set the dial herself. 


FINAL CLINCHER is Piotrowski genius. “‘Look, it’s all done and here you are 
in your best clothes and you didn’t have to do a thing. You said it was too 
expensive, but in 12 years it will only cost you $28 a year.” 
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Buy It 
For Convenience 


says Olin F. Wolfe, 
Jacksonville dealer, as 
he demonstrates an 
electric blanket to this 
interested housewife. 
Just take it out of the 
box, put it on the bed 
and plug it in. 


Buy It 
For Dual Heat 


control, suggests the 
dealer. The electric 
blanket is the perfect 
answer to the age-old 
squabble between bed 
occupants who can’t 
agree on the amount 
of cover needed. 








Buy It 
For Safety 


says Wolfe. Approved 
by underwriters and 
safety organizations, 
the electric blanket is 
perfectly controlled, 
can‘t catch fire or get 
overheated, is safe at 
all times. 


Buy It 
For Economy, 


style and appearance, 
Wolfe says. With the 
electric blanket no 
other cover is needed, 
it looks fine on any 
bed and can be 
cleaned as easily as 
any other blanket. 


lectric Blankets on the Move 


and balmy breezes, but during 

the fall, winter and spring 
months, after the sun goes down, it 
can get pretty chilly. In the last two 
or three years, however, Floridans have 
just about solved this peculiar night 
time heating problem. 

The electric blanket is the perfect 
answer. Unit sales by retail dealers 
in the Sunshine State were approxi 
mately 250 percent higher last year 
than in any previous year. Dealers 
have begun to cash in handsomely on 
this growing demand for blankets. 

Olin F. Wolfe, one of Westing- 
house’s dependable dealers in Jackson- 
ville, is a typical example of these 
dealers who have realized good profits 
by telling the blanket story. 

Four years ago, Wolfe admits, he 
didn’t know how to sell an electric 
blanket. It was still practically a new 
item then, was regarded as a luxury 
and had little or no place in the aver 
age home. He devoted practically all 
of his time to selling the larger pieces 
and regarded such items as electric 
blankets as being of the gadget class 

“That attitude changed quickly in 


F LORIDA is a land of sunshine 


the last two years,” says Wolfe. “We 
sold more than 25 blankets in the 
month of December, 1951, alone. 


With sales like that, on a good profit 
item, you can’t ignore it as a major 
market.” 


Sales Features Many 


The sales features of the electric 
blanket are pronounced, Wolfe de- 
clares. First of all, there is its con- 
venience. In the Jacksonville area, 
where chilly weather is infrequent, but 
very real when it does occur, the 
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Good profits and rising public acceptance are 
two reasons why Florida dealers like Olin F. Wolfe 
of Jacksonville are emphasizing the sale of elec- 


tric bed coverings 


blanket is a natural. It can be applied 
when needed—on one night and off 
the next—then stored away conven- 
iently for the next cold snap. Jack- 
sonville residents find it a fine solution 
to the problem of getting out and 
putting away bed covering. 

“Then you can always sell its qual 
ity and - rperd says Wolfe. “It 
is a beautiful addition to any bed and 
will practically last forever. 

“We like to get the husband and 
wife together for a demonstration, if 


possible. Two selling points about an 
electric blanket are its washability and 
its safety features. You can readily sell 
such a couple by stressing these two 
angles. The wife knows all about how 
bed covering must be handled during 
cleanings. She will appreciate the 
point that the electric blanket can be 
cleaned just as any other blanket is. 
And when the husband puts in with 
‘But won’t cleaning ruin it—is it safe?’ 

as he invariably does—then comes 
your opportunity to tell him all about 





HERE’S WHY THEY BUY BLANKETS IN FLORIDA 


Electric blankets sold at an all-time high in Florida during the past 


year. Some reasons why are 


1. The perfect answer to Florida’s short, chilly snaps when 


the sun goes down 


NaWUaWhD 


Easy storage—taken out or packed away in a jiffy. 
Bought and used by many auto courts. 
Portable—easily transported, take up little space. 
Convenience—no other cover needed. 

Bought by many tourists as gifts for the folks back home 
Popular with trailer dwellers. 
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the safety features of the blanket. We 
haven’t used a blow torch in our 
actual demonstrations yet, but we be- 
lieve it could be done.” 

Another selling feature which 
Wolfe and his five salesmen work on 
is the dual heat controls of the blanket. 
Since this feature overcomes a major 
objection formerly offered by many 
buyers, it is always demonstrated to 
the customer and, according to Wolfe, 
it is always impressive to the prospect 
that two people sleeping under one 
blanket may have any temperature 
either of the sleepers desire. The cost 
of dual heat controls is only slightly 
higher, he emphasizes. 

“We move many electric blankets 
in connection with the sale of other 
appliances,” says Wolfe. “We've 
found that the practice of mentioning 
or suggesting a blanket after the sale 
of say, a water heater, range or even 
a refrigerator, pays off frequently. It 
is an easy matter to add the cost of a 
blanket on to the same contract, with 
little increase in payments. Many a 
buyer who says he has ‘always wanted 
one’, finds this a good way to obtain 
it without denting his purse.” 

Display occupies a big role in the 
Wolfe sale of electric blankets. Al- 
ways attractive, a boxed blanket fits 
into almost any small nook or space 
on the display floor and Mr. Wolfe 
sees to it that plenty of blankets in a 
variety of colors are on exhibit con- 
tinually. 

“With the growing market for elec- 
tric blankets which we have here in 
Florida,” the dealer declares, “we will 
continue to push this item not only 
during gift seasons, but all the year 
round as well.” End 
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LAWRENCE, MASS. LEWYT DEALER REPORTS: 


‘SOLD 8 LEWYTS 
IN 2 DAYS with these 


LEWYT=POSTCARDS | 


Simple, inexpensive Lewyt Mailing makes approximate 
$300 profit... builds up long list of hot prospects! 
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For a total expenditure of about $40 for 
cards, addressing, and mailing, this alert 
Lewyt dealer showed a profit of about $300! 
His 48-hour success story is typical of the 
reports we keep getting from Lewyt Dealers 
coast-to-coast! 

In fact, right now we are going back on the 
press for the seventh re-run of these color- 


ful, hard-selling Lewyt postcards! Thou- 
sands of Lewyt Dealers have tried them and 
found they pay-off in volume sales! 

You can cash-in too! Use this series of 3 
Lewyt postcards and sell the prospects in 
your neighborhood! It’s easy... costs little 
...and gives you additional Lewyt sales! 
See your Lewyt Distributor ! 


corr» La WY 


LEWYT CORPORATION, Vacuum Cleaner Div., Dept. M-3, 60 Broadway, Brooklyn 11, N. Y. 
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HOME CURED EVANS Foo 
; BREE VANS Foon ¢ 


— 


AT EVANS Food & Locker Service onthe highway in Westerville, Ohio... 


HEN he opened a food locker 
store in 1946, John Evans of 
Evans Food Lockers, Wester 


ville, Ohio (pop. 4,121 


ippi inces 


thought that 
would be an ideal sideline 

But Evans’ partner had little faith 
in the project, $0 he delayed in dis 
playing a full line of appliances until 
1950. The first year he had a good 
display for 
sales jumped to over $90,000. In the 
be ginning of his appliance venture (in 
1946) with only one refrigerator or 
freezer on the floor, sales were low 
The last year of his partnership (1949) 
Evans made only $6,000 in appliance 
sale 


ae 
locker customers to sce, 


People don’t want to look at just 
one model and pick out what they 
want from a catalog,” Evans told his 
partner. “If people can’t look at sev 
ral models then they might as well 
go into Columbus (14 miles away 
and buy it or make their purchas« 


from a Sears-Roebuck catalog.” 


Stocked Full Line 

\fter the partnership brok« up in 
1949, Evans tried his theory of dis 
both white goods and tele 
vision in the 10x 37 foot display room 
in the front part of his locker build 
ng. Immediately, people noticed the 
ippliances refrigerators, ranges, frecez 
ers and television sets—that had 


unnoticed before 


playing 


gone 

Until the firm was taken over by 
Evans, he had béen selling a few 
television sets on his own from his 
hat little experience in sell 
ing TV sets gave Evans the know-how 


house 











he needed for closing sales in the con 
sumers’ homes. 

Up to that time, his partner had 
maintained that people were inter 
ested in storing their food and buying 
meat rather than looking at appliances. 
Evans reasoned that the steady traffic 
coming into the store would notice 
the appliances and they could close 
many sales if the prospect was really 
interested and the store displayed met 
chandise 

With the Crosley and Philco lines, 
Evans places one or two models of 
each appliance in the compact display 
room. At least five to six television sets 
are stacked two or three high for easy 
customer inspection as they come in 
to use their food lockers. To locker 
customers alone Evans sold 156 re 
frigerators, 18 ranges, 53 freezers, 203 
I'V sets, 16 water heaters, and 10 
complete kitchens. 

“In a small town, it is easy to be per 
sonal with the customers,” Evans points 
uit. “More people will come to me 
when it is time to close the sale, be 
cause they know I’m a personal friend 
ind will make sure that they have a 
good deal. On the other hand, in a 
small town, it keeps us from the other 
kind of sales—credit accounts. Over 
50 percent of our sales are in cash 
We lose some sales that we might get, 
because some people would rather go 
to Columbus and finance a purchase 
than have people in their home town 
know about it.” 

An example of how small town rela 
tionships bring in sales is cited by 
Evans. A lady came in just before 


. 
LOCKER s 
t.OCKER BAe 


LOCKER CUSTOMERS coming to take out food... AR 


TV Sales From 


Locker customers provide 30 to 40 prospects a day 


Thanksgiving and wanted to store a 
turkey until Christmas. Although 
Evans knew that it would not make 
him any money, he decided to charge home. 

her only 50¢ for the service. Highly “The people in a small 
pleased with this service, the lady ciate the little things you do for 
started looking around the display them,’’ Evans admits. “If I had re 
room. Examining an 11-foot Crosley fused to let her store a turkey, even 
Shelvador, she asked several questions, though I have very little room, she 
then left. The next night Evans made would never have noticed my refrigera 


a call to her home to explain mor 
about the refrigerator. ‘I'wo days later 
he delivered the appliance to her 


town appre 


TV Trade-Ins Are 


INSTALLING ca new set for a home demonstration, Evans runs into the question 
Because 


of a suitable trade-in allowance for customer's old, small-screen set 
it cost $300, she thinks she ought to get a lot for it. 






















































































































































ARE EXPOSED to appliance and TV displays... 


a Food Locker 


for TV and appliances at Evans’, Westerville, Ohio 


tors, nor would she have purchased 
the $400 appliance.” 

It isn’t necessary to cold canvass in 
Westerville, Evans believes. ‘The leads 
that he can get from people on trips 
to the locker take all the time he can 
give for follow-up calls. The first year 
that he stocked a full line he spent a 
lot of time making outside calls. The 
net result was $90,000 in sales—alto 


gether, $133,000 including meat sales. 

Evans’ appliance sales aren't just to 
food locker customers. As a result of 
his constant outside calls in 1950, he 
spread his reputation as a dealer who 
had a top-notch knowledge of appli- 
ances. By operating an excellent serv- 
ice department, Evans has drawn many 
people to his store when they wanted 
television. 


No Problem for Evans 


OFFER of $65 for old set is accepted when Evans explains that he can resell it 
for no more than $50 and, in fact, will sell it back to its original owner for 


use as a second set for just that much, giving her a net gain of $15. 

















































































AND ARE the best prospects for locker owner John Evans, 


Last spring, when a lady called to 
register a complaint that her new 
freezer wasn’t working properly, Evans 
rushed right over at 11 p. m. to be 
sure that it would be quickly fixed. 
The customer was so surprised that no 
charge was made, she bought four 
other appliances—a Crosley range, 
Whirlpool automatic washer, Cros- 
ley television set, and Crosley kitchen 
cabinets—within the year. 

The biggest volume of customers 
naturally comes from the walk-in trade 
of the 668 locker customers. Over half 
of them already have purchased at 
least one appliance in the first two 
years. But many customers come from 
leads furnished by other customers 
and those who have heard about his 
buying of trade-ins. 


System on Trade-ins 


“When customers come in and ask 
about trading in their old appliances, 
I gladly tell them I'll look them over,” 
says Evans. “During the early stages of 
the Korean War most people would 
jump at the first price I offered them. 
Now, they are cautious buyers and 
want to shop around. Whenever I 
make an offer of (say) $65 for their 
10 inch TV set that they paid over 
$300 for when new the customer 
thinks he should get a lot more for it. 

“The best way to make them realize 
that it isn’t worth too much now, I 
believe, is to show them that you'll 





Fast Service Builds Evans Sales —> 


buy it for $65 and sell it back to them 
for $50. If they think it is worth so 
much, I just show them how much 
I'll sell it for when I trade it in. 
About one person in 25 has actually 
bought back the television set for use 
in a child’s room or to give a sick 
friend.” 


Outmoded Sets Come In 


The same method is applied to any 
appliance trade-in, but it is the best 
way of clinching the sale Evans has 
found. More cases usually result from 
television sets that were bought only 
two years ago and have already been 
outmoded by the larger screens at 
lower prices. “If they don’t want to 
buy back the trade-in, we are happy to 
keep it, as we have lots of calls for 
the used sets,” Evans adds. “The 
main purpose of the offer is to show 
them that the value is certainly not 
what they believe it to be, and it helps 
us close the sale.” 

From the locker owners in Wester- 
ville, Worthington, and even Colum- 
bus, Evans has a growing list of ap- 
pliance prospects. At least ten sage 
of the 30 to 40 that come in every 
day stop and look at one of the appli- 
ances on display. “When they start 
opening the doors of refrigerators and 
asking questions about television sets, 
I know that it is time for me to get 
into my selling togs and go to work,” 
Evans concludes. End 
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FACTS EVERY DEALER SHOULD KNOW ABOUT ELECTRIC RANGE UNITS 


My protits come 
faster when [sell 


CHROMALOX 


SUPREME 
\ 7 e 
"Z-antts-in-l” 








OVERALL HEAT 


When it’s needed! | 


4 

; ITS A FACT 

: CHROMALOX Sells Better 
Homemakers through the years have 
known ard preferred Chromalox 
Surface Units for new ranges and 
for replacement. Alert dealers know 
this preference leads to quicker, 
easier, more profitable range unit 
replacement business. 


With CHROMALOX “Supreme” Units 
YOU fit all range openings 


YOU operate on low-cost 
inventory 


YOU get quick turnover and profits 


Write today and see how you can get this 
profitable, range-unit replacement business 
in your community . . . and through it build 
sales for appliances in your store. 


GET THE FACTS——SEND FOR 


“Bulletin RU-149" 
your 
Service Dept.) 


ana 





“THE SWITCH IS ON” 
; for your 
range salesmen 


LONG SERVICE LIFE 


CHROMALOX 
Chait: Cooking atte Bust! 


EDWIN 2. WIEGAND CO., 7525 THOMAS BLVD., PITTSBURGH 8, PA. 
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TV Sales from a Food Locker (continued) 


FAST SERVICE BUILDS EVANS’ SALES 








MIDNIGHT VISIT in response to call for service by this recent freezer 
purchaser surprised her, gave her confidence in Evans’ business. 





BESIDES spreading word to her friends, the lady showed her own satisfaction 
by later buying Whirlpool washer, range, TV set, and kitchen cabinets. 
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KNAPP \O-MONARCH 
SALES LEADERS 


will boost your 
pring protits 


. THEY’RE ON TELEVISION 


Strong visual selling right in the home with multi- 
million impressions every week. 


. THEY’RE NATIONALLY ADVERTISED 


Continuous impact, month after month, in the maga- 
zines of America that really SELL. 


.  THEY’RE TIED IN WITH “OPERATOR 25” 


Television screen or magazine page, Knapp-Monarch 
tells prospects to check “Operator 25” at Western 
Union to find where they can buy ~“%M~ appliances. 
And WESTERN UNION LISTS EVERY “M~ DEALER! 











KM. LIQUIDIZER 


ONLY BLENDER WITH 

THREE SPEEDS! Double ’ i ‘ 

om allows addition of KM. CHEFSTER 

oods without splashing. . ‘ i WORLD'S BEST HOME 

Extra-st Swedish : : . DEEF 

Steel cutting bind *E FRYER! With exclusive basket 

; sme design for easy draining! Gua’ 

clusive Besse Saped ; ; ; : : ti pear eselooe 4 —endiie . 
wl for more thoroug f pn eth t 

mixing. No ohtasimmin . \ automatictemperaturecontrol! 


2 ; —— 4 Removable Thermo-pan for 
fee ieuiling : easy cleaning! Cooks, bakes, 





ends, liquidizes, steams, warms, blanches! FRIES 


grates, grinds, whips, TWICE AS FAST AS ANY OTHER! 
chops, shaves ice. 





Be sure you have KM) 


oA 


REM: appliances on hand 
to meet the demand 


- 
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_ in the way it PERFORMS 








TRIPLE RINSING 


Exclusive to-and-fro, pulsating move- 
ment of the “Centric” agitator (does 
not spin or oscillate—CAN’T strain 
delicate fabrics), gives each piece the 
same thorough washing action — 
forces cleansing suds through every 
stitch of fabric—gets out all dirt gent- 
ly, thoroughly, smoothly. 





Washing action starts with a little 
water, and the full amount of soap. 
Produces THICK, RICH suds—like 
lather in a shampoo. Dirt and soil 
are loosened instantly. Big, pliant 
rubber fins flex the clothes gently and 
distribute them evenly for a cleaner, 
whiter, brighter wash. 





















































Even without any water in the tub, ABC-O-MATIC shows its 
amazing “Centric” Agitation action to the buyer at a glance. 
She can see its gentle, pulsating, non-twisting movement. Anda 
“full-dress” demonstration, with water, soap or detergent and 
clothes, is the closest thing to self-selling in washer history ! 
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ALL AUTOMATICALLY 


Three thorough fresh-water rinses! 
First, combined Spray and Deep Power 
Rinse loosens all dirt. Then Flush- 
Away Rinse lifts dirt and scum and 
floats it away. Finally, Splash-Away 
Power Rinse surges out any remain- 
ing soapy suds—leaves clothes truly 
clean, since dirt can’t settle back. 


Unique combination of air and cen- 
trifugal force removes all free water 
from clothes and damp-dries them 
soft, fluffy and wrinkle-free, without 
matting or tangling. This is NOT 
ordinary, high-speed spin-drying. 
ABC’s active air-flow makes that 
Strain unnecessary. It’s new! It’s better! 

































in the way it 





stays SOLD 


From ABC dealers who KNOW the tremendous value that good, 
strong, SIMPLE design and careful manufacture represent in the 
life and service-history of appliances, comes the same story... 
“ABC-O-MATIC STAYS SOLD!” It stays sold, not only because 
of its super-efficient performance, but because of its many other 
features: simple dial control, gearless automatic drive, automatic 
levelizer, fewer working parts, automatic signal light, no bolting 
down, no oiling or greasing. THAT kind of engineering, born 
of 42 years’ washer experience, tells you why ABC-O-MATIC 
STAYS SOLD! 


ABL Ma 





REG. U.S. PAT. OFF, 


THE COMPLETELY UTOMATIC WASHER... 


Nationally advertised in 
LIFE © THE SATURDAY EVENING POST ¢ BETTER HOMES AND GARDENS © SUNSET 
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Youll cover more territory with 


tema 











the greatest dollar value 
on the map of merchandising 


You'll attract more business with Preway, make sales you’d 


otherwise miss, because this dynamic, fully automatic line of 
electric ranges gives you a powerful, promotable price advan- 
tage that your competition can’t meet. With Preway you can 
reach out aggressively, confidently . . . demonstrate functional 
features that match those on the high-priced ranges of the in- 
dustry. And this realistic approach is reinforced by quality 
construction that your customers can see and feel. 





Yes, there’s power here ... striking power strong enough to 
put your store squarely on the merchandising map in your com- 
munity. Over two thousand straight-thinking dealers are already 
in this position. They know Preway is the tested pathway to 
more sales and extra profits. Join them yourself. Write for full 
information on this value-packed line of electric — and gas — 
ranges that is sweeping the country. 





Truss construction 
PRENTISS WABERS PRODUCTS CoO. Full Titanium porce- 
9352 SECOND STREET, N., WISCONSIN RAPIDS, WISCONSIN lain enamel finish 
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First She Sees the Product. . . 


A prospective customer for a refrigerator at Theriot’s, Bradenton, Fla., 
gets better than the usual description of features from saleslady. 


Then She's Sold on the Service. . . 


Back in the service department, A. N. Theriot’s service men describe 
refrigerator operation, explain why service is part of her purchase. 
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Selling the 


Complete 


Refrigeration Job 


Every demonstration by F. N. Theriot, Bradenton, 


Fla., includes a visit to the service-department and 


an explanation of what the buyer may expect from it 


HE lady had just bought a 

brand new refrigerator. It 

meant a good sized investment 
for her, since she wasn’t wealthy, and 
it would have to serve her family for 
several years to come. But she was 
completely satisfied, because after 
shopping all around town, she had 
made her purchase from a dealer who 
apparently understood just what she 
wanted. 

“Look, Mrs. Jones,” he had said, 
“I know you've shopped around. 
You've seen all types and models of 
refrigerators and you've had them 
demonstrated to you. Now, come 
with me—I’m going to show you 
what else you buy when you buy a 
refrigerator.” 

Then F. N. Theriot, of Bradenton, 
Fla., took his customer into the service 
shop. He got his service men to show 
her how the mechanism of the refrig- 
erator operated. He showed her old 
models which were being repaired, 


reconditioned and repainted. He 
showed her the worn parts of old 
refrigerators and defective parts from 
others. 

“After you buy your refrigerator and 
pay for it, you are through with 
the salesman. In fact, you may never 
see him again,” continued Ther- 
iot. “It is these men you will have 
to deal with in four, seven, ten, maybe 
twenty years. Service and good oper- 
ation are the additional qualities you 
should be sure of buying when you 
invest in a refrigerator. We offer 
them to you.” 


Future Operation Sold 


Of course, Mrs. Jones was im- 
pressed, because she knew the dealer 
was right and that he was selling her 
the complete life of a refrigerator in- 
stead of just the box which had been 
demonstrated to her. 

Theriot of Bradenton is one of 

(Continued on page 106) 





. . » Finally She’s Sold on the Store 


Satisfied that she has bought more than just a refrigerator, the cus- 
tomer watches an ironer demonstration with Mr. and Mrs. Theriot. 
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CROSLEY 


Room Air Conditioners 
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CROSLEY DIVISION BETTER PRODUCTS FOR 


HAPPIER LIVING! 
wee 


Cincinnati 25, Ohioc 
Electric a 
Water Heaters 
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SERVICE 
BEFORE SALES 


Modern Appliance Co., Nashville, 


Tenn., is operated by two brothers 


who believe that the service depart- 


ment is the heart of the appliance 


business —a policy which returns 


them $200,000 a year in new volume 


ANY appliance dealers con- 
M duct their business from an 

office, from the sales floor or 
from the display rooms. Not so the 
Belcher brothers, owners of Modern 
Appliance Co., one of Nashville, Ten- 
nessee’s most progressive shops. The 
enterprising brothers run a business 
as up-to-date as its name, from the 
depths of a basement service depart- 
ment. 

“We have always felt that service 
is the heart of business,” explains 
V. C. Belcher, who with his brother, 
Orrvillé, owns and operates the big 
tore in downtown Nashville. “So we 
concentrate on service and let it do 
ir selling. We leave the sales room 
entirely in charge of our competent 


THE MAN in work clothes is V. C. Belcher, co-owner with his brother of the Modern Appliance Co., 
Nashville, and only appears in the display room of the store when, as in this instance, a customer wants to 
talk about appliance repairs with the boss. J. S. Organ (background) is sales manager for the firm. 


sales manager and his crew of four 
inside and outside salesmen, and my 
brother and I spend almost all of our 
time working right along with our 
eight service men here in the repair 
shops.” 

How has such a system worked out? 
Very well indeed for the Belcher 
brothers. Their business volume for 
1951 was more than $200,000, two- 
thirds of which was in appliance sales 
They sell Maytag, Kelvinator and 
Norge lines, but they provide repairs 
and service on all types and makes of 
appliances. 

“We've been in business 13 years,” 
Belcher continues, “and from the 
day we started, we had a conviction 
that we could sell more appliances 


HEART OF THE BUSINESS is the service department where the brothers Belcher 
work right along with their specialists in repair and service work on almost every 
type of appliance. The company employs eight servicemen. 
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through service than by any other 
method. That’s when we donned 
work clothes and began to run the 
business from the service shop. 


Excellence Is Goal 


These are the methods by which 
the Belcher brothers use service as a 
selling tool. First of all, they know 
there is a continual stream of appli- 
ances to be repaired, adjusted, serv- 
iced, installed, check over or fitted with 
new parts. When they receive a work 
job, it becomes a paramount objective 
to make the owner of the appliance a 
customer from there on. So the cus- 
tomer gets (1) as perfect a job of 
skillful workmanship as can be done; 
(2) a fair price for the work and a 
flat guarantee of 90 days, and (3) the 
attention of the Belcher sales depart- 
ment. 

“When an appliance is returned to 
the customer,” says Belcher, “usu- 
ally a salesman goes right along with 
the delivery man—not to see that the 
appliance is reinstalled correctly and 
operates satisfactorily, since we guar- 
antee that, but to see that the customer 
is satisfied and happy over what has 
been done for him. Then and there, 
the salesman makes his personal con- 
tact and establishes himself as the 
man the customer wants to see when 
he needs new appliances or further ap- 
pliance work. 

“At this first contact the salesman 
may not even mention new appliances. 
In fact, he may not even let it be 
known that he is a salesman. The im- 
pression we want to convey is that 
here is a representative of Modern Ap- 
pliance who is anxious to know that 
the customer is pleased with the firm. 
Win the customer’s confidence and 
establish friendly relations, that’s the 


MARCH, 


idea. You can see how new sales 
naturally follow from this procedure.” 

A second way in which the Belchers 
use service as a selling tool is in their 
operation of an excellent parts depart- 
ment. For years, they have specialized 
in used parts as well as new, obtain- 
ing the former by stripping old wash- 
ing machines, refrigerators and other 
appliances which have been obtained 
as trade-ins and which cannot be re- 
conditioned for resale. 

“We have a separate department 
for used parts,” Belcher explains, 
“and our customers know they can get 
anything from a wringer to a washer 
bolt in this department if it is needed. 
We operate this section just like an 
automobile wrecking place—where you 
can get new or used hub caps, pedals, 
door handles or whatever you need.” 


Parts Bring New Customers 


Of course, only the best and most 
serviceable parts are kept in the used 
stock. Heavily worn or damaged parts 
are discarded as junk. 

“Our new parts department contains 
more than $10,000 worth of parts for 
almost every type of major appliance,” 
says Belcher. “Both of these parts 
departments sell a lot of new appli- 
ances for us, because it is pretty con- 
vincing to a buyer to know he can ob- 
tain parts, service and repairs on his 
equipment, if he ever needs them, right 
from the place where he bought it, 
without delay or waiting. Our ability 
to furnish anything from a screw 
washer to a motor, new or used, has 
made us a lot of friends and a big 
clientele.” 

Another way in which service sells 
for the Belchers is through the alert- 
ness of service men on routine calls. 

(Continued on page 216) 
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Yes, a complete line of new, improved 
Deepfreeze Refrigerators is now rolling off 
the production lines—brilliant new “profit 
mates” for the new line of Deepfreeze 
Home Freezers recently introduced! 
Convenient features? These new 
Deepfreeze Refrigerators have more than 





any other refrigerators on the market—and 





THE MEWE &8 OUT MEW MODELS ARE W// 
New Refrigerators by Deepfreeze 


every single one of them is a practical, 
useful aid to homemaking. 

See the next page for more information 
on the new models and the great national 
advertising campaign just being launched. 
See your Deepfreeze Distributor for full 
facts on how you'll sell more and make 
more as a Deepfreeze Dealer! 


























The brilliant new line of Refrigerators by Deepfreeze 
will be announced to America by this big, colorful ad —- 


in the followmg leadin g national magazines: 


SATURDAY EVENING POST 
BETTER HOMES & GARDENS 
McCALL’S 

PATHFINDER 

CAPPER’S FARMER 
PROGRESSIVE FARMER 
AMERICAN MAGAZINE 
AMERICAN HOME 

SUNSET 

COUNTRY GENTLEMAN 
SUCCESSFUL FARMING 


Total Circulation — 24,674,042! 
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Super-Deluxe Model DWA-1150. 


LIGHTENS YOUR WORK, BRIGHTENS YOUR KITCHEN! 


New Refrigerator by Deepfreeze : 


Think ot the many time-saving features you've always hoped someone 
would build into a refrigerator. You'll find them a// in that beautiful 
refrigerator pictured above. It’s the new, improved Refrigerator by 
Deepfreeze, makers of the world-famous Deepfreeze Home Freezer! 
You can store a full week’s supply of vitamin-rich, flavorful frozen 
foods in the Genuine Deepfreeze Freezer Compartment. Lifetime alu- 
minum shelves provide space for items of all shapes and sizes, includ- 
ing gallon milk jugs and a huge turkey. And the transparent twin 
crispers keep a half-bushel of vegetables and fruits garden-fresh! 





Genuine Deepfreeze Freezer Compartment 
Only the Deepfreeze Refrigerator has this super-efficient 
genuine Deepfreeze Freezer Compartment. Freezes and mess 
stores approximately 50 Ibs. of assorted foods and keeps 


ice cream hard. Separate freezer shelf holds ice cube trays. 


Automatic Defrosting—Set It, Forget It! 
Deepfreeze does the rest for you! No pans to empty. No 
No wiping out the refrigerator interior. No shifting 
or removing foods from the refrigerator. Defrosting takes 
place so quickly that frozen 


The “Door that Stores More” is a story in itself, for it gives you not 
just shelves, but features in the door! In addition to the exclusive “Handy 
Jugs,” there’s a Butter Box that keeps butter easy to spread, unique 
extra-capacity storage for eggs and bottles, and the exclusive, removable 
“Handy Bin” that preserves small fruits and vegetables. 

Choose your new refrigerator from the complete Deepfreeze line of 
seven models in 9.3 to 11.5 cu. ft. sizes. The familiar name Deepfreeze 
is your assurance of top quality and long, faithful service. Lighten 
your work and brighten your kitchen—see your Deepfreeze Dealer! 


Exclusive Deepfreeze ‘Handy Jugs” 
At last—practical storage for liquids, just inside the door 
for instant use! Only the Deepfreeze Refrigerator has 
these two wonderful quart jugs that fit snugly in their 


foods are not affected. own compartments in “The Door that Stores More.” 


Deepfreeze Home Appliances 


1952 Deepfreeze Appliance Division, Motor Products Corporation, North Chicago, Illinois. Makers of genuine Deepfreeze Home Freezers, 
Refrigerators, Electric Ranges and Water Heaters. Specifications subject to change without notice. 

















Theres Only One Dealer 


- like You in your community | 





@ You're the fellow they mean when they say "progres- 
sive dealer,” because your business has grown steadily 
ever since you hung out your shingle. You are respected 
in your Nee for your ability and service. 


9, we 


@ You're “pr inded’’—always have some sort 
of a promotion oe that keeps people talking and 
coming to your store. 





@ You're a square shooter who realizes that building 
good will is just as important as building your bank 
account. You have the reputation of advising your cus- 
tomers wisely in their selection of a purchase. 


@ You're the kind of fellow every manufacturer wants 
in his dealer organization. So do we, if you aren'talready! 





There's Only One Genuine 


Deepfreeze Home Freazer |! 





@ It can be made only by Deepfreeze Appliance Divi- 
sion, Motor Products Corp The name 
Deepfreeze is the registered trademark of that company. 


@ You know from experience that no other home freezer 
comes close to the genuine Deepfreeze Home Freezer 
in public acceptance and performance. And the new 
Deepfreeze models are even finer than ever! 


@ You also know that Deepfreeze has always been 
years ahead in convenience and sales features. The 
exclusive new “Menu-Maker” and “Handy Basket" (see 
below) are examples of Deepfreeze leadership. 

@ You've been planning to check upon the possibility 


of handling Deepfreeze Appliances—so why not do it 
now? See your Deepfreeze distributor or write us! 
































WEW! 
THE “MENU- MAKER” 





WEW 
THE “HANDY BASKET" 


WEW! 
“SWEAT- PROOF” DESIGN 





Four one-pint al iners —red, Deuble deck, side opening basket holds Deepfreeze shell-type condenser eliminates 
bive, green, and netdechend entire pre- mosi-used frozen foods. Has hinged side condensation on cabinet exterior under any 
cooked meal or left-overs. Freeze, heat, and for removing foods below without disturb- conditions of heat and humidity. No clean- 
serve in the same beautiful containers. Ex- ing those above. Only Deepfreeze Home ing necessary, es with conventional con- 
elusive with Deepfreeze. Extra convenience! Freezers have it. More extra co No ig parts— it's quiet! 


Deepfreeze Home Appliances 


© 1952 Deepfreeze Appliance Division, Motor Products Corporation, North Chicago, Illinois 
Makers of genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges and Water Heaters 














THOR Takes Off Some Clothes 





INTRODUCING a new Thor automatic washer model, 
Chicago branch manager John J. Hayes starts with a 
pretty assistant and a routine demonstration. 


Distributors’ 
High Jinks 


Competition For Dealer Interest at 
Meetings Produces Some Hoopla 


AUDIENCE SHOCKER develops when Hayes discovers only seven pounds of laundry in machine and model strips 
off dress to provide the additional pound. 


ZENITH Puts on the Dog 




















DINNER-CLOTHED A. Edward Gross of Hollander & BALLOONS BURST to emphasize each point that WHEN GROSS tells his audience that Zenith merchan- 
Co., St. Louis, drives on stage in limousine at dealer Gross, Hollander’s general manager, makes during dise is alive and “will really move” an animated 
meeting to talk about Zenith radio and TV. his presentation. carton gets up and walks off the stage. 
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Gi Smaa Lit 14 RECOMMEND TIDE BECAUSE TIDE 
MAKES WASHING MACHINES PRODUCE CLEANEST CLOTHES! 


® Tide gets clothes cleaner than any soap of any kind. Your customers discover this 
the minute they rinse out a Tide wash. Tide makes the washing machines you sell 


produce the cleanest clothes possible. Laboratory tests prove it! 
@ Tide banishes soap film—leaves no gray streaks on clothes! 


® Tide eliminates all need for water softeners or bleaches! 
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Good A, Eeuinode- 
TO RECOMMEND TIDE BECAUSE 
MORE WOMEN USE TIDE THAN ANY OTHER PRODUCT! 


®More women use Tide in both automatic and conventional washers than 
any other product on earth. Tide outsells its nearest competitor by 3 to 1. 


TO BUILD BETTER APPLIANCE BUSINESS: 


When you build displays, use Tide—the 3 to 1 favorite! 


When you're demonstrating a washing machine, use Tide—it gets 
clothes cleaner! 


When you sell a washing machine, recommend the continual use 
of Tide—for satisfied customers! 


E 
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1. To the eye, this button 
stem seems perfect —but 
take another look... 


2. The RCA Polarized- 
Light Test reveals strains 
in the glass that could 
cause tube failure. 


A DOUBLE-TAKE 


to safeguard your reputation 


A FREQUENT INTERVALS throughout 
the day, RCA production inspec- 
tors pick finished button stems hot off 
the griddles; of the sealing machines, 
and subject them to an ingenious 
“polarized-light test.” Reason? Even 
slight variations in sealing tempera- 
ture can, and do, set up strains in the 
areas of glass-to-glass and glass-to- 
metal seals that could result in frac- 
tures. The Polarimeter . . . especially 
designed for RCA...reveals these other- 
wise invisible strains, and prevents im- 


EE 


perfect assemblies from reaching the 
final production line. 

By taking a second look, RCA virtu- 
ally licks a possible fracture before it 
occurs ... not only on button stems, 
but also neck-to-flare seals and the face- 
plate section adjacent to the rim seal 
of metal-shell picture tubes. 

This constant vigilance and quality 
control at all stages of manufacture 
assure that RCA standards will be met 
on the final assembly line. In this way, 
RCA closely guards its own reputation 


for quality ... and yours as well. 

In RCA picture tubes, the difference 
is top-quality control. That’s why, 
dollar for dollar, RCA picture tubes 
have no equal. 


With RCA Receiving Tubes, 
as well as RCA Kinescopes, 
TOP-QUALITY CONTROL 
makes the difference. 


RADIO CORPORATION of AMERICA 


ELECTRON TUBES 


MARCH, 


HARRISON, M.S. 
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You Have 
Seen Uheir Paces 


Caricaturist Lenn Redman lets down the hair of appli- 


ance big-wigs who attend the Saturday Evening Post's 


annual open house during the Chicago Markets 


Ever J. Hommes A. C. Sanger VANITY WRECKER Lenn Redman, survivor of over 100,000 cartoons, lets Clyde 
Vice-president, In-Sink-Erator Vice-president in charge of sales, Townsend, sales manager of KichenAid electric housewares for Hobart Mfg., see 
Manufacturing Co. Camfield Mfg. Co. just how he is being victimized by the pencil. 


Ralph Zenner James N. Rhoades Anna Noone N. A. Schlegel 
Assistant to general manager Advertising manager, New products editor of Vice-pres. of sales and advertising, 
Homilton-Beoch Co. , Hamilton Mfg. Corp. “Electrical Merchandising” Cory Corp. 


J. W. Alsdorf T. V. Murphy John A. Sullivan 
President, Advertising manager of the fan division, President, Chicago Electric Vice-pres., mechanical div., home 
Cory Corporation Robbins & Myers Manufacturing Co. appliances, General Mills 
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--- Of course, they’re electric 











Westinghouse Speed-Electric Range 
with Super Corox Unit... 
gets Red Hot in 30 seconds 


FREEDOM from all Hot Water Worries 
Westinghouse Automatic Electric Water 
Heaters . . . 10 to 80 gallons capacity. 
10 year Certified Protection Policy. 
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ALL OVER THE COUNTRY THE CROWDS 
WILL BE FLOCKING TO WESTINGHOUSE RETAILERS! 


The WESTINGHOUSE FREEDOM FAIR 
is the greatest mass-demonstration, mass- 
selling, display of Westinghouse appliances 
ever! Starts April 14th with a full color 
spread in Life followed by another in the 
Saturday Evening Post, April 19th. Also, 





The Laundromats 
out..- keeps dirt 
job without lifting OF 


from messy: 
FREEDOM smelly — 
Westinghouse ptirenagraee 
Food Disposer flushes 
para asit _, . including bones. 
a 
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there'll be powerful T. V. commercials on 
Westinghouse STUDIO ONE. Your Westing- 
house distributor has ready for you an aval- 
anche of tie-in advertising ... Everything you 
need to make the Westinghouse Freedom Fair 
a multi-sales promotion that can’t miss. 


FREEDOM forever from dishwashing drudgery 
. . + Yours with the top-loading, front-opening 
Westinghouse Dishwasher that holds more, does 
more than any other dishwasher. 


you CAN BE SURE...IF ITS 
Westinghouse 
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Just list the features you want on ranges 
you handle—the sales-clinching features that 
prove sales builders when delighted custom- 
ers start enthusing to family and friends. 
List them—then look at Estate’s great new 
electric range line. It’s a safe bet you'll find 
everything you’re looking for—and more. 
Because Estate has gone “all out”, in its new 
5200 Series, to bring you the best that mod- 
ern designing and engineering, plus its own 
vast reservoir of accumulated experience, 
can produce. 


And behind all the improvements and in- 
novations stands Nichrome, the superb heat- 
and-corrosion-resistant alloy that is the very 
heart of quality appliances employing elec- 


ws ra, 


trical heat. Chosen by Estate over 30 years 
ago, Nichrome has continued to be first 
choice of this leading range manufacturer. 
Today, in its most highly developed form, 
Nichrome V, it provides Estate’s master- 
pieces with heating elements that assure 
peak performance and a lifetime of trouble- 
free operation. 


It’s very probable that the heating ele- 
ments ofany electrically-heated appliance you 
handle are made of Nichrome. If not, ask your 
manufacturing sources to employ this world- 
famous alloy. With Nichrome, your selling 
job will not only be easier, but you'll profit 
by customer satisfaction that promotes new 
business...good will that builds for the future. 


Nichrome* is manufactured only by 


Y Driver-Harris Company 


HARRISON, 


= 


NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco 


Sold in Canada by The 8. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 


*T.M. REG. U. S. PAT. OFF. 
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| They Even Wash 


the Windows 


oes CONTINUED FROM PAGEE 68 ——— 


the representative moves our appli- 
ances, we, of course, have sales vol- 
ume gain. But on the other hand, calls 
with dealers have shown up some of 
our own pitfalls. It has also been hard 
to determine whether we got more 
ideas from the dealers or we gave him 
more ideas in our visits.” 

The secret of the success of traveling 
with salesmen lies in the fact that no 
salesman knows he will have a com- 
panion until about five minutes be- 
fore he goes out the door. That way, 
the salesman can not plan a special 
trip with the boss. 

The first night that the promotion 
went off, Kogge drew ten people. 
Disappointment hardly describes the 
reaction of Wheeler and Kogge at this 
poor showing. However, Kogge was 
not licked. He wanted the question- 
naires filled out when people came to 
the store for leads. 

Kogge investigated and found out 
that Wednesday night (the night of 
his first promotion attempt) was the 
same night that was generally taken 
up with special church or civic meet- 
ings. He realized that he must adver- 
tise more fully to make his party more 
attractive and interesting to the towns- 
people than these other meetings. 


| Thus, when he scheduled another 


Laundromat party for the following 
week, he advertised well in advance 
with several newspaper ads, and had a 


| turnout of 52 persons. Quickly follow- 
| ing up with 74 and 65 as the attend- 
| ance figures for the third and fourth 
| weeks, Kogge was able to prove that 
| persistence paid off, and consequently 


put himself in the carload order class. 


| He got so many good leads from those 





parties, that he sold over half a car- 
load of Westinghouse appliances in 
the next twenty days. 


Results Discussed 


The trips bring out the faults of 
the distributor salesmen as well as im- 
provements needed in the whole op- 
eration, and they are brought up at 
regular sales meetings. ““We can make 
improvements to help all concerned,” 
says Hoeffler. “For one thing, our 
we had been so busy selling the 
dealer that they didn’t do enough to 
help the dealer solve his own prob- 
lems. Now we are showing them some 
of the things they can do to help deal- 
ers—even if it is — windows, 
shoveling snow, sweeping the floor, or 
dusting the displays.’ 

Front Line Fighters has closed the 
gap that usually lies between the dealer 
and the brass in the distributor’s office. 
In one week 15 accounts were covered 
by the missionaries from WESCO. 

'“We are not just selling a bill of 
goods,” Wheeler points out. “We 
can see the way things should be pre- 
sented to the dealers instead of the 
old system that some of our salesmen 
used. It helps keep our dealers from 
being on the defensive with our sales 
force. Now, we are all part of one 
merchandising team.” End 
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No other room 
air conditioner 
compares with 
MITCHELL 

for cooling power. 


No other room 


_ ait conditioner 


compares with 
MITCHELL for 
dehumidification 
capacity. 


No other room 

air conditioner has 
the exclusive 
MITCHELL 

four direction 

air feature. 
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ealers who 
emand action 
emand 


No other room 

air conditioner has 
the MITCHELL 
super-powered 
exhaust fan. 


No other room air 
conditioner is so easy 
to install... operates 
as quietly or can match 
MITCHELL for SERVICE 
FREE performance. 


And No Other Room 
Air Conditioner 


Has The Wh athe Dial 


Learn Today all about this 
New, Exclusive and 
Automatic Feature. 


MITCHELL has the amazing new Weath’r-Dial... 
the engineering miracle that has made MITCHELL 
the only revolutionary new product in air condi- 
tioning on the market today! The Weath’r-Dial 
is the single control knob that automatically 
adjusts to 5 individual levels of cooling, dehu- 
midifying, ventilation and exhaust. 


New, easy-to- demonstrate 
exclusive MITCHELL features 
“‘clinch-every-sale!”” Powerful 
MITCHELL promotion and 
advertising captures customers 
.. turns prospects into buyers. 








MITCHELL MFG. CO., DEPT. EM-13 
2525 Clybourn Ave., Chicago 14, It. 


Gentlemen: 

Yes, | want complete information on the “All New" 
line of Mitchell Room Air Conditioners. 

Name 

Address 


City _Zone___State__ 
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Gift sales mean extra 
profits. That's why this 
attractive appliance — 
tops in gift appeal — is 
winning the hearts of so 
many dealers. It prepares 
baked beans and other 
foods with simmer-baked 
goodness. Glazed ceramic 
pot is separate (for easier 
cleaning) from chromed- 
steel base. 

RETAIL 


WEST BEND ALUMINUM CO., WEST BEND, WISCONSIN 
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OME demonstrations of tele- 

vision sets can be a serious 
problem to dealers in fringe areas 
where reception is mediocre, because 
the average person will try set after 
set before buying, but this problem 
has been licked by Kenneth R. David- 
son, owner of Ken’s Radio, 915-17 E. 
Michigan Ave., Jackson, Mich. Previ- 
ously this store had been making from 
ten to 15 home demonstrations for 
each set sold, but now it is averaging 
four sales for every five demonstra- 
tions and sales have increased by 20 
percent. 

Ken’s Radio is one of the oldest 
and largest television dealers in the 
area and it has always done a high 
volume business. At this store the 
customer can make his selection from 
not less than 70 floor models, and 
every sale is backed up by the 14-man 
service department. But Ken’s Radio, 
and every other dealer in a fringe area, 
is up against the problem of the cus- 
tomer who isn’t quite satisfied with 
the performance of a trial set and 
wants to get something better. After 
trying ten or 15 sets the customer 
realizes that he is in a poor reception 
area and buys anyway, but in the 
meantime he has cost the dealers a 
lot of money. 


Cost of Trials—$107 Per Week 


In one week alone Davidson spent 
$107 for non-productive labor in- 
stalling and removing demonstrators, 
and he decided something must be 
done. He saw that even if it meant 
selling fewer sets he had to take some 
action because the cost of giving these 
demonstrations was eating up the 
profits on the sets that were sold. 

His solution was simply to charge 
$5 for each home ‘emonstration, with 
the understanding that the charge 
would be credited to the customer if 
he purchased the set. If the customer 
wanted to try a second set he paid 
another $5. In cases where the set 
was returned to the store and the 
customer later decided he would buy 
it the credit of $5 was still allowed. 
The length of the demonstration 
period was limited to one or two days, 
never more, 

The idea behind this charge was 
simply to shift the cost of demonstra- 
tions to the customer, but it has had 
several other results, according to 
Davidson. The first thing it did was 
to scare away the grafters who only 
wanted a set to see a game or a fight. 
As long as it didn’t cost anything 
these people were willing to let the 
dealers bring in a set, but when they 
had to pay the cost they lost interest. 

The charge also had the effect of 
increasing the effectiveness of home 
demonstrations as a selling device. 
Left to themselves the customers 
would try a dozen sets or so and then 
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| Charging for Home Trial 
Boosts Television Sales 


Jackson, Mich., dealer finds TV customers 
are willing to pay for home demonstrations 


HAVING PICKED out the television set 
he thinks he wants, this customer is pay- 
ing Mr. Davidson the $5 demonstration 
fee to have the set installed in his home 
on trial. If he buys it the $5 is credited 
to his account 


keep the last one tried. But if they 
already had $5 invested in one par- 
ticular set they had a tendency to 
salvage their money by buying that 
one. Davidson observed that many 
customers would let the set be re- 
turned to the store only to come back 
in a week or so and buy it. 

Now the store has no unproduc 
tive labor or trucking costs connected 
with demonstrators and it is selling 
four out of five instead of one out of 
ten or 15. Actually the store makes 
fewer demonstrations now, freeing 
men and equipment for productive 
work, and it is selling 20 per cent 
more sets. The cost of selling each 
set has been decreased considerably. 
Of all the customers that come into 
the store to see television sets only 
one in 50 raises a serious objection 
and walks out, according to Davidson, 
and he believes that most of these 
are grafters who want free entertain- 
ment. 

“Tt is all in the way you handle the 
prospect,” he explains. ‘Obviously 
you don’t start the sales talk by throw 
ing the $5 charge in the prospect’s 
face. When a person comes in to 
look at sets we show him the dif- 
ferent models in the usual way and 
let him bring up the question of 
home demonstrations. When he has 
decided on the set he thinks he likes 
we explain that he can have it in his 
home on trial by paying the $5 
charge to cover the cost of installing 
and removing it. We point out that 
it requires two men and a truck to 
perform these functions, and that we 
require the customer to pay for them. 
Actually it takes a little selling to put 
across this charge, but it pays off later 
when the customer is deciding which 
set he will buy.” End 
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PHILCO 


Two-Door Refrigerators 
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The returns are in... from distributors and dealers everywhere, And remember, Philco offers not one but a choice of two-door 
the enthusiastic word is that Philco is offering in 1952 the models... a complete new line, brand new for ’52...in large 
greatest merchandising package in the industry . . . the two most quantity shipments. Now, Philco dealers exclusively can provide 
wanted features in one superior quality refrigerator—TWO DOORS two-door refrigerator luxury and convenience at volume market 
WITH AUTOMATIC DEFROST... at prices lower than competitive prices! Get your share of this profitable market... take advantage of 


single door refrigerators ...and up to $100 less than other the merchandising opportunities Philco, and Philco alone, offers. 
two-door refrigerators! 


Built to the highest Philco quality standards, these Super 
Powered Advanced Design refrigerators are an engineering and 
merchandising triumph. True automatic defrost, tested and 
proved all over the country, under all climatic conditions . . . huge 
freezer space for up to 70 pounds of frozen foods . . . fully adjust- 
able shelves . . . deluxe in service and convenience. 


PHILCO TWO-DOOR REFRIGERATORS WITH AUTOMATIC DEFROST FOR ’52 
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Hitch this Automatic 

Control to every space 

heater sale for extra 
profits 


PORN tate”. 


Your customers won't be without 
Automatic Control... once you show them 


A-P Comfort Control is the easy-selling accessory that makes 
every space-heater customer a satisfied customer. If you sell any 
of the space heaters on the list below, you can offer the comfort 
and convenience of thermostatic heat control, plus fuel-saving 
economies . . . for less than the cost of a subscription to a favorite 
newspaper. 


Eaten cel Cetee 


So easy to install, you can pocket the added profit without 
the worry of service problems. Start cashing in today with this 
Extra-Profit builder. Show it...and you're sure to sell it. 





Easy to Install 


Conversion top easily attaches to regu- 
larly furnished manual control. Kit fur- 
nished complete with thermostat and 
plug-in transformer. Choose A-P Electric 
or Mechanical control — for gas or oil- 
fired heaters. Specifically designed and 
built to exact space heater requirements. 











WHAT BRAND DO YOU SELL? 
ALLEN’S ENTERPRISE (Conoda) INTERNATIONAL 

ESTATE HEATROLA JUNGERS 
BENNER-NAWMAN = EVANS KEMAC (Canada) 


BEYER EVEN-TEMP KLEER-KLEEN 

COLE HOT BLAST FAWCETT TORRID- Lac SAFEWAY 
OIL (Canada) LONERGAN 

COLEMAN (Canode) FESS (Canada) MAGIC CHEF SIEGLER 

CREST (Cancde) FINDLAY (Canedc) MARCHAND 

CREST-AIRE (Conode) Fi 

CUSTOM AIRE 


AKER 
QUAKER (Canade) 


(Canada) SILENT FLAME 
LOOR-O-LATOR PERFLAME 
FLORENCE MONARCH (Canodo) THARRINGTON 
DOMESTIC GILL MONOGRAM ™ 
DRACO FIREBALL H. C. LITTLE NESCO TORRIDAIRE 
DUO-THERM HERCO HEAT FLO NORGE HEAT VIKIMATIC 
ENTERPRISE (Canada) ORAN er 











A-P CONTROLS CORPORATION 


(formerly Automatic Products Company) 
9408 N. S2od Street + Milwaukee 45, Wis. » In Canada: A-P Controls Corp. Lid., Cookeville, Ont. 
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Frigidaire’s best outlets on Florida’s 
west coast. Since 1930, the genial 
retailer has followed and maintained 


| his policy of selling the complete re- 
| frigeration job instead of the refriger- 


ation unit itself. 

“The customer wants to feel you're 
not keeping any secrets from him,” 
says Theriot. “That's why we always 
include a visit to the service depart- 
ment in any refrigerator demonstra- 
tion we make. We've found that it 
impresses the customer that you’re 
giving him a complete job of refrigera- 
tion rather than just a nice looking 


| box for his kitchen. 


“Everybody knows the purpose of 
refrigeration—you don’t have to sell 
them on that. What they do want 


| to know is how efficient this refrigera- 


tion will be, for how long a period 
it will be efficient, and what compli- 


| cations may arise to interfere with that 


efficiency. Leakage, defrosting, broken 


| ice trays, warped shelves, space con- 


siderations, chipped storage bins, all 
are a part of the complete refrigera- 
tion job and the customer has a night 
to know what to expect in the way 
of imperfections and parts perform- 
ance in the future years he is going to 
use his refrigerator.” 

Theriot’s philosophy does not 
mean, of course, that he sells refriger- 
ators by playing up the bad points. 


| By taking the customer into the serv- 
| ice department for a thorough fill-in 


on the machine's capabilities, his aim 


| is to give the prospective buyer an 


opportunity to ask all the questions 


| he likes, satisfy himself on what he 


is buying, and finally, sell himself on 
the refrigerator. 


Utility Is Sales Help 
Another factor in the Theriot plan 


| of selling the complete refrigeration 


job is in outlining what the refrigera- 


| tor will do. He gets excellent assist- 


ance here from the economists of the 
Florida Power & Light Co., who re- 
spond instantly to his call to show 
customers the trick of preparing 
menus from the refrigerator, food 
packaging and utilizing the freezing 
unit, and other helpful suggestions. 
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| Selling the Complete Refrigeration Job 





Mrs. Theriot usually is on hand also, 
to pass along helpful suggestions on 
the preparation of refrigerated food 
for meals, which she has gained from 
her own experience. 

“Naturally, in order to sell the com- 
plete refrigeration job, we must main- 
tain a first class service department,” 
declares Theriot. “We regard it as 
one of the major factors in the busi- 
ness, therefore, instead of a side- 
line. No appliance goes out of the 
service department without a mini- 
mum guarantee on the work job of 90 
days, and some of them carry a full 
year’s guarantee.” 

The Theriot service department is 
manned by a crew of four, all of them 
specialists in refrigerator work. The 
head of the department has been with 
the firm since its opening. The serv- 
ice men are given a bonus by Ther- 
iot’s, for every tip turned in which 
leads to the sale ai major appliance. 

“We are proud of the fact that our 
four service men have been trained 
in selling also, and can step into a 
regular salesman’s shoes if needed,” 
the dealer says. “They are invited to 
sit in on sales meetings, to study sales 
literature and otherwise are encour- 
aged to understand the art of sales- 
manship. We feel it makes them 
better service men.” 


Package Deal Popular 


The firm has contractual tie-ups 
with outside plumbers and electricians 
and can sell any appliance as a pack 
age deal, completely installed, at a 
flat price. -On other work, such as 
the sale of complete electric kitchens, 
Theriot does his own planning and 
drawings. He also utilizes photographs 
and miniature models in his sales 
presentation. 

The company does an annual busi- 
ness of more than $175,000, approxi- 
mately 75 percent of which is in cash 
sales, according to Theriot. 

“Since we cover only one county 
of 34,000 population, I believe that 
our sales lane roves the soundness 
of our program ft selling the complete 
refrigeration job rather than just the 
refrigerator.” End 














“—-AND DON’T YOU EVER SAY THAT WORD AGAIN!” 
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4” BONUS PLAN FOR 


CAMFIELD’S 


(OFFER EXPIRES 


TRA PROFITS! === 


HERE’S THE DEAL: You buy three famous 
Camfield Toasters from your Camfield 
distributor at the established wholesale 
price of $15.30 each (in lots of three). 
This entitles you to one additional 
Camfield Toaster at the special price 
of $9.95! You sell each toaster at the 
regular retail price of $23.95. This 
means you gross nearly 42% on each 
toaster, even including Excise Tax. 


@ In the five years since the introduc- 
S 


tion of the Camfield Toaster, Camfield 
advertising has built up tremendous 
public acceptance. Millions have been 
sold, because people everywhere prefer 
Camfield’s exclusive advantages — such 
as handy Twin Controls and Equa- 
Therm heat regulator. Hard-selling 
store material, window displays, and 
promotional pieces—furnished free— 
help you cash in on the growing public 
preference for Camfield Toasters. 


IT’S GOING! IT’S GOING! HAVE YOU GOTTEN YOURS YET? 


@ Last chance to take advantage of the Camfield 
“Big-4” offer—expires March 31, 1952 at midnight! 
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Ask Your Distributor For This “Big 4" Deal! Call 
him today. If you don’t know his name, use 
the coupon below. We will forward your order 
to your nearest Camfield Distributor. (Limit: 
three deals per dealer.) 





CAMFIELD “BIG 4” BONUS-PROFIT COUPON 


Camfield Mfg. Co. 
Grand Heven, Michigan: 


@ I'll take that Camfield “Big 4” Bonus-Profit Offer of three 
Camfield Automatic Toasters at the established wholesale 
Price of $15.30 each (in lots of three), and one additional 
Camfield Toaster at the special price of $9.95! Please ship 
—_______deals. (Limited three to a customer.) Please for- 
ward this order to my nearest distributor of Camfield Toasters. 


NAME 





STREET. 





CITY, ZONE, STATE. 
(Offer expires March 31, 1952) 
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ITS THE 
REFRIGERATOR 
youve 
HOPED FOR! 


Entirely 


NEW/ 


ampletely 


DIFFERENT/ 
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This is a 10.6 cu. ft. Imperial model. Also available in a 9 cu. ft. size and a 10.8 cu. ft. two-door Imperial model. 





he Gla-matic Frigidaire 


A Wonderful New Food Freezer 
and Refrigerator Combined 








How you've waited —and waited —for a refrig- 
erator-freezer combination like thisrevolutionary 
new Frigidaire! So startlingly new in carefree 
convenience —so completely automatic —that it 
actually ushers in a new era in refrigeration 
service. Why, it even gives you a new, safer kind 
of cold! 


Levelcold—a new idea in cold! Outside 
weather makes no difference to Levelcold. Blow 
hot, blow cold, Levelcold temperatures stay 
super-safe, super-cold. Gone are the ordinary 
refrigerator’s “‘see-saw”’ temperatures that steal 
goodness and flavor from foods. Levelcold is the 
finest cold known, for both refrigerator and food 
freezer. Zero-zone safe in the food freezer, where 
foods can’t thaw and re-freeze. Super-safe in the 
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refrigerator, as the built-in Food Safety Indi- 
cator proves. And always uniform —just as cold 
in the big Hydrators as on the shelf nearest the 
Refrig-o-plate. 


Completely automatic, too! Frigidaire auto- 
matically answers to changes in weather—re- 
acts trigger-fast to heavy or light use—without 
setting a single dial or control. The Cycla-matic 
system rigidly controls cold in the Food Freezer — 
constantly regulates the flow of cold in the Cold- 
Wall chilling coils, and in the Refrig-o-plate—a 
device which helps cool the refrigerator, and 
also controls excess moisture. The Cycla-matic 
Frigidaire gives you the most automatically con- 
trolled, most constant refrigerator protection 
ever known! 
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Here Is Your 
Food Freezer... 


Where Levelcold keeps 
frozen foods zero-zone safe 





Not an ordinary ‘freezing compartment” — 
but a separate, completely insulated Food 
Freezer that keeps all frozen foods in tip- 
top condition for months. And, because it is 
a true freezer, it has no defrosting heating 
devices to melt ice cream, to “mush” frozen 
foods. Foods always stay store-fresh, store- 
clean, easy to use. 














LOOK! A REAL FOOD FREEZER PLUS A 
WONDERFUL REFRIGERATOR—ALL IN ONE! 


...and Here Is 
Your Refr igerator New Cycla-matic Defrosting — 


Protected always by Levelcold gets rid of frost before it collects 
} The Refrig-o-plate, an important part of the cold-making 
temperatures — packed with more ha system, and the revolutionary new Cycla-matic defrosting prin- 
ciple, work hand-in-hand to end two of the most annoying prob- 
conveniences than you've ever seen! lems found in many refrigerators—too much moisture, and 
manual defrosting. The Refrig-o-plate attracts the excess mois- 
ture, and, as soon as the filmiest veil of frost appears, Frigidaire’s 
Cycla-matic defrosting banishes it like magic. Without clocks, 
timers, counters or heaters. It’s the most reliable, simplest de- 
frosting system known. And only Frigidaire has it! 


New “Roll-to-You” Shelves — 

put all food at your finger tips 

Every shelf rolls out full-length —easily, silently-on satin- 
smooth nylon rollers. No more “hide-and-seek” with back-shelf 
foods. Pull-out Hydrators, too — sliding utility tray ~ and 
storage space on the door! This Frigidaire puts more food 
within easy reach than any other refrigerator ever built ! 





Meter- Miser cold-making power — 
keeps food safe even in the hottest weather 

More reserve power than you'll ever require, even for hottest 
summer needs! The Cycla-matic Frigidaire is powered by the 
greatest cold-making mechanism ever built—the Meter-Miser. 
Safe, sure, dependable, quiet —and above all, economical. And 
only Frigidaire has it ! 


ww Frigidaire 


Americas No.1 Refrigerator 








Soe SPEND 7 EXCITING ae 


pects all over America 
saw this dh soa in full color in Feb. 
23rd Post and they’re now getting the com- 
plete story on the new Cycla-matic Frigidaire 
from their Frigidaire Dealers! It takes just 
7 minutes. 
Frigidaire Division of General Motors 

Dayton 1, Ohio. 
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Preferred power on booster and portable pumps, light- 
ants, portable power tools of wide variety for oil- 
the world’s most widely used single- 
cylinder, gasoline engines on equipment used by in- 
dustry, construction, railroads, and on farms and in 


@...: & STRATTON engines have, by far, more 
air-cooled power experience built into them 
than any other single-cylinder, 4-cycle, 
air-cooled engines 
years of continuous production. 
Briggs & Stratton Corporation, 
Milwaukee 1, Wisconsin, U. S. A. 





In the automotive field Briggs & S 
and world’s largest producer of locks, keys and related equipment. | 








| He Sells Them Up to Automatics 





CONTINUED FROM PAGE 77 


or a couple of baskets. We'll run it 
through an automatic and you can sit 
| and watch. When would be a good 


| time?” 


Free Washing Gets Them 


Writing down the date, Romey dis- 
misses his customer. She shows up 
because she would like to have a free 
washing. Most of them bring merely 
a laundry bag full of clothes. Romey 
fills up the machine with water and 
soap, asks his prospect how long she 
washes her clothes. 

“About 10 minutes,” 
| replies. 

“Reach over and turn that dial to 
10 minutes,” he says, insisting that 
the woman do it herself. “Now, put 
your clothes in the machine.” 

This accomplished, Roman Piotrow- 
ski and his prospect walk out of the 
room, look at a television set, gossip, 
do anything but pay attention to the 
| washer. 

When it buzzes, he brings her back 
and says, “This machine will take the 
| place of a washwoman. You said it is 
too expensive. You said your old ma- 
chine lasted 12 years. Divide this 
price into 12 and see how much it 
costs you a year—that’s about $28 a 
year. Can you get a washerwoman to 
come in every week and do your wash- 
ing for you for that kind of money?” 

“With an automatic washer you 
can do your laundry and wear your 
finest dress. You are all dressed up 
now and you have just done a wash- 
| ing like an automatic does it.” 

That is the way that Romey 
Piotrowski moved so many Whirlpool 
automatic washers this past year. He 
educates women by groups, but he 
| likes to sell them one by one. They 
| come dressed in their best clothes and 


she probably 










do their own laundry. They all come 
in sold on wringer machines, and he 
switches them over. He runs into ob- 
jections that it takes too much hot 
water, and he springs the Suds-saver 
on them. They object to length of 
time the automatic takes and he 
answers by pointing out that they are 
not at the machine watching it any- 
way. He dwells on the amount of 
time the housewife has to put in do- 
ing the laundry—including taking a 
bath later—and makes a convincing 
story of the saving. 

Ihe Piotrowskis have a new baby, 
and he dwells on how handy an auto- 
matic is when there is a youngster 
dampening up everything, even with 
diaper service. 

Roman Piotrowski feels he is lucky 
that he can speak Polish. He has a 
lot of people coming into his store 
who feel at home in that language. 

In many cities he would do a lot of 
time payments business, but the psy- 
chology in Milwaukee doesn’t favor 
this. Out of $198,000 volume last 
year, he put only $55,000 through the 
neighborhood bank. 


How Long Will It Last 


Women ask how long an automatic 
will work before service is required. 
His answer is that he has had his 
demonstrator on the floor for 14 years, 
and it is used ten times as often as a 
housewife’s, and has never had any- 
thing done to it. He uses the Appli- 
ance Service Co., 1629 W. Walnut, 
operated by Bob Regal, to install, 
demonstrate and service for one year. 
Sixteen dollars is added to the list 
price for this work. It is charged to 
the dealer when he buys the machine 
from Graybar. 

(Continued on page 116) 
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“BUT MA‘’MA—WHY SHOULD YOU WANT ONE WITH THREE SLOTS?” 
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There will be few thrills in your life to equal this —the very first time you own the finest range in the world. Now. here it is — PERFECTION. And 
see a beautiful new Perfection Electric Range in your kitchen. It is more indeed it ¢s perfection—the ultimate in beauty. efficiency. convenience. If you 
take pride in owning the best, see the incomparable Perfection Electric 


than a new range —it is the beginning of a wonderful new wavy of life. For 
years you have dreamed and promised yourself that some day you would Range at your dealer's. You'll never settle for less than PERFECTION! 


RANGES electric « oil « gas 


your wisest selection In... FURNACES oil « gas 
SPACE HEATERS |] oil gas 
WATER HEATERS | electric « oil 





V / is the word for 
cae QUALITY { 





Heavier steel and finer workmanship are put into TRACY sinks 


and cabinets for sound reasons which are important to YOU! 


1. Superior TRACY quality assures user satisfaction, 
protects your good name and good will. 


2. TRACY quality eliminates complaints and service 
problems. 

3. TRACY quality is a master selling point—because 
your prospects SEE and FEEL it. 


4. TRACY quality puts you on top of the “light-weight” 
type of competition. 


5. TRACY quality, IN VOLUME, gives you advantages 
in both price and profits. 


6. (And incidentally) TRACY doesn't know how to make 
anything but top quality equipment. 


Add these up for a very unique PLUS in the kitchen 
business. 


GIG 


is the word for 
DEALER 
Opportunities 


lf YOU are sincerely interested in o profitable kitchen busi- 
ness TRACY offers EVERYTHING you could ask for. 


“EVERYTHING” includes the broad and complete line of sizes 
and styles, and the service that keeps an active dealer mak- 
ing money, ond the promotions and advertising support to put 
continuous POWER behind his business. 


Never has the kitchen business been more flourishing, and 
never has there been a more promising opportunity for the 
TRACY dealer. 


Ask for your distributor's name, and we'll put you in touch 
with o live-wire proposition. 


THE 
QUALITY- 
VOLUME 
LINE 


HIGH 
SKY © 
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fy, 
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QUALITY 
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TO 
) EARTH 
PRICES 


KITCHENS 


TRACY MANUFACTURING CO., Division of Edgewater Steel Co., Pittsburgh 33, Pa 
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Fedders New “Demonstration Center” 


does everything but talk! 














Double your profits on 
ROOM AIR CONDITIONERS 
by giving customers 
a complete demonstration! 





EDDERS Room Air Conditioners are rapidly be- 

coming one of the most important lines you as 
an appliance dealer can handle! Though marketed in 
volume only 3 years, room air conditioners racked ; 
up a volume of almost $100,000,000 in 1951... : 
more than ironers, dishwashers and food waste dis- 
posal units. 
































DUST & DIRT 











And Fedders sets the pace again this year by giving you 
one of the most powerful selling tools ever devised. 
Fedders brand-new compact “Demonstration Cen- 
ter” will enable your salesmen to close more sales 
faster with the minimum of time and effort. Though 
occupying floor space only 57’’ wide and 30” deep ' 
year rounc ; eu Lo this compact unit employs the most modern display 
Contiolhed ; : and visual selling techniques. The selling story, 
 & , copy and illustrations, plus the revolving sales chart, 
Comfort ee . , function as cues to help salesmen make the product 
fe ' pitch or act as automatic salesmen when the prospect 
is unattended. 


sapwress 





This amazing new selling concept is available to you now! 
Don’t wait for hot weather to hit . . . call your Fedders 
distributor and find out how you can get this potent 
new sales weapon that provides an organized place 
to sell... and organized story to tell. Get your share 
of the profitable comfort-appliance business. 


Six beautiful illuminated color transparencies show applications 








and installations. All the strong selling benefits of owning a 
FEDDERS-QUIGAN CORPORATION, 

Refrigeration Appliances Division 

Dept. EM-3, Buffalo 7, N. Y. 

Sirs: Please send me complete information on your new 
Fedders “Demonstration Center’. 


Fedders are dramatized. Models and features are spelled 


out to cue your salesmen when making a pitch. 
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tedders 


A GREAT NAME IN COMFORT 
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A. One full-color, easel-backed 
displey of Kathry® Grays" 
40” * 60". 


B. Two window oF wall valance 
on heovy paper in three col- 
ors, each 60” * wv. 


Cc. Ten pennants (two sets of five f MODERN 


: 4 ae / ‘ Aut ae 
each) in three colors on heavy ‘ Pa ; 7 Ranges 


paper. each 11" * 21". 


picket fence dolls” 

ry” Grayso" in differen! 
poses and different gowns. 

Each is eight inches high and and automatic > Fr 
each points out @ different cooking, too! | Shee 4 
feature of the range: Dolls 

can be placed on range tops. 

on ope" oven and broiler 


doors. 


E. One full-color, easel-backed 
counter disploy of Kathry® 
Grayson. 22" * 28”. 


F. Four jull-color, easel-backed 
tood disploys for range-!oP 


yse, each Wx: 


G. Six jumbo price togs in tull- 
color with spoce for model 
number, price and terms, 


each ay” *8- 


H. Twelve big ond little ducks in 
three colors on heavy paper 
to march across your window 
or wall, bid ones7™ ond little 


ones 5". 
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When you need a big, strong helping hand, 
the Big Gas Industry brings you a big, 
aggressive, nation-wide sales-making 
promotion for Spring—the power-packed 
Gas Range Spring Style Show! 


ing...strongly backed by local gas utility 
newspaper advertising. 


Tie in! Cash in! Move more top-of-the-line 
Gas Ranges. Feature “CP” Models that 
give you the largest profit-per-dollar of 


Here's what you've been looking for to any major appliance. Hook up a “‘live”’ 


APPLIANCE 
: oe 
P< ManurFacturers 
ASSOCIATION 


60 East 42nd St., New York 17, N.Y. 
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stimulate store traffic ...to enliven buy- 
ing interest...fo make more sales...to 
build up profits. It's a complete promo- 
tion package that ties you in with MGM's 
heavily advertised, strongly promoted 
musical, “Lovely to Look At,"’ starring 
Kathryn Grayson! A talked-about, acted- 
on promotion powerfully supported by 
AGA, manufacturers’ national advertis- 


“CP” Model and let your prospects see 
the features that make “CP” Models the 
nation’s best-selling Gas Ranges ...and 
give dealers the biggest profit bundle in 
the home appliance field. 


Get the complete profit-laden story. Ask 


your gas utility, gas range manufacturer 
or distributor. Get in on this $6,000,000 
Spring Style Show today! 


a AB - CALORIC + CROWN - DETROIT JEWEL + DIXIE - ENTERPRISE - ESTATE * GAPFERS & SATTLER - GARLAND 


.. * GLENWOOD - GRAND - HARDWICK * MAGIC CHEF - MAYTAG - MODERN MAID * MONARCH + NORGE 


* OCCIDENTAL * ODIN BEAUTYRANGE + O'KEEFE & MERRITT - PAN AMERICAN * PERFECTION - ROPER 
* SPARK + SUNRAY + TAPPAN - UNIVERSAL - WEDGEWOOD - WESTERN HOLLY + CANADIAN 
MANUFACTURERS: CLARE - EMPIRE - ENTERPRISE - GURNEY * INGLIS-TAPPAN * MOFFAT-ROPER 
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He Sells Them Up 


to Automatics 


me CONTINUED FROM PAGE 110 commen 


Piotrowski will give as much as $39 
in trade for the old washer if the 
customer is buying an automatic, He 
makes him sell it to him, but won’t 
make this allowance for a junker. If 
the customer has to have a couple of 
faucets, they will cost him from $16 to 
$18 extra. 

The store is a mama-and-poppa 
affair. Romey Piotrowski does not 
want to do too much business. He 
has had no luck with salesmen because 
they won’t work on a commission 
basis, and when people come into the 
store they always ask for the owner, 
with whom thev can dicker. Mil- 
waukee is still full of people who say, 
“How much for cash?” 

The store was. actually started by 
the Admiral distributor. Roman Pio 
trowski had an agency for the Tucker 
automobile and owned the building 
but got no deliveries. The Admiral 
distributor suggested he take in some 
television to sell while waiting for the 
cars. The business grew from that. 
Romey knew little about service, but 
thanks to Howard Sams’ diagrams and 
study, he feels that he can take care of 
75 percent of the trouble with radio 
and television. 


No Payroll 


“Most costly thing in the world to 
day is the payroll,” he says. “You 
will notice we avoid a payroll by all 
this. Right now, my wife is upstairs 
taking care of the company’s books 
When we are busy, she sits at the 
desk and I toss over to her down pay 
ments and she writes up the contracts 
She also puts on home laundry dem 
onstrations on Thursday afternoons.” 

“T have repeatedly been advised to 
carry Only a 30-day inventory,” he de- 
clared. “My question is, what is a 30- 


eS day inventory? I don’t know because 

/ it varies from year to vear. Right now 
ay : I have a $25,000 stock. Personally, I 
° 


: 
; 


tne Si ed 


judge bv the activities of the Phoenix 
and Holeproof Hosiery plants. If they 
are laving off people, there is going to 
be a drop in purchasing power and I 
tighten down a bit. But I have never 
of the Telephone Company. He’ll be coming discovered how to buy correctly yet.” 


He’s the Classified Directory Representative 


around to see you. Ten Percent for Trade-in 


he store allows on the average 10 
He can prove to you that advertising in the : percent of the sale for trade-ins and 
much of its business is done at night 
which permits him to put up signs on 
of retail establishments in the community, has a the door, ““Closed—call upstairs” and 
dash off for a chat or a downtown 
business trip. 
and knows a lot about their buying habits. He can Romey Piotrowski owns his build- 
; ' ing and thinks his cost of operation 
offer valuable suggestions for helping you reach more comes as close to 10 percent as pos- 
sible. “Of course I do not charge my- 
self rent and by not having any payroll 


’ : ‘. . P I avoid an awful lot of headaches. 
Watch for the Directory Representative. He’s helped “Every year, until this year—when 


‘yellow pages’ pays. He is familiar with all types 


good knowledge of the shopping habits of the people 


prospects economically. 


the baby came—we have closed up for 
a few weeks and gone deer hunting 
Let his knowledge and experience get more sales and when we came back everything 
was going along as usual. It is the 
best way to operate an appliance busi- 
ness—don’t let it get too big, and 


FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE demonstrate your head off.” End 
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hundreds of dealers in many lines build their businesses. 


and service orders for you. 
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DEALERS CONTROL FINANCING OF STOCK from 
distributor’s warehouse to customer’s living 
room with the CommerciaL Crepit Pian ... 
deal with one reliable source only. COMMERCIAL 
Crepir also provides the necessary financing 
for dealers to maintain adequate floorstocks 
eliminating necessity for tying up needed 
capital in inventories and instalment sales. 


No wonder more dealers are using this plan. 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of Commercial Credit Company, Baltimore ... Capital and Surplus 
over $120,000,000 ... offices in principal cities of the United States and Canada. 


TWO-WAY INSURANCE PROTECTION 


is vitally important to customers and dealers 


alike. In the sale or purchase of any 
appliance on the ComMERCIAL Crepit PLAN, 
both parties are protected against loss by 


Automatic Property Insurance coverage 


(cancels unpaid balance in event of loss of, 
or damage to merchandise, as defined in 


policy) 


and Automatic Life Insurance 


coverage (cancels unpaid balance in event 
of purchaser’s death.) 


More appliance dealers use 


Commercial Credit financing 


than any other national plan 


FINANCING AS USUAL. . . REGARDLESS— 
Not only do time buyers know and prefer 
CommerctaL Crepir financing, but dealers 
everywhere have come to realize COMMERCIAL 
Crepit financing is always dependable . . . in 
war or peace, prosperity or depression. And 
they know they can count on COMMERCIAL 
Crepir for quick, efficient handling of all the 
many details of credit investigations, collec- 
tion, adjustment and customer follow-up. 
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WRITE, WIRE OR PHONE your nearest Commer- 
ciaL Crepir office today for complete details. 
Find out how the CommerciaL Crepir PLAN 
can fit your operation . . . help you make more 
sales, more profits. Our representative will be 
glad to call at your convenience and explain 
how ComMerciat Crepit can serve you better. 
There’s no obligation, of course. 


COMMERCIAL: 
CREDIT PLAN 


i 
: 
: 





Before Selling below Cost, 
Check up on the Law 


— Manitowoe us| 


the first to bring homemakers 

Laws in 27 states say you can’t do it, 
because it constitutes unfair competition 
and is “inimical to the public welfare” 


so much freezer capacity . .~ 


in so little floor space! 





r 


} 
| 


yy Manitowoc Sub-Zero freezers pro- 


niet 


vide up to 1814 cubic feet of storage space in’ 


only 21% x 3 feet of floor 
space ...and that suits 
modern, space-conscious 
homemakers to a “T”. 


al 


o much capacity means enjoying all 
— 





the luxury of frozen foods at real savings, 


through buying in quantity. So little floor space, 


together with beautifully simple design, means 


having the freezer right in 


the kitchen if they wish. 


And housewives love the 


idea of finger-tip convenience . . . instead of old- 


fashioned “diving.” Join this wonderful swing to 


Manitowoc freezers... write now for all the facts! 
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MANITOWOC EQUIPMENT WORKS, Manitowoc, Wisconsin yy 4 
Gentlemen 


Please rush me all the details on your line of Sub-Zero 
freezers 


NAME 
TITLE 
COMPANY 
ADDRESS 
CITY STATE 


DISTRIBUTOR DEALER 


Manitowoc Equipment Works 


NEBRASKA court at the suit of 

a retailer prohibited a competitor 
from advertising, offering to sell or 
selling his goods below cost. 

A statute in that state provides, in 
brief, that selling or offering to sell 
below cost to induce the purchase of 
other merchandise or to divert trade 
from a competitor, is unlawful and 
any person injured may ask the court 
to prohibit a competitor from pursu- 
ing such a method of merchandising. 

The price cutting dealer in this case 

| appealed. In sustaining this order of 
the court against selling below cost 
the Supreme Court of the state said 
that statutes such as this one prohibit- 
ing price discrimination to lessen com- 
petition, create a monopoly or injure 
or destroy the business ds competitor, 
violated no provision of the constitu- 
tion and were valid and enforceable, 
since the legislature can forbid that 
which it considers to be an existing 
evil. 


Unfair Competition 


A few years before this incident a 
| store in Nashville, Tenn., had offered 
| sugar for sale below cost with the ad- 
| vertisement, “Pay Cash: Pay Less.” 

Other commodities, however, were of- 
fered at prices correspondingly higher. 

That state has a statute substantially 
| the same as the one in Nebraska, ex- 

cept the penalty for a violation in Ten- 
| nessee is a fine of $50 to $500 for any 
| except the first offense. 


In forbidding this dealer from con- 
tinuing sales below cost the court said 
of price cutting practices of this char- 
acter, ““This advertising was plainly de- 
ceptive. The poster indicated that all 
the articles mentioned therein were to 
be sold for cash and for less than they 
could be had elsewhere. In addition 
to misleading purchasers, such adver- 
tising and such business practices di- 
vert trade from competitors, constitute 
unfair competition, tend to put com- 
petitors out of business and unreason- 
ably restrain trade.” 

In support of its decision holding 
the statute of that state constitutional 
and valid, the court referred to a Cali- 
fornia statute governing below cost 
selling under which an offendez had 
been fined $500 together with a 
sentence to six months in jail. 


Police Power Used 


“We have no hesitancy in holding 
that legislation prohibiting unfair 
competition and preventing acts which 
stifle competition is well within the 
limits of the police power,” said the 
Tennessee court. “Nor do we entertain 
any serious doubt that, in the effort to 
protect the public from the evil effects 
of unfair trade practices, it is the legis- 
lature’s determination that sales below 
cost as here prohibited constitute an 
economic evil which should be 
curbed.” 

In another instance of below cost 

(Continued on page 120) 
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| “IT’S A PRESENT FOR MY MOTHER-IN-LAW. DO YOU HAVE ONE THAT’S DEFECTIVE?” 
A Division of Manitowoc Shipbuilding Co. «© MANITOWOC, WISCONSIN | 


ie] 
ELECTRIC 
BLANKETS|N 
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Sound profit tip... 


SELL WEBSTER ELECTRIC’ 


S 3 GREAT LINES 


yt) ee a ee 


For bigger sales ... for steady profits the year ‘round .. 


for customer satisfaction that wins friends for you—standardize 


on Webster Electric's Big 3": Teletalk for every intercommunication 


need in business, industry and the home; Ekotape, the quality 
portable tape recorder that has set a new standard of performance 


and value; Featheride Pick-up Cartridges for every replacement 
need in the phono-combination and record-player field. 


We're “'shooting the works” this year with a hard-hitting 
advertising program in Time, Business Week and 
elsewhere to help our dealers make more sales and 


quicker profits on these three great lines. 


Now is the time to tie up with Webster Electric. 
This will be the biggest year in our 42-year 
history. You can make it yours, too! Fill 
rolU] Molaro Muitell Maole) Lola ME cole koh amelie MMe [1 MUM celaty 


T1 


WEBSTER ELECTRIC 


leatheride 


Good news for every dealer who has a radio-phono- 
graph service department: Just two Featheride 
Pick-up Cartridge models—the WS for 78 
RPM, and the AX for 3-speed changers 
and record players—are all you need 
stock for practically every replacement 
job. No big inventory needed—no 
replacement chart! Featheride 
Pick-up Cartridges cut your 
servicing problems to the 
bone—and boost 
your profits. 











WEBSTER 


RACINE 





W ii 
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4 
WEBSTER ELECTRIC 


Every business and industrial concern in your 
locality —from the small two-office suite to the 
biggest plant—needs Teletalk, the pioneer in- 
tercommunication system that tops the field 
by sheer merit. There are models to fill every 
business, factory, store, school or home need. 
Teletalk is easy to sell, easy to install, re- 
quires a minimum of service. By all 
standards, it’s the winner! 


WEBSTER ELECTRIC 


kotape 


RECORDER REPRODUCER 


From all over the country, we’re getting dealer’s 
reports that Ekotape recorders are opening a 
whole new field of sales and profit opportunity. 
That is because Ekotape’s performance—in 
homes, business houses, churches, schools, 
everywhere—is even better than users ex- 
pect. Ekotape gives outstanding 

dollar-for-dollar value—and is 

backed by the reputation of 
Webster Electric. 


1 N 


Teletatk Intercommunication Systems 
Ekotape Recorders 
) Feotheride Pick-up Cartridges 


5 


WEBSTER ELECTRIC COMPANY, Recine, Wisconsin 
Tell me how ! can increase my 1952 sales and profits with— 


~ Firm 


| 





















































































































































































































































Oh ee ee 


fan line you are now selling: Welch Styling 
—selected by MUSEUM OF MODERN ART as 
an outstanding example of modern design. 
Welch Performance — means more cooling 
air than any comparable ¢irculator. Welch 
Dependability — proven by, thousands of 
satisfied customers—backed by the famous 
Welch 5 Year Guarantee, 


MODEL 4 
SEE THIS 


““ALL-PURPOSE” 


FAN 


MODEL 15 
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Compare these exclusive features with the 


WEL 


W. W. WELCH COMPANY 












MAKE WELCH SELLING EASIER 


MODEL 12 


MODEL 11 


MORE PROFIT FOR YOU! 


This year Welch is promotionally “leaded for bear” with a 
bigger-than-ever line-up of dealer helps, displays, newspaper 
mats and direct mail —and all backed by more newspaper 
advertising — more magazine advertising than ever! 













/> te "te 
a) 
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C/RCULATORS 


ACKED ‘BY A SALES-SPARKING 
NATIONAL NEWSPAPER CAMPAIGN 


£IGHI7 






CINCINNATI 2, OHIO 
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Selling Below Cost 


os CONTINUED FROM PAGE 118 comme 


selling in St. Paul, Minn., one of two 
competitors sued to enforce the statute 
in that state forbidding this method of 
selling. He contended his competitor 
was selling goods at less than cost to 
destroy competition and injure com- 
petitors, among whom was the com- 
petitor who was bringing this lawsuit. 
In his defense the competitor who had 
been sued maintained that the law was 
unconstitutional. 

This law, said the Minnesota court, 
holding the statute valid and enforce 
able, seeks to protect retail trade from 
definite detrimental practices. The law 
prohibits sales below cost when such 
sales are designed to injure compe- 
tition. The statute is designed to pro- 
tect the weak against the strong. The 
strong are not permitted by the law to 
use their strength to crush the weak. 
Therefore in trade it is right that a 
law bearing on all alike should forbid 
an artificial and wholly harmful prac- 
tice that tends to eliminate the weak 
and leave the whole field to the strong. 
The independent merchant, whether 
he is large or small, is a legitimate ob- 
ject for the care and protection of the 
legislature by virtue of his contribu- 
tion to the building of our economic 
structure. 


The Law in 27 States 


Today twenty-seven states have 
statutes of this character, for the most 
part the consequence of the trying 
vears during the depression when fan- 
tastic methods were seized upon in an 
effort to gain release from the suffo 
cation of those times of economic 
strangulation. 

In a recent decision the Supreme 
Court of Louisiana, upholding a 
statute of this character, said that “‘loss 
leaders” is the term applied to the 
practice of selling nationally known 
irticles at cost or less than cost for the 
calculated purpose of enticing cus 
tomers away from competitors and 
into stores where they may be en- 
trapped into purchasing other goods 
at marked up prices that will more 
than make up for the loss on the 
“leader.” 

“Such practices tend to bankrupt 
the small merchant and to create 
monopolies by the concentration of 
distribution in the hands of a few well 
financed groups. In addition they are 
inimical to sound and honest mer- 
chandising. 

“To protect the small, independent 
retailers from gradual liquidation by 
reason of the varied schemes devised 
to “kill off’ the competition they 
afford, the lawmaking bodies through- 


| out the various states of the country, 


early in the century, undertook to re- 
strain the inexorable tendency of these 
practices by enacting legislation de- 
signed to limit the employment of 
questionable devices for the studied 
purpose of injuring competitors. Such 
devices were proclaimed in these acts 
as being inimical to the public welfare 
and to the economic stability of the 
community.” End 
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The Barlow—Glorious 17-inch TV- 
Radio-Phonograph. Compact, yet full 
of all the features you'd expect from 
Zenith. Big “Electronex" Tube for 
sharp, clear pictures. Sensational 
Cobra-Matic® Record Changer. Long 
Distance AM. Graceful 18th Century 
breakfront design in Mahogany 
veneers and selected hardwoods. 
Model J2766R Mahogany. 





The Alcott—Strikingly beautiful 17- 
inch table model. Lovely Mahogany 
veneered sides and top. Boasts 
Zenith’s famous “Electronex" Picture 
Tube .. . built-in provision for 
UHF ... new “Eye Beam" Tuning 
Knob ... “Gated Beam” Tube. 
Model J2031R Mahogany. 


ua 


Better hitch your sales 
anil ‘wagon to them now for your 
greatest profit-making year in 
Zenith Television history! 





The Melville—Giant 20-inch screen in a lovely 
cabinet of genuine Mahogany veneers and 
selected hardwoods. Features built-in pro- 
vision for UHF . Full-Focus “‘Electronex” 
Tube ... ‘Fringe Lock" Circuit... “Eye Beam” 
Tuning Knob . . . built-in “Picturemagnet” 
Antenna. Model J2032R Mahogany. 


Your fortune is in the stars—and there’s a Ask your customers to compare! Only 


really profitable future in store for you in 
these FOUR great new sets in Zenith’s TV 
line! They're completely new and completely 
beautiful—designed and built to assure 
mounting sales and high profits this year to 
every wide-awake Zenith TV dealer. 

Make no mistake—these sets are real 
beauties. They're packed full of the famous 
“Foresight” features that have made Zenith 
the most envied name in Television. They've 
got what it takes to sell—and you've got the 
know-how it takes to sell em! 


Zenith offers “Customized Performance’ —a 
feature that makes doubly certain that every 
Zenith customer is a satisfied customer. And 
only Zenith features the exclusive “Fringe 
Lock” Circuit. Dozens of other features—like 
the “Electronex” Picture Tube, “Gated 
Beam” Sound Stabilizer, and Super Sensitive 
FM Sound—practically clinch a Zenith sale 
before the customer walks in your door. 
Better not wait! Place your orders with your 
local distributor now. The sooner you act, the 
sooner your sales will be skyrocketing. 


*Reg. U.S. Pat. Off. 


The Prescott—Beautiful 17-inch console in 
lustrous Mahogany veneers and selected 
hardwoods. Features the full-focus ‘'Elec- 
tronex” Picture Tube . . . built-in “Picture- 
magnet” Antenna . . . “Fringe Lock” Synchro- 
nizing Circvit . . . and built-in provision for 
UHF. Mode! J2050R Mahogany. 


ZENITH RADIO CORPORATION, Chicago 39, Illinois 
* bok ' 
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Never Underestimate the Power of a Woman! 


Oo ee a ee ee BS SOS ee EY Ree Oe Em em ee Oe ee ee Pe Ee ee oe ee ee ee am ee 


Promote these brands . . . pre-sold in the March 
Ladies’ Home JOURNAL, they'll ring up profits for you 






American Beauty Electric Iron 
Arvin Automatic Electric tron 
Arvin Automatic Toaster 
Arvin Eiectric Housewares 
Arvin Electric trons 

Arvin Lectric Cook 


Caloric Gas Ranges 
Coolerator Ranges, Refrigerators and Freezers 


Deepfreeze Refrigerators 
DeVilbiss Vaporizers 
Dormeyer Appliances 
Dulane Fryryte Deep Fryer 


Easy Spindrier 

Electresteem Vaporizer 

Electresteem Vaporizer, Portable Steam Radiator, 
Electresteem Baby Bottle Warmer and 
Electresteem Baby Bottle Sterilizer 

Eureka Cleaners 

Evenflo Nursing Units 


Farberware Automatic Percolator Robot 
Farberware Stainless Stee! Cooking Ware 
Federal Enameled Ware 

Federal Vogue Roasters 

Firestone Home Appliances 

Fletcher's Can-Well Canner 

Fletcher's Roastwell Roasting Pan 
Frigidaire Automatic Washers 

Frigidaire Electric Range 

Frigidaire Refrigerators 


General Air Conditioning Cooking-Refrigeration 
Combination 

G-E Automatic Toaster 

G-E Automatic Washers 

G-E Light Bulbs 

G-E Refrigerator-Food Freezer Combination 

G-E Refrigerators 

G-E Triple-Whip Mixer 

Gibson Electric Range 

Gibson Refrigerators 


Hamilton Beach Mixer and Mixette 
Hardwick Gas Ranges 

Horton Automatic Washers 
Hotpoint All-Electric Kitchen 
Hotpoint Automatic Clothes Dryer 


2 ane 


International Harvester Freezers 
International Harvester Refrigerators 


Johnson’s Waxes and Wax Electric Polisher 
KitchenAid Food Preparer 





Lewyt Vacuum Cleaner 

Magic Chef Gas Ranges 

Maytag Washers and Gas Range 
Met-L-Top Ironing Table 





Mirro Aluminum Baking Pans 
: Mirro Aluminum Utensils 
: Mirro-Matic Electric Percolator 
: Murray Gas and Electric Ranges 
: Murray Kitchens 
: Perfection Electric Ranges 
: 


Perfection Gas Ranges 

Pfaff Sewing Machines 

Philco Refrigerator 

Philco Refrigerator and Electric Range 
Presto Cookers 

Presto Dixie-Fryer 

Presto Vapor-Steam Iron 


Regina Twin-Brush Electric Polisher 
and Scrubber § 
Revere Ware d 
Rival Steam-O-Matic Steam and 
Dry tron and Can-O-Mat 


Serve! Refrigerator 

Seth Thomas Clocks 

Sewmor Sewing Machine 
Shetland Polisher & Scrubber 
Sunbeam Coffeemaster 
Sunbeam ltronmaster 
Sunbeam Mixmaster 


they SHOP in the Journal 
they BUY in your store! 


W : | . | - Sunbeam Toaster 
omen— your most important customers are atwo-w ay street where women window- Tappan Gas Ranges 
—make the Journal their number one shop — get in the mood to buy the prod- RRC eI 
magazine... they buy more copies of ucts you Carry. Universal Stroke-Sav-r Iron 
fy une x ; a . 29 : Verplex Lamps and Shades 
Ladies’ Home Journal than any other For profit’s sake, never underestimate Viking Sewing Machines 
a . te : . 
magazine in the world! * the importance of making your store Vornado Air Ciroulators 
» . _ Samed ae - ‘ ing , Wear-Ever Aluminum Coffee Pot 
Here’s why: recognized as headquarters for Journal- Wenn dnee: teeauan tienes 
Journal editorial and advertising pages advertised products, Wear-Ever Aluminum Roasters 


Wear-Ever Coffeemaker and 
Wear-Ever Chicken Fryer 
Wear-Ever Coffeemaker and 


*Nearly half—47.2%—of 72,012 women shoppers interviewed BB chy = Sy A 
in 642 retail stores of all kinds, say they read pe ramet ll 





Westinghouse Roaster-Oven 


, Westinghouse Speed-Electric Ranges 
LADIES HOME Whirlpoo! Automatic Washer 
Whirlpool! Automatic Washer & Dryer 
White Sewing Machine 
Youngstown Dishwasher 
Youngstown Kitchens 
. Zenith Radio-Phonograph 


Zenith Radio-Phonograph, Portable Radios and Radios 
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Here’s What Thawing of TV Freeze Means 


@ FCC will assign some 2000 channels among 
1240 communities—but it may be months 
before any of these go on the air 


@ About 1300 of the channels will be in the 
UHF band; set makers are making plans to 
fill demands for conversion of VHF sets 


Some time this month (perhaps 
even as you read this) the Federal 
Communications Commission will lift 
the freeze on the construction of new 
television stations which it clamped 
on the industry over three years ago. 

For the entire industry the lifting 
of the freeze will have a double mean- 
ing: (1) a noticeable growth of the 
number of stations on the air and of 
the number of areas receiving televi- 
sion broadcasts; and (2) the birth of 
commercial ultra high frequency 
broadcasting. In most areas, the two 
developments will go hand in hand. 

What Will Happen. When the 
FCC ends its freeze it will release a 
report assigning about 2000 channel 
grants to about 1240 communities. 
Slightly over 200 of these assignments 
have been reserved for educational in- 
stitutions; the remainder go to com- 
mercial broadcasters. Of the total chan- 
nel assignments, about 1300 are in the 
UHF band and about 530 are in the 
VHF band currently being used. Of 
this latter group, 108 are currently on 
the air. One conclusion is obvious: 
the great majority of new stations au- 
thorized will be assigned in the UHF 
channels. 

As proof of that, consider the fact 
that only 99 of the 120 communities 
to be granted stations will not have 
UHF-and about 900 will have UHF 
only. All of the top 25 cities are slated 
to get UHF and all but 38 of the top 
320 cities will get UHF assignments. 

Optimistic government officials pre- 
dict that an additional 2.5 million 
homes could have TV sets by the 
middle of 1953. 

The Drawbacks. There’s a catch, 
however. There are many factors in- 
volved in actually getting these sta- 
tions on the air. Long, drawn-out 
competitive hearings for choice loca- 
tions will delay construction of some 
stations. As a result, few, if any, are 
likely to be in operation this year— 
and those that are on the air in 1952 
will likely be in small, uncontested 
areas. 

Briefly, here’s what the time-table 
for new grants looks like at this mo- 
ment. As soon as the allocation deci- 
sion is issued, the FCC will authorize 
a 60-90 day filing period during which 
new applications may be made and 
amendments of old ones filed. (Some 
applicants may shift to the UHF band 
in the hope that grants there will be 
made more quickly if little contest de- 
velops for these frequencies). 

First grants for new stations will be 
made in areas where the number of 
applicants does not exceed the num- 
ber of channels reserved for that sec- 
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tion. The thinking in Washington is 
that these grants may begin appearing 
about June | for small, uncontested 
communities. 

Total authorizations for the year 
have been estimated at from 40 to 50 
grants, mostly in the UHF band. The 
most optimistic forecast comes from 
Curtis Plummer, chief of FCC's 
broadcasting division who forecasts 50 
to 80 stations will be authorized in 
small markets by the first of July and 
about that number quarterly thereafter 
He bases his estimate, in part, on 
small communities that he knows, 
where he can’t see any strong competi- 
tion for frequencies developing. 

(According to a report released last 
month by RTMA, the FCC can be 
expected to approve 140 construction 
permits by the end of 1952 and 190 
more during 1953. Half of these would 





PATTERN FOR FUTURE BUSINESS: Dealer Barney Camarra adds a UHF channel 
strip to a Zenith set he sold some time ago in Bridgeport, Conn., only area in 
the country currently receiving UHF telecasts. 


be for VHF, half for UHF. RTMA 
predicts that 22 new VHF stations 
—but no UHIF’—could go on the air 
in 1952.) 

According to FCC chairman Wayne 


HOW ABOUT ADAPTING FOR UHF RECEPTION? 





Present set provision 
for adaptation to UHF 





Conversion install- 
Pp ment requirements 


Adaptability of 
earlier models in 


Maximum number 
ofch pted 
set will receive 








ADMIRAL Replaceable tuning strips 


Requires serviceman 


Maximum of twelve 
UHF-VHF channels com- 
bined 


All earlier models 
convertible 





ARVIN Separately housed conver- 


sion unit. iceman 


Does not require serv- 


All channel coverage All earlier models 


convertible 





BENDIX No specific provision for 
UHF adaptation. Maker 
believes set to be con- 
vertible with commercial 


tuner. 


Requires serviceman 


Unknown All earlier models 


believed convertible 





CAPEHART Replaceable tuning strips 


Requires serviceman 


Maximum of twelve 
UHF-VHF channels com- 
bined 


All earlier 
convertible 





Separately housed conver- 


sion unit iceman 


Does not require serv- 


All channel coverage All earlier 


convertible 





Two types, one with pro- 
vision for strip conver- 
sion, other for external 
converter 


Requires serviceman 


Maximum of twelve 
UHF-VHF channels with 
strip conversion, all 
channel with external 
converter 


All earlier 
convertible 





GENERAL 
ELECTRIC 


Separately housed conver- 


sion unit iceman 


Does not require serv- 


All channel coverage Earlier models con- 


vertible 





MOTOROLA Provision for internal in- 
stallation of continvous 


tuner 


Requires serviceman or 
factory installation 


All earlier 
convertible 


All channel coverage models 





STROMBERG- 
CARLSON 


Two types, one using 
strip conversion, other 
externally housed tuner 


Requires serviceman 


All earlier 
convertible 


With strips maximum 
of 12 UHF-VHF chan- 
nels. All channel with 
external converter 





WESTINGHOUSE Two types, one with tube 
type plug in for two 
UHF channels, also in- 
ternally housed all 


channel converter 


Does not require serv- 
iceman in case of plug- of 
in receptor 


Two channels in case 
plug-in receptor, 
unlimited with all 
channel converter 


All earlier 
convertible 





Replaceable tuning strips 


Requires serviceman 


Maximum of thirteen Ail 
UHF-VHF channels 


earlier 
convertible 
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Coy, grants will be slowed up if Con- 
gress does not substantially increas¢ 
the appropriations for Commission 
activities in fiscal 1953. The agency ig 
seriously understaffed, with only seven 
examiners to handle all matters com- 
ing under Commission jurisdiction. 

After the applicant receives his 
grant to build a station the big hurdle 
will be to get the necessary materials, 
especially structural steel, which will 
be in short supply all this year. Not 
much can be expected in the way of 
special allotments from NPA. How- 
ever, FCC commissioner Sterling is 
betting on broadcasters finding a way, 
if humanly possible, to get on the air 
quickly. “They may even share time, 
as was done in the early days of AM,” 
he says. ““They will go back to wooden 
poles for antenna towers to get 
started, if necessary.” 

For the time being, at least, trans- 
mitting equipment is not expected to 
be too serious a problem. 

The Dealer’s Role. The lifting of 
the freeze should be nothing but good 
news for dealers. For those in areas 
not yet served by TV stations, a vast 
new business will open up. For those 
in present T'V areas, a healthy trade 
in UHF converters and adapters may 
develop. 

Some preview of what’s ahead in 
UHF for dealérs in communities 
which already have VHF stations can 
be obtained by studying conditions in 
Bridgeport, Conn., site of the coun- 
try’s first (and still experimental) 
UHF transmitter. Bridgeport has no 
TV stations of its own, + wa on six 
New York stations and one New 
Haven outlet. Although definitely a 
fringe area (55 miles from New York), 
Bridgeport saturation is remarkably 
high. The utility a year ago estimated 
that over half of the homes in the area 
had TV sets. Like so many TV mar- 
kets, Bridgeport is in the doldrums as 
far as set sales are concerned. 

The future of UHF in Bridgeport is 
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Better Reception 


—on every Set! 




















Hi-Lo at the 


PUPPET SHOW ft Stt ACS La fice 


Hilow Spiral 


ANTENNA 


for unsurpasse 


You'll have your customers “‘on a string", $ 
eager to purchase HI-LO. 
Spiral Antenna with top 
fidelity plus remarkably sound engineering ° 
techniques make HI-LO the fastest selling e 
indoor TV antenna. : 


Join the alert merchandisers who are now ° eaten numa 
“pulling the strings” for more profits from . 
satisfied customers . . . demonstrate HI-LO. . 
. 
. 
ORDER TODAY! 2? ony wi. 
provides com- 
Don't forget... the HI-LO OUTDOOR —s_— plete powerful, 
TV SPIRAL ANTENNA! © vertising sup- 
@ port. Write for 
*U. $. Potent No. 2,495,579 e@ full porticulars. 
Conedian potents 1951 . 
. 
. 


[\ 


3540 


——— 








Model | 
OIF 





4 indoor TY reception ! 








.. the indoor TV na 


reception. High 





95 










f \ 
TV ANTENNA CORP. 


N. Ravenswood * Chicago 13, Illinois 


Vv, 


Hi-Lo TV Spiral An- 
® tennos ore sold through 











not entirely clear. 
portant obstacles to be overcome. ‘The 
relatively high saturation of VHF sets 
would seem to reduce the potential 
market for UHF service, particularly 
since most set owners already have 
their choice of six or seven stations in 


There are some im 


making a program selection. But 
UHI will have two important argu- 
ments on its side: (1) the city’s two 
local stations will both be UHF out- 
lets and can be expected to provide 
a quantity of local programming 
which has been unavailable up to 
now; (2) so far, UHF reception seems 
to be superior in some ways to the 
long-distance VHF broadcasting which 
the town has been receiving. The 
UHF broadcasts originating from the 
local experimental station are not as 
susceptible to interference as are the 
VHF broadcasts picked up from the 
New York stations. 

Some Bridgeport dealers are already 
capitalizing on UHF broacasting. Last 
year Zenith, through its local distribu- 
tor, Plymouth Electric of New Haven, 
began distributing UHF strips for the 
vacant channel in its turret tuner. 
Zenith sets sold now in Bridgeport 
are equipped with the UHF' strip. 
Owners of older sects may have the 
channel added for $10 plus labor costs. 
In most locations, an additional UHF 
antenna is needed. Most dealers are 
joining the two antenna lead-in lines 
on the roof and running only a single 
line into the house. Results of this 
conversion business are inconclusive, 
largely because the UHF station which 
can be received is on an experimental 
basis. Even when broadcasting, the 





station repeats only programs being 
shown on NBC’s New York outlet— 
one of the clearest channels received 
in Bridgeport, anyway. In addition, 
the experimental nature of the station 
provides periods when the station’s 
antenna is being tilted and when ex- 
perimental color is being shown. Even 
so, the most successful and enterpris- 
ing of the dealers doing the conver- 
sion business has done an encouraging 
volume of work. It scems likely that 
with local stations broadcasting local 
as well as network events the demand 
for UHF conversion would be consid- 
crable. 

Conversion Worries. ‘The Commis 
sion has one worry about converting 
old sets, however. Although most 
manufacturers proclaim themselves 
ready to supply such converters and 
tuners as soon as UHF service is avail- 
able (see chart), some members of the 
Commission are doubtful to what ex- 
tent manufacturers will be willing to 
make such units. They point out that 
this will be a small market for the pres- 
ent, but a market that will use up 
increasingly scarce materials. Commis- 
sion members wonder whether manu- 
facturers won't be more inclined to 
channel these materials into new sets 
to capitalize on newly opened markets. 

It’s hard to tell whether this diff- 
culty—or any of the other problems 
which UHF could conceivably pose— 
will come to pass. What is obvious at 
the present writing is that UHF tele- 
vision is almost at hand. And rare will 
be the television dealer who doesn’t 
have a stake in the expansion of tele- 
casting into the UHF band. 


Two Way Stretch for Sales 


TV makers discover two remedies for lagging 
sales: go after the fringe areas or “sell” the cities. At 
the moment most are choosing the fringe 


The television industry is_ still 
“reaching” for business. 

Ihat was obvious in January and 
February as manufacturers revealed 
their new lines, merchandising plans 
and ad campaigns for the months 
ahead. Almost without exception, the 
emphasis was on “pulling in the fringe 
areas” to compensate for reduced sales 
in well-saturated metropolitan areas. 

And once the fringe areas were sold, 
the industry was looking forward to 
moving in on the virgin territory to 
be opened up by the thawing of the 
FCC freeze on new station construc- 
tion. 

There were skeptics in the industry, 
however, who viewed this outward 
expansion with mounting doubts. 
Their argument: wouldn’t it be more 
sensible to devote some of today’s 
merchandising budgets to improving 
salesmanship in the currently lagging 
metropolitan areas? These sources 
pointed out that manufacturers were 
only delaying the time when they 
would have to take action to improve 
salesmanship. 
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In addition, emphasis on new mar- 
kets left untouched the current apathy 
of dealers and consumers alike in the 
older metropolitan areas. The best 
indication of the state of the TV 
market in cities like New York came 
last month from a Manhattan dealer 
who acknowledged that “business is 
awful” and added that “we're just 
waiting for the replacement market 
to develop.” This willingness to “wait” 
for a market to come along was typical 
of far too many retailers in those cities 
where a few years ago the original 
television market “developed” with 
little or no sales effort on their part. 

Dilemma: Out or In. Manufac- 
turers were faced with the problem of 
deciding to reach out for added sales 
in areas that had heretofore been 
called “fringe” markets or in devoting 
promotional funds to developing tele- 
vision salesmen in existing markets. 
As February drew to a close there 
were indications that some firms, at 
least, were trying to use both solu- 
tions. 

The trend toward outlying areas for 
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this Electric Housewares 
Spring 1952 
SALES: PLAN 
is sponsored by 
your favorite 
manufacturers — 
all members of the 
Electric Housewares 
Section of NEMA 
American Electrical Heater Co. 
“AMERICAN BEAUTY” 
Arvin Industries, Inc. 
er 


eT 


Camfield Manufacturing Company 
“BLUE RIBBON” 
Casco Products Corp. 
“CASCO” 
Chicago Electric Manufacturing Co. 
“WANDYHOT” 
Cory Corporation 
“cory” 
Dormeyer Corporation 
“DORMEYER™ 
Oulane, Inc. 


“DULANE” 
The Emerson Electric Mtg. Co. 
“EMERSON-ELECTRIC” 





qn oo en oe en ene ne ener en neni ncee 


Ee 
‘i 


i 
! 


: 
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The Hobart Manufacturing Co. 
“KITCHEN AID” 


} 
Knapp-Monarch Company : 
rad | 
Landers, Frary & Clark H f 
“UNIVERSAL” | 







National Pressure Cooker Co. 
“PRESTO” 


— 


rr 









Natsona! Stamping & Electric Wks. 
“WHITE CROSS” 


Nesco, Inc. 
“NESCO” 


Norwich Industries, Inc. 
“INFRALECTRIC™ 


Oster Manufacturing Co., John 
“OSTER” 
Proctor Electric he 
“PROCTOR 


aoc ~ Laboratories, Inc. 
NG-DURABILT™ 
en yrecsna Co. 
“STEAM-O-MATIC” 
Samson United Corp. 


CASH IN! / 


ant lll 
The Silex Co. 
“SILEX” 


tuaminy teas Tie-in your store with nation-wide, industry-wide campaign to make 





ieee 




















TOASTMASTER 
sms ELECTRIC HOUSEWARES GIFTS FIRST CHOICE 
“U.S. ELECTRIC” 
ri Electric C 

“WESTINGHOUSE” 
aT FOR MOTHER'S DAY + FATHER’S DAY SEND COUPON BELOW FOR YOUR FREE OFFICIAL PLAN BOOK 
WEDDINGS - SHOWERS + ANNIVERSARIES —[7G1327mc woosewanes cron 
FREE! BIRTHDAYS AND EVERY GIFT OCCASION! National Electrical Manaf = 
155 East 44th Street, New York 17, N.Y. ' 
Official NEMA 24,864 retail stores tied in with the 1951 Electric Please rush my free copy of the official NEMA Elec- } 
Electric Housewares Housewares Gift Campaign sponsored by NEMA tric Housewares SALES PLAN BOOK for Spring 1952, } 
Section SPRING SALES Electric Housewares Section. This year it will be 
PLAN, Including the ; : ae ; 
3-color OFFICIAL bigger and better than ever — with a concrete, down- Nene 
TIE-IN POSTER! to-earth, grass-roots program, complete with what-to- : 
Send Coupon today! do and how-to-do-it details, including the three-color Store 1 
official point-of-sale poster... all available to you Add ; 
absolutely free! Manufacturers are tieing in, dis- ges H 
tributors are tieing in—why don’t you tie in... City. . Zone. State } 
and CASH IN! , 

















ELECTRIC HOUSEWARES SECTION® NATIONAL ELECTRICAL MANUFACTURERS ASSOCIATION 
155 East 44th Street, New York 17, N. Y. 
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YORK BREAKS 


with Amarieas Most Wanted Room Air Conditioners 


MODEL 4 

The sensational low- 
priced new '/ hp. win- 
dow model! 


MODEL 51 

The 1 hp. newcomer in 
window models that com- 
bines greater cooling 
Capacity with space-sav- 
ing compactness! 








MODEL 13 
Vo hp. window model. 


MODEL 24 
Ys hp. window model. 


Two exciting, market-widening additions 
join the 1952 line of York Room Air 
Conditioners! York dealers now have six 
unmatched models in a price range that 
fits every type customer, every size 
budget. These exciting newcomers have 
new mechanical and beauty features 
that lead the industry—and traditional 
York quality that means increasing cus- 


tomer satisfaction through the years! 


MODEL 151A 
1% hp. console 
model with Step- 
Matic Controls. 
MODEL 201A 


2 hp. console 
model with Step- 
Matic Controls. 
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THE BIG NEWS! 


. With The Most Wanted Dealer Franchise ! 


1952 is forecast as air conditioning’s biggest year! Get in now! Cash in 
with York’s special, far-sighted Dealer Franchise—with features that make 
it the best deal in the industry: 


@ Quality Product @ World-famous Brand Name @ Complete line @ Competitive Prices @ Dealer Helps 
@ Top Distributor Know-How @ Aggressive Advertising 


IN THE STORE IN THE FIELD 


Unusual sale-pushing merchandising aids are available The greatest reader-catching ad campaign in York history, 
to dramatize the features of your York Room Air Con- based on a unique field-tested theme, helps you drive your 
ditioners and make your customers want to buy: sales message home—keeps your name and the York name 
before the public—pre-sells your prospects on York as 
@ Giveaways @ Banners @ Showroom Displays manufacturer of the world’s finest air conditioners: 


@ Window Displays © Streamers @ Newspapers @ Direct Mail @ Radio @ Television 


@ Mass-circulation Consumer Magazines 


ALL-THE-WAY DEALER BACKING @ Trade Magazines @ Publicity 


York Distributors have a reputation for sharing their merchan- 
dising know-how with their dealers . . . are ready to go to bat 


with advice and assistance when it’s needed, where it’s needed! 


SEE YOUR YORK DISTRIBUTOR 


or mail this coupon today! 





YORK CORPORATION, YORK, PENNA. 

Please send me complete information on the products checked: 
(1 York Room Air Conditioners [) Unit Coolers 

() Yorkaire Store Conditioners C) Condensing Units 


C1) Automatic ice Makers 


Nome____ 








Firm Name _ 


Address___ 





City. cinta tek nit 
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eA ae Annie 
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No wonder it’s gee sales records! 


“Four appliances for the price of 

”’ is a bargain for every woman! 
With the super-beautiful, super- 
convenient, super-efficient new 
Arvin Lectric Cook, she has one 
appliance that does four (and even 
more) jobs to the peak of perfection. 
Sandwiches toasted, steaks grilled, 


waffles baked, griddle cakesdoneto  WAFFLER GRIDDLE 


the queen’s taste! Conversion to 
fully automatic waffler with heat 


control and signal light is easy and 
fast, and the price includes pre- 
seasoned waffle grids. It’s the perfect 
appliance for giving or getting. Push 


it—and profit accordingly! 












95 including grids 


Special promotional 
Model 3500 — only $24.95 









— 










a4 


Model 2100-8, $ 95 Model 2100-R, 
Black hondle Maroon handle 


and dial, ond dial, 











4, 


. 4 
Model 2200, 8 80 Model 2300, 
with wrist- Arvin Dual 


resting grip, Control Iron, 
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—_— advertising to spur your spring selling! 


Sa 
Arvin Annie = 
et 


& 
5-year-guaranteed irons at 
new low prices fit every purse! 


$] 0% Arvin’s complete line of 5-year-guaranteed irons 


at new low prices will build store traffic! Every 
Arvin Iron is light weight (3 lbs.) — with 
1000-watt cast-in heating element for uniform 
heating, fast. Automatic heat control for all 
fabrics, room temperature to 550° F. Tapered 
flare for easy work on buttons and tucks. 
Jerk-proof cord, anchored for keeps. Every 
model GUARANTEED FIVE FULL 
YEARS! Displays, newspaper mats, national 


a] 


Electric Housewares Division 


$] 2% Arvin Industries, Inc., Columbus, Indiana 


(Formerly Noblitt-Sparks Industries, Inc.) 











new sales was a natural one in the 
face of today’s market. ‘To begin with, 
saturation in existing market areas had 
reached impressive figures. ELECTRI- 
CAL MERCHANDISING S$ January esti- 
mates of TV saturation showed 16 
areas with figures in excess of 60 per- 
cent—and several with better than 70 
percent. 

rhen, too, higher power grants to 
stations and development of improved 
sets has recently extended the range 
of TV stations. One manufacturer, 
when asked recently if his firm was 
not concentrating too much on sell- 
ing in outlying areas, pointed out 
that such areas are in reality no longer 
“fringe” markets and are now well 
within the receiving range of estab 
lished stations. 

Last month the trade paper ads of 
leading —TV makers told their own 
storv. Here’s 1 sample: “Adds 40 pet 


nt to sales territory ” . . « “Ideal for 
fringe dealers” .. . “Guarantees 150 
mile reception” . . . “Triple vour 


territory in the fringe areas” 
sures perfect pictures in local, subur 
ban or distant areas.” 

The Second Solution. Some of the 
manufacturers who ran ads like this 
in an effort to build suburban sales 
vere also doing something to improve 
‘elling in the metropolitan areas. 

RCA last month launched what it 
alled the “‘most intensive television 
sales training program ever under- 
token.” Built around the slogan 
Prove It Yourself,” the initial pro 
‘ram in the campaign consisted of a 
series of three sales clinics conducted 
by distributors. 

Last month, too, Du Mont revealed 
that it was up-dating the dealer train 
ing program it first introduced several 
vears ago. Receiver sales manager 
Walter Stickel hopefully noted that 


dealers now seem to grasp the im 


portance of adequate training Iwo 
vears avo id Stickel, thev were t 
busv taking orders for sets to b 


bothered with learning how to sell the 
merchandis« 

Vhe ideal solution, of course, would 
be to use both the outward and in 
ward approaches—to teach good sell 


ing techniques as new areas vw 
opened. Whether manufacturers, di 
tributors and dealers in such areas 


would take time out from filling or 
d rs to d vote mu h tim to sales 


training was problematical. If ther 
decided to neglect sales training, how 
ever, they did so in the face of some 


“horrid examples” set in todav’s TV 
markets. 


A Casualty & a Birth 


The TV industry last month re- 
corded one casualty and awaited the 
birth of a new competitor. 

Ihe casualty was Tele Tone Radio 
Corp., one of the industry's largest 
producers (it was rated among the 
industrv’s first ten in 1950 by some 
observers). Late in January the com- 
pany filed a voluntary plea under 
Chapter XI of the Bankruptcy Act: 
two days later an involuntary peti 
tion was also filed against the com- 
pany. 

The newcomer was Chicago’s Lion 
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Is added to 
Inland’s exclusive 


features! 


Shown here is another Inland Tray .. . this one in 
bright, alluring gold. It will attract any woman’s eye. 
She'll think how pleasingly it would decorate her 
new refrigerator. 

And always, remember, Inland Trays offer the 
amazing and exclusive advantages of the “Magic 
Touch!” The unmatched convenience of Inland 
Trays has given them unquestioned leadership. 

Here, in any Inland Tray, is the easiest. fastest 
way to get plenty of ice cubes . . . without splash 
or splatter... big. sparkling cubes, free and dry, 
ready to plop into the glasses. That “Lift! Tilt!” 
convenience, in itself, has sold millions of Inland 
Trays ... and has helped to sell millions of 


refrigerators. 


LIFT! TILT! Use it as a selling demonstration for 
your refrigerators. Slip an ice-filled Inland Tray from 

a refrigerator. Lift the lever... tilt the grid... show the 
ready-to-use ice cubes! No demonstration could be 


more compelling. Make the most of it! 


The refrigerators you 
sell...whatever the make 


--.can come to you 


equipped with Inland 
“) “Magic Touch” Ice 


Trays. Insist on getting 
them. They'll help sell 


refrigerators! 


INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Ohio 














It sells... 
and sells... 


and sells! 


Color! Color! More of it in every home! And most 
of all, in the kitchen! Women prefer it. demand it! 

Color first appeared in Inland “Magic Touch” Ice 
Trays last year. It was an instantaneous success. 

It helped immensely in selling new refrigerators 
and greatly increased replacement sales. 

Color will be a still bigger selling force this year. 
And Inland is promoting it, more strongly than 
ever. All national magazine advertising will 
show Inland Trays in full. life-like colors. 

As shown here! Note the cheerful. appealing blue 
of the Inland Tray. Your women customers will 
love it when they see it in your display room. 


They'll buy it... for looks alone! 


LIFT! TILT? The amazing, instant convenience of 

Inland “Magic Touch” Ice Trays... plenty of free, dry 

ice cubes with a “lift” of the lever and a “tilt” of the grid 
. is stressed in every Inland Ice Tray advertisement. 


It helps you sell refrigerators. 


INLAND Sar LC Why 


ICE CUBE TRAYS 


INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Ohio 





For the rest of Inland’s 
COLOR story . . . and its 
promise of easier re- 
frigerator sales, more 
sales and bigger profits 
for you ... see the other 
side of this insert. 
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A NEW BRAND in the television field will be launched in July under the direc- 
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tion of Raymond T. Maloney, right, president of Chicago’s Lion Mfg. Corp., Paul 
Eckstein, manager of the firm’s TV division, and ad man Burton Browne, standing. 
The line will be marketed under the Lion trade name. 


Mfg. Corp., producers of electrical 
devices. The company announced that 
it would show a new TV line during 
the July markets. An indication of 
the company’s ambitions was its pro- 
motion budget of close to one mil 
lion dollars and the appointment of 
Paul Eckstein as division manager for 
television. A veteran of 22 years in 


the business, Eckstein has been with | 


Stewart-Warner, Westinghouse and 
Hallicrafters, among others. 


Lion currently manufactures elec- | 


tro-mechanical equipment for civil- 
ian and military purposes. The com- 
pany has five subsidiaries, one of 
which, the Grand Woodworking Co. 
will make cabinets for the new line. 





Fight Licensing 

The five trade associations which 
co-sponsor the Radio Parts & Elec- 
tronic Equipment Shows, Inc., have 
been asked by the group’s board of di 
rectors to approve the expenditure of 
funds to combat restrictive ordinances 
and licensing laws being proposed in 
many communities. 

A special projects planning commit 
tee of the group reported to the board 
that “the question of serviceman’s li 
censing laws required the concerted 
action of the entire industry to de- 
feat all licensing programs.” ‘The 
board has asked the sponsoring associ- 
ations to allow it to place specified 
surplus funds of the Show Corp. at 
the disposal of a ‘“‘serviceman-dealer 
advisory committee.” This group’s 
program would include an education 
campaign aimed at consumers. 


Television Briefs 


@ Magnavox is now including a one- 
year factory picture tube guarantee 
without extra cost to the customer or 
dealer with its television receivers. 
This guarantee is in addition to the 
firm’s present parts warranty policy 
which provides for free replacement 
of any defective part within 90 days 
from the date of installation. 


@ Admiral Corp. has purchased 
Molded Products Corp., of Chicago, 
one of the largest custom molders of 
plastics in the country. 





Scheduled Meetings 
NATIONAL ELECTRICAL MERS. 
ASSN. 


Edgewater Beach Hotel, Chicago 
March 10-13 


CANADIAN ASSN. OF RADIO AND 
APPLIANCE DEALERS 

Convention, Royal York Hotel 

Toronto, Ontario 

March 31-April 2 


EDISON ELECTRIC INSTITUTE 


Annual Sales Conference 
Edgewater Beach Hotel, Chicago 
March 31-April 3 


PHOENIX FOOD FREEZER FAIR 


Appliance Merchandisers’ Assn. 
State Fair Grounds 
Last Week of March 


SAN DIEGO BUREAU OF HOME 
APPLIANCES 
Spring Fair, Balboa Park 
April 15-20 


ROCKY MOUNTAIN ELECTRICAL 
LEAGUE 


Spring Conference 
Shirley Savoy Hotel, Denver 
April 20-22 


SOUTHEASTERN ELECTRIC 
EXCHANGE 
Annual Conference 
Boca Raton Hotel, Boca Raton, Fla. 
April 21-23 
US-CANADIAN RTMA 


Joint Conference 
General Brock Hotel, Niagara Falls, Ont. 
April 24-25 
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‘Robertshaw 


1. DOUBLE POLE 
THERMOSTAT 


2. AUTOMATIC 
HEAT SELECTOR 





3. TWO-CIRCUIT 
SWITCH 


tn 


4. FAST HEAT 
ELEMENT CUT-OUT 


a Simple turn of the dial 


automatically cuts in two elements for quick pre-heating. Shortly 
before pre-heat temperature is reached, control cuts out No. 1 
I t to minimize overshoot; then automatically cuts out No. 2 
element, then automatically maintains temperature by recycling 
No. 2 element. 








Compact. Fully automatic. Easy to install. Four mounting positions, 
together with close-up or extended bezel to fit any switch panel in 
range-top at back-panel position. Screws inserted from rear. Three 
basic models. Write for full information. 


v 
In home ond industry... EVERYTHING'S UNDER CONTROL 


Robertshaw 


THERMOSTAT DIVISION 
ROBERTSHAW-FULTON CONTROLS COMPANY 


YOUNGWOOD, PENNSYLVANIA 
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BIEMNS AU KUNE 


Sure signs of big summer business! The NEW, 
IMPROVED BERNS AIR KING products designed to “XS 
start a sales heat wave in your store. Built for extra 

service. ..styled for added appeal. . . priced 

for greater value. Four big reasons why the complete 


BERNS AIR KING line is your assurance of “\ v \ 
profitable selling weather. AX: Ww s 








® 
nizing profit opportumities 


DRI-AIRE FAN-MOBILE 
Electric Dehumidifier powerful—portable—all-purpose 
The dehumidifier market is growing! Now you can offer The one fan that does practically everything—helps you 
typical BERNS AIR KING quality, style and value in a sell prospect! Can be moved from room to room 
5 it efficient! 8, to 10,000 «+» Ventilates an entire average home or apartment .. . 
yet requires only 13°x13" of floor space. Re- 


exhaust or intake. Adjustable in height, 3-speed opera- 
tion, 16 inch blade and more efficient Ventura design. 
Handsome Ivory finish and chrome trim. 


List, incl. excise tax, only. ............. $69.95 


moves 2 to 3 ae —— mS hours. Permanently 
oiled, hermetically . List, incl. ex- 
DA» dap 4 baaede- tide ike $139.95 








profil 
BLOWER TYPE FAN BLADE 
BUILT-IN KITCHEN FAN 


prevent motor burn- 
outs. Shallow design ua ~ FN 


ALSO: ORIGINAL BERNS AIR KING MANUALLY mount in ceiling ors . One screw remov: 
oh oles A saad VENT! Lag en Oe Berns Air King Kitchen Fans also available in Fully 
ing models available 10”, 12” and 16° sizes. wap gs Ay 


models, 8-inch and 10- inet. 
inch sizes priced con $27.55 cnciow tax. 





Available Through Leading Electrical Wholesalers Everywhere or write for complete catalog to. .. 


BERNS MANUFACTURING CORP. 


3060 NORTH ROCKWELL STREET, CHICAGO 18, ILLINOIS 


MARCH, 


| 


FINANCIAL 





Avco Net Down 


Avco Mfg. Corp. (which includes 
three appliance lines, Bendix, Crosley 
and American Kitchens among its op- 
erating divisions) had a consolidated 
net income of $10,089,214 for its 
1951 fiscal year which ended Novem- 
ber 30. This compared to $12,635,- 
633 in 1950. Consolidated net sales 
in 1951, however, were the highest in 
the firm’s history. 

President Victor Emanuel noted 
that Avco had been confronted with 
“abnormal operating conditions aris- 
ing directly or indirectly from the na- 
tion’s rearmanent program.” He noted 
that rigid controls on prices and mate- 
rials had been applied to the com- 
pany’s civilian product lines and also 
acknowledged that certain of the 
firm’s appliance lines had been ad- 
versely affected by industry-wide de- 
clines. 

In its annual report the firm noted 
that the American Kitchens division 
registered a “sales increase in sinks 
and cabinets although the total sales 
volume was lower than in the preced- 
ing year . . . (because of a) reduction 
in the volume of contract manufactur- 
ing for others. The division retained 
its position as the second largest pro- 
ducer in the steel kitchens business.” 
The report pointed out that an auto- 
matic dishwasher had been developed 
and tested by American Kitchens but 
that introduction was dependent on 
the availability of materials 

Bendix washers were on allocation 
most of the year, according to the re- 
port. “A proportionately larger amount 
was devoted to production of dryers 

. enabling Bendix to increase its 
lead over its largest competitor in the 
dryer field by approximately 20 per 
cent, while still maintaining its leader 
ship in the automatic washer indus 
try,” the report continued. 

The Crosley section of the report 
noted that “although sales of Crosley 
Shelvadors declined in keeping with 
the industry pattern the Shelvador 
maintained its competitive position.” 


Financial Briefs 


@ Servel, Inc., has reported a net loss 
of $988,766 for the fiscal year which 
ended October 31, 1951. Comparable 
figures for the preceding year showed 
a net profit of $2,732,381. Board 
chairman Louis Ruthenburg _ told 
stock-holders that the company had 
suffered a serious sales decline in the 
final six months of the fiscal year. 
Higher operating costs and credit re- 
strictions combined with this drop 
in sales to reverse 1950's results, he 
said. 


@Emerson Radio and Phonograph 
Corp. and subsidiaries reported income 
before taxes of $6,875,877 for the 
fiscal year ending October 31, 1951. 
This compared to $11,969,778 before 
taxes in the preceding year. The 1951 
profit was the second highest in the 
firm’s history. 
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Features they WANT-—features they get! 





New 1952 NORGE Ranges Sweep the Industry 
with the Year's Most Exciting Sales Features 


PICK-A-PAN Cabinets featured on both 
the sensational new NORGE CP 
Gas Range and NORGE Electric Range 








New! NORGE CP GAS RANGE - the most practical —and 
saleable—automatic gas range ever designed. Complete with automatic electric 
ignition on both the oven and broiler, this new Norge makes its debut in ’52 
featuring the sensational Pick-A-Pan Cabinets. 





You know it—everyone knows it! Pros- 
pects look for features! Show ’em the 
extras they get—the exclusives—and, 
brother, you’ve got a sale! 

The sensational Pick-A-Pan Cabinets 
fit that bill to a “T”’. 

Featured on both the sensational new 
Norge CP Gas Range and new Norge 
Electric Range, these cabinets provide 
super-efficient storage for all the pots 
and pans needed for daily use. Provide 
space for lids and kitchen tools, too. 
Even have a special compartment for 
salt and pepper containers. 

And talk about convenience! Listen: 
to reach for a pan, all a housewife has to 
do is slide out the Pick-A-Pan rack and 
there it is! No more groping! No endless 
searching! It’s a feature that'll ring up 
sales in a hurry! 

Norge Introduces New CP Gas Range for 52 
Prospect shopping for an automatic gas 
range built to rigid CP standards? 

Show her the best, the finest —the new 
—brand new— Norge deluxe CP Gas 
Range. Nothing could clinch a sale 
faster! Both the oven and broiler have 
complete automatic electric ignition plus 
100% safety gas shut-off! 








Check these features and you'll see 
why it’s the biggest profit potential in 
the field: exclusive SpirO-lator burners 
focus heat evenly under any size utensil; 
Pick-A-Pan Cabinets provide super- 
efficient storage; Picture-Window Oven 
provides safe, balanced heat; Slide-out, 
Drop-front broiler barbecues and grills 
to perfection. 

Add these features to scores of others, 
and you'll get an idea of the sales sensa- 
tion the new Norge CP Gas Range will 
be in ’52! 





NEW Tele-Speed Feature on New 
NORGE Electric Range lights the way 
to bigger sales for dealers 


Ever hear a customer complain about 
complicated instrument panels? Con- 
trols that need a “master-mind” to 
figure out? 

Switch on this new Norge Electric 
Range and watch her eyes light up! 
Instantly, the new Tele-Speed on the 
back panel flashes on—tells her at a 
glance (even from across the kitchen) 
which unit is operating and which of 
the 7 cooking speeds is on! No compli- 
cated color schemes to memorize. 

There are four Tele-Speeds on this 
new Norge—one for each surface unit 
and the deep-well cooker. You guessed 
Model E-88 it! Only Norge has ’em! 


YOU WON'T KNOW WHAT YOU'RE 
MISSING IF YOU DON'T SELL 


The line that pays off for the dealer { 











New NORGE Fully Automatic 





Stace! 


ELECTRIC RANGE 


tops the field in features that sell! Two Pick-A-Pan Cabinets plus the sensational 
Tele-Speed heat indicators plus dozens of other sure-fire features point the way 


to your biggest selling year—ever! 
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WITH TABLECLOTH aos a blackboard, H. B. Price, Jr., 
to C. M. Davidson, left, of Miami. Watching are Max Rhodes, Gordon Wisnewski, 


Lloyd Bell and C. H. Jett 


of Norfolk explains d point 


_ 


° 


CLARIFICATION of a point in Dr. Allen B. Du Mont’s speech is obtained by Sam 
Robinson of Denver. Waiting at the right is NARDA president Mort Farr, re- 


elected to a second term during the convention. 


NARDA Meeting: Short Course in Retailing 


Three hundred and fifty members attend the group’s annual winter meeting 


in Chicago and check their own experience against the words of experts. 


(hey figured on table cloths. Tight little hud 
dles gathered in corners to ask pointed questions 
lhe men who form the National Appliance and 
Radio Dealers Association had every dollar they 
ywned in the appliance business, and wanted the 
real McCoy in information. 

I'he occasion was the sixth annual mecting of 
the association in Chicago, January 13 to 15. 
When the shouting and the tumult died away, 
the 350 members went home with these impres 
SIONS 

Mort Farr, NARDA president: “There is talk 
of shortages. I believe we're going to feel some 
shortages in the more popular—probably promo 
tional—models in a few lines. It isn’t all a smoke 
screen.’ 

Raymond J. Hurley, Thor Corporation: “You 
hear that consumer durable goods will be cur 
tailed. Will this be a needle to stimulate busi- 


* 


ness in 1952? The public has been needled to 
death. I doubt it. The public just doesn’t scare 
any more.’ 

H. B. Price, Jr., Norfolk, Va., dealer: “Regard 
less of all other factors, there must be a limit to 
vour inventory investment. To a great extent this 
is determined by your net working capital. .. . 
(In addition) sales planning is necessary if you 
are to project your inventory needs over the im 
mediate sales period. ‘There is another important 
factor. The U. S. ‘Treasury will not accept inven- 
tory as payment for its share of the profits—taxes. 
It wants the biggest share and wants cash.” 

E. L. Hinchliff, Amana: “This industry (home 
freezers) has floated along on a practically con 
tinuous seller's market. As a result, manufacturers, 
distributors and dealers alike have become indif 
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ferent in their merchandising methods. Manu 
facturers have been indiscriminate in their choice 
of distributors. . . . Distributors have taken the 
shortest and easiest path to maximum volume at 
. Many of the present gen 
eration of appliance dealers have never learned 
how to do an intelligent specialty selling job in a 
buyer’s market I'he freezer market is still a 
specialty’ market and the greatest rewards will 


nunimum expense. . 


go to those dealers and salesmen . . . who go out 
and sell that product by straightforward specialty 
methods.” 

M. R. Norton, Wisconsin Power and Light: 
“Why shouldn't all of us (manufacturer, dis- 
tributor, dealer and utility) aim our sales ammuni- 
tion at the same customer at the same time? 
True, you may stumble over one another or the 
utility salesman running after some of the orders 
when they fall, but all of you will carry heavier 
satchels when you make your deposits at the 
bank.” 

Dr. Allen B. Du Mont: “Since the retail 
television dealer has such a large stake in UHF 
television, dealers should take steps to bring about 
its early adoption. Dealers should use aggressive 
promotion in all media to inform the public about 
UHF and the fact that VHF receivers can easily 
be adapted to it. They should urge the public 
when buying receivers to make sure their sets will 
be easily convertible. They should work closely 
with distributors, servicemen and UHF applicants 
for an early lifting of the ‘freeze’.” 

Richard E, Snyder, NARDA consulting econ- 
omist: “The greatest need in the field of retailing 
today is for you who are retailers to acquire a 
sounder knowledge of the basic economic facts 


surrounding your business operations. . . . It is 
possible to work out ‘market potentials’ for your 
business in your territory, simply by making use 
of published basic statistics that are available to 
anyone who wishes to use them.” 

Glen McDaniel, RTMA president: ‘Manufac- 
turers are in general agreement that: (1) television 
inventories generally will be lower and more 
realistic in 1952 than they were in 1951; (2) con- 
sumer purchasing is more stable and probably 
will continue so, with fewer peaks and valleys 
than 1951; (3) business on the whole will be 
highly competitive and salesmanship may mean 
the difference between profit and loss; (4) military 
production will not halt the manufacture of radio 
and TV receivers.” 

Walter Muhlbach, president of ICHAM: “Too 
long have we talked about the value of ‘satisfied 
customers’. Rather, we have got to develop dis- 
satisfied customers—customers who are dissatisfied 
with the old models and old inconveniences to 
which they have become accustomed.” 

Other speakers were R. M. Mitchell of Whirl- 
pool, Thomas F. Joyce of Raymond Rosen Co, 
Philadelphia, William J. Kelly of the Pennsyl- 
vania Co, Philadelphia, H. L. Travis of Nash- 
Kelvinator, Laurence Wray, editor of Electrical 
Merchandising, and F. D. Ogilby of Philco. 

Farr was re-elected president of the association 
with Price and Phil Umer of Bakersfield, Calif, 
re-named to the vice-presidencies. Ken J. Stucky 
was again made treasurer and Victor Joerndt of 
Kenosha, Wis., was elected secretary. Gross Wil- 
liams, Jr., Shreveport, La., and Jack Westley of 
Milwaukee became new directors. Paul Dettling, 
Herb Names and Urner were re-elected directors. 
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CONGRATULATIONS ore extended to vice-president CLOSE ATTENTION is paid speech by Tom Joyce of AMANA’S Ed Hinchliff, left, and dealer Jules Ventura 
P. S. Urner after his re-election by F. E. Morrison, the Raymond Rosen Co., Philadelphia, by Farr, him- of Kenosha, Wis., remain behind in deserted conven- 
right, of Rockford, III self an old customer of Joyce's firm. tion room to settle a point. 





MANUFACTURER AND DEALER in the persons of NARDA DIRECTOR H. L. Frankel of Huntington, LIVENING UP M. R. Norton’s speech was his demon- 
Thor's Robert Wilson and Ken Stucky, NARDA treas- W. Va., shows off one of his ads which aroused con stration of how to go after mallard ducks. Norton 
urer from Fort Wayne, visit between meetings siderable interest among other NARDA members. holds the gun and Farr gets the bird 


DEALER ADS occupy the attention of Davidson, L. Kessler of Harrisburg, Don COMMENT by Walla~e Johnston, right, of Memphis, leaves NARDA vice-president 
Gabbert, Minneapolis, Leonard Niederriter, Erie, and Roy Springer, Superior, Wis. Price open-mouthed. 
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SOMETHING REALLY NEW 














NEW! THE G-E ALL-PURPOSE FAN. At last, a fan that offers safety-minded 
design. But you can sell your customers more than just peace of mind with 
G.E.’s smart new finger-guard grille and “‘safety-depth”’ cabinet . . . this 
frost-grey beauty will add a style note to any room, any decor. Versatile, 
too. Sell it for use as a floor, table, or wall circulator, or as a window venti- 
lator. Retails for only $34.95* 





G-E Fans and Circulators give you extra coolness... 
PLUS : 4. New safety-minded design. These whisper-quiet G-E Fans and 


That’s an important point in any Circulators will never interrupt a con- 


home—and it’s a “must” in versation, never disturb a night’s sleep. 
homes where small children play. 


Service-free dependability. G-E Fans a 
S.. and Circulators don’t even need oil- 
ing for at least 10 years. 
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NEW G-E TWIN-FAN VENTILATOR. The best friend a summer bedroom ever NEW G-E FLOOR-CIRCULATOR. Has two sets of fan blades (instead of the 


had! Or any room, for that matter! Its two fan units can be reversed, to- 


ei sy) : 


gether or singly, to blow stuffy air out, draw fresh air in, for gentle and effi- 
cient air circulation. Automatic ‘‘Fantrol’”’ turns fans on or off with tem- 
perature changes. Portable. Fits both sash and casement windows—easily 
and quickly. Retails at just $74.95* 


FOR ALL PURPOSES, at all prices, G. E. makes a complete line . 
of fans. For home, office, or commercial use. General Electric 


usual one) for “‘whole-room”’ air circulation—wall to wall and floor to ceiling. 
Does the work of several fans, and doubles as a handy piece of handsome 


furniture—as a hassock, a table, or a TV seat. Frost-grey; blends with any A 
color scheme. Retails at a thrifty $64.95* 


aaa 
wake 
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* Prices subject to change without notice. 


Company, Small Appliance Division, Bridgeport 2, Connecticut. 
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As you can tell at a glance: here’s something really 
new in fans—and fan promotion. 

More than just fans! You can take our word for it, 
they’re as new in cool-breeze performance as they are in 
their smart good looks. 

What’s more, they keep your customers pleased and 
loyal by giving them a big triple plus in safety-minded 
design, restful quietness, and attention-free depend- 


IN KEEPING FOLKS COOL 
(AND KEEPING YOUR FAN BUSINESS HOT)! 


ability. All are backed, of course, by General Electric’s 
famous over-the-counter warranty. 


And here’s the pay-off: to help you make the most of 
the profit opportunities in this smart new line of fans 
and circulators, General Electric is backing them with 
the greatest promotion campaign in all G-E Fan history! 
Better call your General Electric Fan distributor today 
and get the full story! 





GE gives you a triple plus in promotion too ! 


[% 














2 rn ean vewTHATOR a 


5 | alld a | 


A real traffic-stopper in your window or on 
counter. Full color. Attractive snow man 
with scarf that flutters when fan is on. 





A real “‘silent salesman’’ in full color. 
No complicated setting up. Attaches 
to fan in a jiffy. 


Counter displays, fan merchandisers, 
plenty of hard-hitting display ideas, 
including balloons, window stream- 
ers, mail-stuffers, price tags, etc. 
Ask your distributor. 


CALL YOUR G-E DISTRIBUTOR TODAY AND GET YOUR ORDER IN EARLY 


GENERAL @@ ELECTRIC 
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DIVISIO 


ICE CREAM FREEZERS for home use are rapidly 
gaining popularity. C. J. Townsend of Kitchen Aid 
shows a model to Murray Bailes of L. Luria, New York 
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VENTILATING FAN 
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A NEW seven-inch ventilating fan for ceiling or wall 
s demonstrated by C. W. McLaughlin of Fasco 





BOSTON BUYERS George and Edward Feldman listen 
as Bill Garside presides at the Dormeyer exhibit 
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HOME ECONOMIST Mary Franklin explains Rival’s 
“Steam-O-Mist’’ promotion to George J. Bollstetter 
of New York City. 





A SALES PITCH with gestures is delivered by Arvin’s 
Walden Johansen as he presides over his firm’s dis- 
play of heaters. 


Housewares Show - Two Records 


Attendance and exhibitor marks are broken but buyers see little new mer- 


I'wo new records were chalked up during the 
1952 National Housewares Show held on Chi- 
cago’s Navy Pier in January. 

Registration of over $8,000 visitors constituted 
1 new attendance record for the show. Exhibitors 
established a second new mark when the opening 


of the nearby Drill Hall enabled about 100 manu- 


facturers to set up exhibits there. (Only a small 
number of the Drill Hall occupants, however, 
were electric housewares manufacturers. ) 

“Normal,” “generally good,” and “better than 
expected,” were comments on business most often 
heard from exhibitors. Talks of shortages and 
scare buying were a thing of the past, although 
copper was still said to be a serious bottleneck 
especially for manufacturers of automatic coffee- 
makers 

Exhibitors generally seemed satisfied with busi- 
ness. This was particularly true of those showing 
newer items such as deep fat fryers and combina- 
tion broiler-barbecuers. The barbecuer attach- 
ment, according to one exhibitor, seems to have 
opened a new interest in the broiler business from 
sections of the country never before interested 
in broiling equipment. F 

As was anticipated, few new products were 
presented other than fans. Waring’s new 2-speed 
“Blendor” with a new exterior design, and Fry- 
ryte’s colored deepfat fryers were probably the 
newest product developments shown. Waring 
also presented a model of a new portable hand 
“Mixor” which they expect to have in produc- 
tion late in April or early May. 

In the fan classification, electrically reversible 
window fans—some with twin fans—and hassock- 
tvpe floor fans continued to be popular. A variety 
of multi- and dual-purpose fans were also intro- 
duced: K-M’s portable “Duo-Aire” that can be 
converted into a hassock; G-E’s square portable 
fan that tilts from horizontal to vertical in a 
variety of positions, and can also be used as a 


window fan: Fmerson Flectric’s du2l-nyrnose 


pedestal type circulator-window fan; Westing 
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chandise—except in fans, where several firms expand their lines. 


house’s ““Debonaire’™’; and Lau’s combination win- 
dow-portable fan. 

I'win-fan window models for casement win- 
dows (Kisco and Schwitzer-Cummins) as well as 
for regular sash windows (G-E and Westing 
house) were new items. Robbins & Myers fea- 
tured a 30-in. attic fan. Fresh’nd-Aire extended 
their line by adding a new dehumidifier and two 
window-type air conditioners. 

The trend toward color in electric housewares 
was carried forward with the introduction of a 
line of colored deepfat fryers by Dulane. Nesco 
representatives are also said to have hinted at 
colored roasters in the near future. 

A new automatic percolator displayed by Dura- 
lux, was designed especially for house-to-house 
selling. Son-Chief also displayed an automatic 


toaster slated exclusively for house-to-house trade. 


While prices held firm, some manufacturers 
acknowledged the general trend toward economy 
on the part of consumers, with special offers and 
promotional deals. Universal and Arvin each 
featured automatic irons selling for $9.95 to 
reach consumers who can’t afford higher prices. 

Promotional deals that were well received in 
cluded: K-M’s offer of a plastic clothes dampening 
bag, plus a 15-day trial offer on their regular iron; 
G-E’s plastic hassock fan cover offered as a mer- 
chandising accessory which distributors could sell 
or give away to their dealers; and Steam-O-Matic’s 
new “Steam-O-Mist” promotion which includes 
a solution to add sweet scents to clothes as they 
are ironed. 

Silex’s 2-check plan also proved attractive. In 
this plan a distributor buys 3 steam irons and 
gets two $1 checks—one for himself, the other 
for the retailer who buys the irons. Checks are 
redeemable by mailing to Silex. 

Casco announced a TV plan of cooperative 
advertising that makes available to retailers a 
continuing TV program in their local market. 

A five-fan merchandising package was offered 
to dealers by Fresh’nd Aire. 
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OVERSEEING the introduction of his firm’s new air- WARING’S J. P. Mcilhenny shows off his firm’s two F. W. BURMEISTER singles out a table fan for atten- 
conditioners was Hugo Hartman, general manager new products—a ‘‘mixor’’ and a new, two-speed tion from the cameraman. Robbins & Myers showed 
of Fresh‘nd-Aire. “'blendor.’’ Mixer will be available in April or May. full line of desk, hassock, window and attic fans. 


HALF-MOON glasses modeled by S. G. Fisher of Landers, Frary & Clark, amuse BUYERS R. W. Brown and W. L. McGuingal of Woodward & Lathrop, Washington 
Anne Noone, ELECTRICAL MERCHANDISING and W. E. O’Brien, Toastmaster. listen to Birch Vermillion’s pitch on a new Knapp-Monarch fan. 


THREE-MEN from Sperry-Hutchinson, New York, listen to Hamilton-Beach’s Fred WARMING UP TO HIS PITCH, Irving L. Kordenbrock, center, tells Mr. and Mrs 
S. Tuerk, second from right. They are V. C. Mills, F. L. McCabe and W. A. Kirby. S. J. Lonergan about his Emerson fans. Latter heads Lonergan Mfg. Co 
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W RINGER AUTOMATIC DRYERS IRONERS COMPLETE 
WASHERS WASHERS GAS & ELECTRIC PORTABLE & CONSOLE LAUNDRY UNIT 


THE MOST SERVICE-FREE HOME LAUNDRY APPLIANCES IN AMERICA 
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Water and Electrical Circuits 


don’t mix...when they do 
you have service problems! 


Ger rid of the complicated electrical circuits in an automatic 


washing machine, and you get rid of costly service headaches! 


Electrical timers have been the bane of automatic appliances. 


Solenoids too have contributed to their share of service calls. 


That’s why Blackstone builds an Automatic that’s 100% 
mechanically (not electrically) controlled... with 1 electric motor 
instead of 3 or 4...with 4 feet of electrical circuits instead 

of 40... with a positive, patented mechanical timer instead 

of one that’s motor-operated...with no solenoids, 


no temperamental gadgetry. 


And a Blackstone dealer adds the savings from a service-free 
operation to the healthiest profit story in the industry! 


No wonder... 


There has always been a waiting list for Blackstone 


We have never been able to build enough Blackstone Automatics to supply 
the demand. (Our national advertising headlines this fact today.) 


When material restrictions permit, expanded facilities will vastly change 
this picture. 


And hand-in-hand with increased production will come the greatest sales 
and advertising program in Blackstone history. 


Blackstone 


The oldest manufacturer of home laundry appliances 
BLACKSTONE CORPORATION, JAMESTOWN, NEW YORK 
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GRABS A NEW, 
UNTOUCHED MARKET- 


PORTABLE SPOT 
REFRIGERATION 








A new profit item 
for 
Electrical Dealers 


tte eel SASS SSSVSS 





a 
22%" High 


New 
Dual 
Voltage 


COOLING UNIT 


6, 12, 24, 32, 110, 220 volts 
Dual Voltage—giving any combination of any low 
voltage with 110 volts or 220 


AC or DC any cycle Tiny electric element 
Absorption principle Silent as the falling snow 
No moving parts G d—W d 
AVAILABLE IN WALNUT, BLOND 
MAHOGANY AND WHITE FINISHES 











PORTABLE SPOT 
REFRIGERATION 


@ new concept — a new product 
to fill an old need . . . refrigeration 
where and when you want... 









Tremendous dealer sales possibilities 
in this new small refrigerator 


FOR HOMES + FOR BOATS + FOR TRAILERS - FOR HOME BARS - FOR MOUNTAIN AND RESORT 
COTTAGES + FOR BUSINESS AND PROFESSIONAL OFFICES 


Complete National Advertising 5 
Covering All Dealers... 3 


ASTRAL BLASTS 14 SALES AVENUES 


MASS CONSUMER HOME SALES POULTRY RAISERS 







DOCTORS AND DENTISTS VETERINARIANS 
| ARCHITECTS MOTELS 
BOATING ENTHUSIASTS TRAILER MANUFACTURERS { 





FOR FULL DETAILS WRITE DEPARTMENT 10 


PAGE 142 


MATERIALS 








Redesign to Meet the Pinch 


Appliance makers reach the point where savings 
of metal from minor changes aren’t big enough. The 
result: there may be some major redesigns ahead. 


The mobilization pinch on raw ma- 
terials is forcing home appliance 
makers to redesign many of their prod 
ucts from the kite chen floor up. 

It's an industry decision, but the 
manufacturers don't have much 
choice. Here's what they face 

They've gone about as far as they 
can in cutting use of critical materials 
by easicr production switches—doing 
away with gadgets and trim, substi 
tuting more available materials for 
critical metals, in parts and surface 
features. But for the rest of 1952, at 
least, they are going to have to cut 
back even further on use of some kev 
materials. 

Che materials situation shapes up 
about like this. Mobilization officials 
have warned the industry it will get 
less copper and nickel as military de 
mands rise this year and probably 
through 1953. Aluminum will get 
tighter, too, though there probably 
will be a little more next vear for con 


| sumer goods. 


So Far, So Good. Appliance makers 
have done pretty well with dwindling 
metal supplies so far. Despite gov 
ernment reduction of more than fifty 
percent in their steel, copper and 
aluminum supplies, they've kept ap 
pliance output at an average of about 
70 percent of pre-Korea rates. 

Industry people figure this rate is 
at least equal to current consumer de- 
mand for most appliances. But they’re 
convinced that demand, which has 
been light since the late 1950 scare- 
buying wave, will pick up steadily this 
vear. So there’s added incentive— 
beyond the struggle to stay in busi- 
ness—for getting the most possible 
production out of available materials. 

Besides redesigning, manufacturers 
are now talking of cutting the number 
of models, especially of major items 
like ranges, refrigerators and washers. 
Up to now such talk hasn’t been 
scrious because it was clear the gov- 
emment wouldn’t order reductions 
of lines. The government thinks that 
you save metal two ways by cutting 
models. First, it’s technically more 
economical to channel all vour metal 
into a few basic lines. Then, too, 
you can cut out all or most of the 
de luxe models, which chew up more 
metal than less expensive lines. 

Nickel: An Example. ‘The nickel 
situation points up the present pre 
dicament of much of the appliance 
industry. Nickel is needed in increas- 
ing quantities for jet aircraft and ord 
nance because of its heat-resistant and 
hardening qualities. Appliance makers 
have made drastic cuts in their use of 
this scarce metal: to 43 percent of the 
pre-Korea consumption for electric 
ranges, to 45 percent for washers, 


| to 35 percent for refrigerators. 


MARCH, 


A single company reduced its nickel 
use by 90 pounds per 1,000 refrigera- 
tors by using chrome steel instead of 
nickel stainless for shelves and other 
exposed parts. Another refrigerator 
maker went even further, saving 149 
pounds per 1,000 units by using en- 
ameled stecl and chrome, and elim 
inating all nickel plated and stainless 
parts. 

Savings by electric range makers 
amount to 1.43 pounds per range 
overall. But they are nearing the 
end of their rope on savings of this 
type. Nickel is essential for range 
heating units, as well as for heating 
elements in dryers, ironers and other 
products. 

There’s been almost as much con- 
servation of copper, which is just 
slightly less scarce and about as essen- 
tial for appliances as nickel. One 
producer of electric ranges rewired all 
his lines to save copper wire. Another 
redesigned valves and fittings to save 
18 to 50 percent of the brass used 
for each. Producers of all major lines 
have reduced the thickness of sheet 
copper—and aluminum and steel, too. 
A refrigerator maker saved 3,500 
pounds of copper per 1,000 units by 
cutting sheet thicknesses and elim- 
inating some copper entirely from 
other parts. 

Aluminum, Too. At the moment, 
aluminum is about as tight as copper 
and nickel. But because new alu- 
minum plants now being built will 
up the supply in a year or so, appli- 
ance makers are experimenting with 
it as a future substitute for copper 
in most electric conductor compo- 
nents. Meanwhile, they’ve made con- 
siderable savings through  substitu- 
tions. 

A manufacturer of home washers, 
for example, reduced his aluminum 
use last year by 150,000 pounds by 
using cast iron instead of aluminum 
die castings for motor end bells. An- 
other saved 400,000 pounds by using 
plastic instead of aluminum agitators. 
Most washer makers have substituted 
enameled steel for aluminum sheet in 
many parts. 

But you can’t take much more 
critical material out of appliances by 
this kind of substitution and simplifi- 
cation of parts and attachments. Next 
step is to design substitute materials 
into an entire product, to make those 
parts that still must consume critical 
metal more efficient. 

The consumer probably won’t no 
tice much outward change in the 
appearance of redesigned appliances. 
And the manufacturers insist their 
engineers still have lots of tricks up 
their sleeves and that quality of the 
redesigned appliances will not go down 
much if any. 


1952—ELECTRICAL MERCHANDISING 





¥ 
P 
Fi 
2 
o 4 


hear eh 


pepe Re Bae = SE enh tN . gtr 
cd E Siege Pieiesc*9 rte wheal iad na Aa a ey rps 


eaterne. 


2 9:5 eas 


ey 


Rose 





urt can make more 
washing machine sales 


for you-3 way 


1. New customers 


Make this money-saving offer—give 
a case of Surf — with the purchase 
of every washing machine. Talk 
about it in your newspaper advertis- 
ing — and in your window displays 
—and watch the customers come 
in! It’s a proved promotion that 
pays off in washing machine sales 
and profits! 


How could | resist 
a year’s supply of 


\ Surf—at no extra cost! 


\s/ 





2. Customers you can “sell up”! 


When you tell your customers about 
this big Surf offer . . . tell them how 
Surf saves time and work too. Ex- 
plain how Surf helps make your 
wringer-type machines work-saving 
wonders... how it helps your auto- 
matics work to perfection, and 
leaves them free of “ring” and scum. 
These are points that help you sell. 


| bought a better 
washer —because 
of that Surf “bonus”! 





C NO-RINSE f 


vERY! 


ts washday time 
OO in half! 


NO RINSING 
NEEDED 


3. Customers who can sell 
other women! 


Nothing sells washers like ‘“word-of- 
mouth” advertising — from one 
woman to another! Take advantage 
of this well-known fact, and get your 
customers to go out and sell for you. 
Offer them a case of Surf... a year’s 
supply .. . for every prospect they 
bring in who buys one of your ma- 
chines. They’ll tell their friends and 
relatives. And how your sales will 
show it! 


Pere e es Ss Ss SF SF SF SF SF SB SF SS SS SS Se eee ee ee 


CLIP THIS COUPON TODAY! 


Free kit of sales tools will help you 
dramatize this Surf deal ! 


17 pieces of colorful window trim 
Mats in 3 sizes 


ALL AVAILABLE FREE! 
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LEVER BROTHERS CO., vepr. 3794 


MIUM K 
390 Park Avenue, New York 22, N. Y. |_PRe eS BLANK | 





For use as “Sales Closers” with our washing machines, ship freight prepaid 
(express collect) and bill to us_____cases of No-Rinse Surf—24 packages to 
case (minimum order 3 cases). 
Price* schedule is 

3 through 34 cases—$6.75 less $1.75 advertising allowance each case 

35 through 74 cases—$6.68 less $1.75 advertising allowance each case 

75 or over —$6.62 less $1.75 advertising allowance each case 
You may take this order as our assurance that this Surf is not for resale and that 
we shall offer not less than 12 packages of Surf per customer to our washing 
machine customers and prospects; that we shall furnish you upon request a list 
of the persons to whom we give free Surf, as required by the terms of the Surf 
Washing Machine Premium Plan. 

(] Send me free kit of sales tools 


Name—__ 





Street sala i County 








oo eres — —____State — 


Ordered by ———__ . : ! a dan ai RAERTEON 
*These are correct prices at press time. All prices subject to change without notice. 
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Where The Ads Ran 


The Advertising Checking Bureau 
last month released its summary of 
appliance advertising in newspapers 


7 
during 1951. Refrigerator, TV and J oO oO Ps 
radio advertising was slightly lower 
than in 1950 while ads on washers Gm & % F 
remained about the same as in 1950. 
Product by product, here’s the way TRADE MARK 








the Bureau saw the ad picture: 
Refrigerators (110 cities checked): 


Advertising was five percent behind <sne EE LEADS OFF BIG CAMPA IGN 
1950 but 14 percent ahead of 1949. Foe ws 
The three leading brands accounted « 


for 14.7. 13.5 and 11.6 percent of the wo N io HOMEMAKERS ADMIRE, DESIRE 





total. Leading cities for refrigerator 
ads were Los Angeles, New York, St. 
Louis and Baltimore 

Freezers (110 cities checked): In 
1951, 37 percent of freezer advertising 
was done by one chain of retail out- 





lets 
" Electric ranges (68 cities): Three 
‘ brands accounted for 42 percent of 
; the total. Boston, Nashville, Indian- 
$ apolis, Milwaukee, Portland, Seattle 


and Tacoma were among the leaders 
with Norfolk also rating high on the 
| basis of its population 

Washers (81 cities): In 1951, 58 
percent of washer ads were on auto- 
matic models, up from 53 percent in 
1950. New York, Baltimore, Boston, 
Houston and New Orleans were the 
leaders in washer advertising. 

Dryers (71 cities): Last year 73 per- 


Dominion has the 





t cent of dryer advertising was on elec- 
tric types. The leading brand had 38 
; percent of the total and the second 


’ . } <¢ 
brand had 30 percent. The remainder +.Ss, A 7 complete program 
was divided among eight other brands ‘ fF 
TV and radio (49 cities): Ads on 
TV led radio ads 11-1 and 75 percent 
of this volume was done by dealers, 
the remainder by national placements 





that builds your profit 


volume when you... 


TIE-IN LOCALLY 


Gibson Campaign 

New prices on its refrigerator, range 
} ind freezer lines were announced in 
late January by the Gibson Refrigera- 
tor Co, as part of what the firm called 
the “greatest selling campaign” in its 
history. 


eS en mel gee ge 


Other phases of the campaign in- 
clude a special financing plan, a new 
type cooperative ad plan designed to 
eliminate what Gibson called “hit 
and miss” local advertising, a “key 
city” advertising program, a tabloid 
broadside campaign and three 75-day 
“Diamond Jim Brady” sales contests. 


Record Ad Budget 


Westinghouse’s electric appliance 
division will spend more than $12 
million in advertising and promotion 
during 1952, setting a new record for 
the division. 

Of the total, three million dollars 
will be assigned to cooperative adver- 
tising, making it the biggest single 
item in the advertising budget. Ad 
manager J. R. Clemens also an- 
nounced that the division’s key city 
advertising budget had been increased. 

The company will underwrite two 
major television programs during the 
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THAT WILL MAKE MILLIONS OF SMART 
AND REQUIRE DOMINION APPLIANCES ! 
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STOCK UP 
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DISPLAY 
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FOR COMPLETE INFORMATION 
Send this coupon to 


DOMINION ELECTRIC CORP., MANSFIELD, OHIO 


Company 





a City 
Address 


Ne ne 
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year. The appliance division’s share 
of demonstration costs on Studio One 
has been upped from $1.15 million to 
$1.65 million. In addition, the divi- 
sion will bear “a good part” of the 
costs of television and radio coverage 
of the political conventions and elec- 
tion campaigns. 

Additional effort is being made in 
mass circulation magazines, women’s 
shelter, small town and rural maga- 
zines, Clemens said. Merchandising 
and trade publication advertising will 
be about the same as 1951. 


Billboards and TV 

Sponsorship of a series of radio-TV 
attractions and the beginning of a 
24-sheet outdoor poster campaign 
were announced in January by Ad- 
miral Corp. 

Biggest TV-radio event to be cov- 
ered will be the national political con- 
ventions in July and election day re- 
turns. Admiral will use the full ABC 
radio-TV network. (Appliance-radio- 
TV firms now have announced spon- 
sorship of three of the four network’s 
TV coverage of the convention. West- 
inghouse will sponsor the CBS cov- 
erage, Philco the NBC.) The Admiral 
sponsorship of these events constitutes 
a $2,000,000 package, according to 
Admiral executive vice-president John 
B. Huarisa. 

Two sports events—the Golden 
Gloves finals this month and the All- 
Star football game in August—will also 
be sponsored by Admiral. Du Mont 
will carry the telecasts while Mutual 
will handle radio coverage. 

The firm has also begun sponsor- 
ship of a 25-minute Sunday series on 
the CBS radio network. The show is 
called “World News With Robert 
Trout” and will be broadcast at 5:30 
p.m. E.S.T. 

Radios are currently being featured 
on the firm’s outdoor postings, which 
are appearing in 202 cities. Refriger- 
ators will be shown beginning March 
15. 


Lewyt Ups Ad Plans 


Advertising, merchandising and 
dealer programs will cost Lewyt Corp. 
almost a million dollars for the first 
six months of the year, Donald B. 
Smith, advertising director of the firm, 
said recently in announcing plans for 
stepped-up campaigns. 

The theme “Quiet, Powerful, and 
No Dust Bag to Empty” will run 
throughout the consumer ads, which 
will also tie-in Lewyt’s “10 second 
demo”. In addition to consumer mag- 
azine ads, the company has scheduled 
an extensive outdoor poster program 
and will run a complete trade paper 
campaign. 


Operation 90 

The Pfaff Sewing Machine Corp. 
will spend over $650,000 during the 
coming year on advertising and pro- 
motional efforts, with major promo- 
tional emphasis being placed on what 
the firm calls “Operation 90”. The 
entire campaign is designed to com- 
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NOW! ives vou ores 


Only the New 1952 Servel with PERMRIAEOLD 
gives you these revolutionary selling exclusives! 








RUNS ON GAS 


GOES INTO OR ELECTRICITY! 


ACTION WITH A 
CHANGE OF EVEN 
ONE DEGREE! 





1°’ 
: ~ FREEZING SYSTEM 
NO MOVING PARTS ‘ _ GUARANTEED 
IN FREEZING SYSTEM! 7 FOR 10 YEARS! 





Ne armen eens ea Ae 





@ CHOICE OF Ce 7, 
— | PERMANENTLY 


INTERIOR 


COLOR DECORATION! SILENT! 





tj Automatic Defrosting! Yes, auto- Odds & Ends Basket! Neat, handy Adjustable Shelves! Strong, Uni- 

World S Greatest matic! A big fresh-foods feature catch-all for small items that chrome shelves can be adjusted 

every woman demands. And she get lost and forgotten. A special for any interior arrangement. 

2 - gets it with the new Servel! eature for busy housewives! Makes room for those big items! 
Combination of 

Butter Conditioner! Available in Dew-Action Fresheners! Wide, deep Choice of Interior Color Decoration! A 

° every Servel model—really keeps fruit and vegetable drawers— big selling plus for you! Wonder- 

Interior Features! butter at economical spread-easy keep that natural freshness in ful, sparkling colors—icicle blue, 

foods. Yours—in the new Servel! sunfrost green, luminous gold! 


temperature! 
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REFRIGERATOR-HOME FREEZER 
SELLING STORY EVER TOLD! 


it’s here! New 1952 Servel with 
world’s most advanced freezing system 








Throw your doors open wide, Mr. Dealer! We're telling America about 
this new kind of refrigerator—and a world of new customers are headed 
your way! 

Welcome them with the greatest selling story ever told—-show 
them the New Servel with PERMACOLD—the most advanced freezing 
system ever known. The freezing system that runs on gas or electric- 
ity--and gives you so many exclusive sales points no other refrigerator 
can possibly compete with it! 

Yes sir! There’s smooth sale-ing ahead—and lots of it! Because 
your customers are looking for the newest, the best—and the new 1952 
Servel’s got it! Servel, Inc., Evansville 20, Indiana. In Canada, Servel 

Canada) Ltd., 548 King St.,W., Toronto, Ontario. 





. THERE ARE NOW TWO TYPES OF REFRIGERATORS: 








ou'RE ONLY 
Auf IN BUSINESS 
ip you DONT 
 géut THE NEW 
Zi, 1952 SERVEL! 





H 






lle 


MOTOR 
COMPRESSOR 


Motor and other moving parts 
subject to wear. Repairs costly! 
Seldom noiseless—may become 
more noisy with use. Constant, 
proper ag gene difficult to 
maintain. Never guaranteed for 
more than 5 years! 


SERVEL 
PERMACOLD 


No moving parts—nothing to wear 
—ever! Dependable temperature 
~goes into action with a change 

of even one degree! Permanently 

silent! Runs on choice of gas or 

electricity! Only system with 10- 

year guarantee! 








D BY 
BACKE p-HITTING, HAR 


NATIONAL A 
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p-SELLING 
DVERTISING! 





| i ... Make certain they 


| buy it from YOU! 
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GAS OR ELECTRIC 
REFRIGERATORS 

























How can J maintain 
Volume when 

appliance production 

goes down ? 
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There is no better answer! No matter where 
you are, no matter what you sell, you benefit 
when you handle TK Monotube* surface 
cooking units. Here’s why: 

EXTRA PROFITS! Thousands of units need replacing every 
month. It's good business. Business you should have! 

GOOD SERVICE INSURES FUTURE PROFITS! When o 
housewife can't afford a new range just yet, she still wants 
Monotubes. Service her old range now — and you'll sell her 
a new one later on! 

YOU BUILD GOOD WILL. Customers appreciate the service 
you render in helping them get further use from old ranges; 
tell friends and neighbors. 

TK Monotubes are easy to sell! Women love 
their speed, uniform cooking heat, and easy- 
to-clean features. No wonder! The broad, flat 





How can our utility 
be of greater service to 
people in our community 
in the days ahead ? 









Stock and Sell 


TUTTLE and KIFT, INC. 
Ce aubsidiay yf Seno Coporiiion 


1835 N. MONITOR AVE. ¢ CHICAGO 39, ILLINOIS 




























How can I find 
new prospects for 


appliances and keep 
in touch with them ? 



















































coil provides up to 32.8% more contact with 
utensils for fast,economical cooking. All heats 
are in the one coil... no “hot spots” or “cold 
spots”, no special switch positions to re- 
member. And—thanks to “swivel action” — 
the TK Monotube is the easiest-to-clean unit 
ever made! 


Minimum inventory. The TK line is simple 
to stock. All you need are 4 basic units 
and 9 pans! 


Why not get started NOW? Contact your dis- 
tributor for our Replacement Unit Manual 
No. 5. It’s full of tips on how to ring up extra 
profits. Also contains complete information 
on TK Water Heater Replacement Units. 
*T.M. Reg. U. S. Pat. Off. 




















CMonetiubes 


for Replacement! 
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memorate the firm’s ninetieth anni- 
versary. 

Operation 90 consists of six pro- 
motional kits. Three are designed for 
use on Valentine’s Day, Easter, and 
Mother’s Day while the remainder 
contain a June bride promotion, an 
introductory campaign for new deal- 
ers, and a tie-in promotion for use 
with the firm’s national ad program. 

The national advertising campaign 
will be kicked off with a double spread 
in Life during “Save and Sew Week” 
and will be followed by four-color 
and one-half page ads in other con- 
sumer magazines. 


Preview Promotion 


The largest promotional campaign 
in the company’s 31-year history pro- 
vided the highlight of a two-day sales 
conference held recently by Domin- 
ion Electric Corp. for its sales or- 
ganization. The campaign was de- 
scribed by vice-president R. Shaffer. 
Other speakers included sales manager 
M. V. Rutherford and Jack Minor 
who exhibited new dealer displays 
and merchandising material. 


Promotion Briefs 


@ The most extensive cooperative ad 
campaign ever placed behind Cory 
and Nicro coffee brewers has been 
authorized by Cory Corp. To qualify 
for the coop advertising the dealer 
need only buy a single Cory or Nicro 
merchandise deal. 


@ Prints of two Hotpoint color movies 
on kitchen and laundry planning are 
being released through a national film 
distributor who guarantees _partici- 
pating dealers and distributors a mini- 
mum of 30 showings a year per print 
with average audiences of 180 people 
Participating dealers will assume the 
cost of three cents per prospect. 


@ Free trips to Mexico or Bermuda 
for Raytheon dealers and their wives 
highlight the 1952 promotional cam- 
paign announced recently by Belmont 
Radio Corp. Also featured is a “‘treas- 
ure chest” contest for consumers. 


Crown Winner 





















































































ROBED as ‘’Mr. Water-Hotter of 1951,’ 
E. C. Morefield, a divisional manager for 
White Products Corp., accepts congratu- 
lations from A. D. Vining, vice-president 
and general manager of the firm. More- 
field won contest among firm’s divisional 
sales managers for achieving greatest per- 
centage of quota. 
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| PUT THE BITE ON 
EVERY WATER HEATER! 


“Ruthless Rust” . . . water 
heater enemy No. 1 . 

murders ordinary water 
heaters! 






| AIN'T LICKED YET! 
| GOT CONNECTIONS ! 













Four B. I. protects Permaglas Water Heaters 
e with glass-surfaced steel tank! 





























attack on fittings and exposed metals! 


“Ruthless Rust,”’ still defiant, oat | 








There's only ONE Permaglas . . . and it 


COSTS NO MORE 


than ordinary water heaters! 





AO.Smith 


AUTOMATIC WATER HEATERS 





SALES: Boston 16 * Chicago 4 « Dallas 2 * Denver 2 
Detroit 21 + Houston 2 + Los Angeles 12 + Midland 5, 
Texas * Milwaukee 2 * New York 17 « Philadelphia 2 
Pittsburgh 19 « Seattle 1 + Tulsa 3 * Washington 6, D.C. 


SERVICE: Chicago17 « Dallas! «Los Angeles12 * Union, N.J. 


International Division: Milwaukee 1 


Licensee in Canada: John inglis Co., Lid. 
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Four B.1. puts Officer Newt on the job 
¢ to thwart Ruthless Rust’s new attack! 








PERMAGLAS Water Heaters are completely protected from 
all corrosive attacks . .. protected by Four B.L, the four 
basic improvements provided by A. O. Smith in Perma- 
glas Water Heaters, exclusively. 


poo PERMAGLAS HAS Four BI PROTECTION 
The Four Basic Improvements are: 
1. Glass-surfaced steel tank that can't rust because 
glass can’t rust! 
2. Absence of dissimilar metals inside the tank! 
3. Interior tank fittings shielded from el lytic action, 
the cause of all corrosion! 
4.“Nevutrolizer” . . . the anti-corrosion stand-by 
protector! 
eres 








A gripping tale that points a moral: 
water heater sales are easy when you sell... 


rmaglas 


> AUTOMATIC WATER HEATERS 


THE FIRST water heater with a glass-sur- 
faced steel tank that can’t rust because 
glass can’t rust! 


THE ONLY water heater with Four B.1. Pro- 
tection against all corrosive attack! 


UG-G-GH! CAN'T 
PUT THE BITE 
ON THAT 
WATER HEATER! 








“Ruthless Rust” is completely 
'e defeated by Four B.I. Protection! 
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Millions of home owners... will read this 
uncensored story in full page ads in: LIFE, 
April 7th issue, April issues of BETTER HOMES 
AND GARDENS and LIVING FOR YOUNG HOME 
MAKERS... and in May issues of AMERICAN 
HOME and HOUSE 8EAUTIFUL. 


This advertising is the beginning of a con- 
tinuing campaign that will keep Permaglas 
in commanding lead with nation-wide con- 
sumer acceptance. 


Contact your Permaglas supplier for your 
Four B.I. promotion kit...and mail the coupon. 


" A.O.$mith Corporation @- 


Water Heater Division 
Dept. EM-352, Kankakee, Illinois 


my pocket, selling Permaglas Water Heaters. 


Name 














Send me the complete, uncensored story of ‘MURDER 
IN THE TANK” and how it can put more money in 





Firm 





Address 





City. Zone. State. 
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Two Veterans Die 


Ihe appliance industry lost two of 
its pioneer members in January when 
Fred Wardell, founder of the Eureka 
Vacuum Cleaner Co., and Jabez C. 
Nelson, former president of the Easy 


‘the Bi name in lroning Tables a SS oa 

















died within a fortnight. 
Wardell, who organized the Eureka 
4 firm in 1909 with a capital of $1000, 
died on January 13 in Long Beach, 
Calif. A resident of Detroit, Wardell 


* was widely known as a philanthropist. 
Nelson joined Easy as a vice-presi- 

dent in 1920 after long experience 

with several transportation companies. 

He was elected president of the com- 

pany in 1936 and became chairman 

of the board in 1941, a position from 

® which he retired in 1950. He was 


at one time president of the Ameri- 
can Washer and Ironer Mfrs. Assn. 
and had been active in it (now the 
AHLMA) since its founding. 
































Bs 
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Three Die in Crash 


The January crash of an American 
Airlines plane in Elizabeth, N. J., 
DOUBLE TOP claimed the lives of three executives 
of the Carrier Corp. They were Carl 
U. Spriggs, manager of the firm’s 
dealer sales division, John F. Chester, 
director of public relations, and H. 
Lee Sterry, executive assistant. 





line McGrath Resigns 
. Frank McGrath, vice-president in 
with every wanted feature ae i tie te ae 


Co., Alliance, Ohio has resigned. He 

has formed the Frank McGrath Co., 

ee 99 It’s the best all-metal ironing table because it’s manufacturers agents, with headquar- 
SIT OR STAND easier to use, easier to operate (and easier to sell, ters in Alliance, Ohio. 

° too). Can be adjusted to personal height preference, McGrath came to the Appliance 

oh from low of 26” to high of 3514” at the touch of a Manufacturing Co. eleven years ago 


a _ Se finger. Strong and sturdy. Automatic when the firm departed from a strictly 
Wa bh) safety lock prevents accidental collapse. $ 95 private brand operation and launched 
7 | Established retail price, Model C-680 the “Duchess” trade name. McGrath 


had held a similar position with thre 


ADJUSTABLE Barton Corp., manufacturers of Bar- 
Quickly adjusts to seven different standing heights (3114” ton washers. 
(for stand-up ironing) to 3514"’). All-metal, welded and riveted construction— 


for a lifetime of service, satisfaction and $10) | 
convenience. | 
Established retail price, Model A-606 Lovett Advanced 


Fremont L. Lovett, vice-president 
Has same features as adjustable model ind general manager of the Rockland 


NON-ADJUSTABLE (above) excepting height control. $Q)95 | Light and Power Co., Nyack, N. Y.., 
Established retail price, Model P-600 | for the past 16 years, has been elected 
president of the firm. He succeeds 


PAD AND COVER SET SLEEVE BOARD Rockwell C. Tennev who has been 


Of long-lasting Sanforized material, tailored to fit all For ironing sleeves, shoulders, infants’ dresses, etc. elected chairman of the board. Lovett 
MET-L-TOP models. Another profit item for you. All-metal, ventilated, fire-proof, warp-proof. 











joined the firm in 1927 as general 
manager. 





Manufactured by GEUDER, PAESCHKE & FREY CO., Milwaukee 1, Wisconsin Wz Dooley Retires 


Richard F. Dooley, a vice-president 

of Admiral Corp., last month retired 
after having served the firm since its 
founding in 1934. He continues as a 
director and will be available for coun- 
sel as the need arises, Ross D. Sira- 
gusa, president and board chairman, 
said. 
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A NEW DIMENSION /N 
FARM MAGAZINE EDITING 





**Country Gentleman is edited for those progres- 
sive families who constantly seek help to improve 
their livelihood of farming—and to invest the 
fruits of their progress in a life of greater com- 
fort and contentment on the land. ‘Country Living’ 
is another expression of our editorial concept that 
the end product of good farming is good living.”’ 


ROBERT H. REED, Editor 


A Magazine-Within-A-Magazine Devoted to Better Living for 
Every Member of the Family in Today’s New Rural America! 


“Country Living” is a bold editorial 
response to the spectacular progress 
of the people of Agriculture 

From a life of drudgery and isola- 
tion to new leisure and participation 
in all the satisfactions of our modern 
world. 

“Country Living” is designed for 
the families of this new Rural Amer- 
ica who farm well to live well. It 
begins in the March issue of Country 
Gentleman with its own four-color 
cover. 

NEW—IN BREADTH AND DEPTH 
**Country Living”’ retains the 
women’s service material formerly 


carried in “Country Gentlewoman” 
—established in 1935 as the first 
complete magazine for home- 
makers within the covers of a farm 
magazine. 

It is an enlarged and broadened 
program for all the farm family— 
men, women and young people. It 
serves their whole wide range of 
better-living interests—in their home, 
their community, their world. 

And because successful living is 
more than food, shelter and cloth- 
ing, “Country Living” will penetrate 
the hearts as well as the minds of all 
the family. 


{ 


A NEW DIMENSION IN INFLUENCE 
“Country Living” is a natural exten- 
sion of the long service that has built 
Country Gentleman’s unmatched in- 
fluence with the people of the soil. 

Agriculture has made many strides 
forward in Country Gentleman’s 121 
years of service. In these advances, 
Country Gentleman has often led— 
always given impetus to progress. 

“Country Living” is a bright new 
example of sharp editorial sensitivity 
to change—and of editorial crafts- 
manship that has made Country 
Gentleman such a great force with 
The Best People in the Country. 


Country Gentleman 


A CURTIS PUBLICATION 





FEATURES OF 


Home Building & 
Remodeling 

Home Furnishings & 
Equipment 

Interior Decorating 

Gardening 

Outdoor Living 

Recreation 


ELECTRICAL 


Travel 

Successful Family Profiles 
Foods 

Fashions 

Beauty 

Handicraft 

Family Health 

Child Care 
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Children’s Department 
Teenagers’ Department 
Rural Youth Organizations 
Rural Women's Clubs 
Community Projects 
Religion 

Inspiration 

Shoppers’ Section 
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NEW VEE-D-X 


My 


PROVIDES 41% MORE 
GAIN THAN THE BEST 
5 ELEMENT YAGI 














NEW ROCKET BOOSTER 


Single channel mast-mounted booster pro- 
vides powerful 18 db gain. Amplifies signal 
at antenna height where 

most favorable signal-to- 

noise ratio exists. Uses 

only single 300 ohm 

transmission line. Has 

two components — (1) 

the mast-mounted boost- 

er, and (2) a control 

unit which fits snugly 

against back of TV se 














You can lick those twin 
demons of fringe area re- 
ception—'snow and ‘flop- 
over’ —with this sensational 
new extra powerful 8 ele- 
ment Yagi. Produces as 
much gain as a double 
stacked Yagi array! Yet it 
costs less, is easier to install, 
and provides better roof- 
ve sqpearence Has famous 
VEE-D-X pre-assembled 
construction. 


OUTBOARD BOOSTER 


REMEMBER .. . for the 
ULTIMATE IN SINGLE 
CHANNEL RECEPTION 
—install Long Jobn plus 
the new Outboard Booster 
or the mast-mounted 
Rocket Booster. In EX 
TREME FRINGE ARFAS 
both boosters can be used 
in combination for added 
gain. 


| THe LAPOINTE-PLASCC 
tindsor Locks, € onnecticut 


Gentlemen 


l) Street 


type booster 


Please send literature °o 


VEEDX | 


The original single channel outboard 
Packs a powerful gain 
which provides brilliant picture quality 
in fringe areas. Easily and quickly in- 
stalled by your maintenance men. Both- 
ersome tuning completely eliminated. 


yMOLD CORPOR ATION 


a the following 


Company Name 


Zone 


Fringe Areas Hold Vast Potential for TV Sales 


st 





| LEGISLATION 
| 


SUPPORTING prosposed Fair Trade legislation, J. H. Stock, chairman of NARDA‘s 
legislative committee, answers questions from three members of the House Inter- 
state and Foreign Commerce committee. From left to right are Rep. John A. 
McGuire, (D., Conn.), Rep. Percy Priest (D., Tenn.), and Rep. Robert Hale (R., Me.). 


New Life for Fair Trade? 


Its advocates introduce bills in Congress to repair 
damage done by the Supreme Court’s decision in the 
| Schwegmann case. Their prospects: only fair 


Proponents of Fair Trade, which 
| was laid to rest by a Supreme Court 
| decision last year, are busy trying to 

revive the corpse. If they succeed, the 
Fair Trade law will have teeth that not 
even the Supreme Court can pull. 

Hearings on the first of a half dozen 

Fair Trade bills got under way in early 
February. ‘Technically, these bills 
would patch up the holes that the 
Supreme Court picked in the Miller- 
Tydings amendment to the Sherman 
Antitrust Act. Miller-Tydings legal- 
ized contracts between manufacturers 
or wholesalers and retailers to main- 
tain prices. In practice, in the forty- 
five states with fair-trade laws, these 


| contracts had been enforced on non- 


signing retailers as well as on signers. 
In the Schwegmann case last May 
the Supreme Court held that there 


| was no authority for the non-signer 


clause in the Miller-Tydings act. For 


| all practical purposes this killed Fair 
| Trade. 


New Laws. The Fair Trade advo- 
cates set to work on legislation that 
would remedy the shortcomings of the 
Miller-Tydings act. In each of their 


| bills they took pains to spell out au- 


thority for manufacturers or distrib- 
utors to enforce price maintenance on 


| retailers, whether or not the retailer 


signs a contract. 

Gist of the argument of the fair 
traders is that without some sort of 
price maintenance the independent 
retailer is at the mercy of practices— 


effects on a manufacturer’s product 
when it is used persistently as a loss 
leader. Opponents of Fair Trade 
maintain that the main object of price 
maintenance contracts is to imsure 
the retailer higher profit margins. 
Actually, only about 10 percent of all 
consumer goods are fair-traded. 

The legislative drive is following 
two routes. One group headed by the 
National Association of Retail Drug- 
gists, is pushing the McGuire bill on 
which hearings were begun this week 
before the House Interstate and For- 
eign Commerce Committee. ‘The 
other group, headed by the American 
Fair ‘Trade Council, is supporting the 
Keogh Bill. 

Why Two Bills. Reason for the 
bills being introduced before different 
committees is that the McGuire bill 
amends the Federal Trade Commis- 
sion act and would provide for fine 
and imprisonment for violators. The 
Keogh bill before the judiciary com- 
mittee amends the Sherman Act and 
makes a violator liable for damages. 

The McGuire bill is rated the best 
chance of getting out of committee 
because of sympathetic committec 
members. Bills before the judiciary 
committee likely will have to fight 
their way out over the objections of 
chairman Emanuel Celler, who lines 
up with Federal Trade Commission 
and Justice Department against fair 
trade legislation. Even if the house 
passes a Fair Trade bill, it will have 


MAKERS OF THE WORLD'S | Civ 
MOST POWERFUL 


ANTENNA SYSTEMS 


| Your Name 
\ Name of Your Jobber 


i —-——— a 


such as use of loss-leaders—by large 
concerns that can run him out of 
business. They also cite the adverse 


MARCH, 


an even higher hurdle on the Senate 
side, with an inevitable veto awaiting 
it at the White House. 
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AGREAT TTAM 


GREAT WASHING 

COMPOUNDS NOW 
AT ONE SOURCE 
OF SUPPLY! 






















nue WASHERS! 


— 
ELECTi2g. 


i) 
'SHWASHING TTT) 



















SOAP h ea NEW "3-IN-1" 

Tt etic LAUNDRY DETERGENT 
Sells quickly, steadily .. . reduces service calls. Proper bal 
anced combination of soap (1)-—synthetic detergent (2)—and 
water softener (3). Produces cleaner, whiter washes. Rinses 
freely. No soap scum. Keeps machine clean, too. Prevents 
lime scale. Recommended for use in leading washers. FREE 
SAMPLES available for demonstration purposes. 


ELECTRA'SOL crtcecenr 

DETERGENT 
Fastest-growing dishwashing compound in America! Steady 
business from every dishwasher customer you have. Leaves 


=) tableware absolutely film-free, sanitized. Eliminates scum 
EHP and scale in machine .. . cuts down service calls. It's non- 
iil caking. Comes in handy, exclusive metal pour spout package 

Approved by leading dishwasher makers. 


For clothes 
WER AY 











MADE BY THE MAKERS OF SOILAX! —ssvues somstit'y: a0, 


ECONOMICS LABORATORY, INC., St. Paul, Minn. 





HANDY KIT FOR LOVELL DRYING UNIT 
MAKES OUTDOOR VENTING EASY! 





























Here are all the parts you need to adapt a Lovell drying unit attaching duct work, (3) A cover plate for front of lint drawer, 
for outdoor venting: (1) An exhaust tube, (2) A collar for (4) Five screws—No. 6 x % inches. 





ee 


— 






dite OF DRYER 











Here’s all you do to assemble adapter: knock out plug from on front of lint collector; slide lint collector back into exhaust 
hole in rear of exhaust duct; insert exhaust tube (1) through duct. (Red arrows indicate air flow; see how cover plate 
hole in base; attach collar (2) to base; insert cover plate (3) turns it back for rear venting.) 


T’S easy for you to vent a Lovell drying unit outdoors! Lovell provides a — 

simple outdoor venting kit that contains only a few parts. You can see for 
yourself (above) why it takes just a few minutes, little labor to install them. And 
you don’t disturb the dryer at all! 

After the drying unit has been adapted for venting, you just attach a 3” stove 
pipe to carry the air stream outdoors. What’s more, the lint remains in the collec- 
tor and isn’t vented with the humid air. 

Outdoor venting is a big talking point that will pay off for you in extra dryer 
profits. So add it now to your list of sales-building Lovell features. 

Lovell makes drying units for APEX, BARTON, CONLON, DEXTER, HORTON, 
THOR and other famous names. Although dryers are now in short supply, Lovell is 
producing all the drying units that government restrictions on materials will permit. 


America’s newest household blessing 


{ov ELECTRIC AND GAS DRYING UNITS tec or the 
<A LOVELL MANUFACTURING COMPANY ~»@ ERIE, PA. daaioaiienaee 


Also makers of famous Lovell Pressure Cleansing Wringers 


Look for the 
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APEX Cleaner 


Apex Electrical Mfg. Co., 

1070 E. 152nd St., Cleveland 10, Ohio 
Device: Apex canister type cleaner. 
Selling Features: Specially designed 
pancake-type motor equipped with 
fan diffuser develops suction of 75 
to 80 in. of water lift; equipped 
with pressure reducer for above-the 
floor cleaning; motor placed at bot 
tom of canister, lowers center of 
gravity of cleaner giving it stability 
and eliminating need of lifting 
motor when removing improved 
disposable paper dust bags; also in 
creases dust removing capacity; 
weighs only 15 Ibs.; compact—12 
in. high, 12 in. in diam. across rub 
ber bumper; equipped with remov 
ible 20-ft. cord which can be stored 
in top of cleaner when not in use; 
cleaning tools attached to 7-ft. hose, 
permits cleaning of entire room 
without shifting position of cleaner; 
designed by Dave Chapman; pastel 
green with chrome and gray trim. 


=> 
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NORGE Automatic Washer 


Norge Div., Borg-Warner Corp., 
Merchandise Mart, Chicago, 54, Ill. 


Model: Norge ‘““Time-Line” auto 
matic washer No. AW-422. 

Selling Features: ““Time-Line”’ con- 
trol located at convenient easy-to- 
sce and use level-on backguard 
panel; not a dial nor a disk, but a 
single easy-to-read _ straight line; 


pressing knob at “fill” position au- 


tomatically starts wash cycle action; 


water temperature selector has 2- 


ELECTRICAL 
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APPLIANCE NEWS 


NEW PRODUCTS 


NOTE: Prices given are those prevailing at close of issue. Not responsible for price changes, 


way switch to permit selection of 
“hot” water alone or “warm” a mix 
to 100 degs.; water flow inlet has 
non-back siphon air gap; safety re- 
set button; special 4 h.p. capacitor 
start reversible motor—one direc- 
tion agitates, the other spins; wash 
tub with tapered collar finished in 
grey porcelain enamel accommo- 
dates 8 to 9 Ibs. dry clothes; wave 
action agitator has 4 double vanes; 
porcelain drain tub collects drain 
water during draining action; wave 
action wash produces 4 definite 


movements of clothes through 
sudsy water—1 surface action; 2 
down through suds; 3, undertow 


action; 4 upward movement; mist 
spin spray rinses; tidal wave rinse 
action provides a 3-way rinse action 
—surface, agitated overflow; deep 
wave rinse; and super spin; total 
evcle takes 324 min., uses 11 gal. 
hot water, 234 gal warm water:—fill 
ind wash actions are adjustable. 

Electrical Merchandising, Mar. ’52. 





G-E Fan 


General Electric Co., Bridgeport, Conn. 


Model: A-1 portable fan 

Selling Features: May be used as 
ventilator as well as circulator—en- 
tire mechanism is enclosed in a 
2-tone gray rectangular plastic case 
mounted on wide rectangular base 
—front and back of case covered 
with louvered grills spaced closely 
as possible to keep out inquisitive 
fingers yet permit quiet volume air 
flow; may be used as a desk, table, 
window ventilator or floor circu- 
lator; can be tilted at any angle 
from vertical to horizontal; polished 
steel supports hold it in position 
without aid of knobs that must be 
tightened; weighs 94 Ibs; 2-speeds, 
delivers 1050 cfm at top speed; 
leads G-E. 1952 line which includes 
the twin-fan ventilator and hassock 
fan introduced in 1951 and pro- 
duced only in small volume, and 
standard 10-, 12-, 16- and 24-in. 


fans and a wall-cabinet ventilating 
fan. 

Price: A-1, $34.95 

Electrical Merchandising, Mar. "52. 
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QUICFREZ Freezer 


Sanitary Refrigerator Co., 
Fond du Lac, Wis. 


Model: Quicfrez 4 cu. ft. upright 
freezer, No. QU4B. 

Selling Features: Holds up to 200 
Ibs. frozen food, yet requires only 
+4 sq. ft. floor space; door opens 
like that of a refrigerator; exterior 
and interior corners are rounded; 
shelf arrangement provides 7 sq. ft. 
shelf area, and are removable for 
storing bulky packages; baffle door 
at bottom of freezer designed to 
prevent spilling out cold air when 
freezer door is opened, door can 
also be used as a shelf when foods 
are being placed in or removed 
from freezer; 4 h.p. hermetic sys 
tem; frigid wall construction elimi- 
nates plates and coils in freezer 
space; easily operated tight scal 
door requires only finger-tip pres 
sure to open. ° 

Electrical Merchandising, Mar. 52. 





UNIVERSAL Dryer 


Universal Major Electric 
Appliance Co., Lima, Ohio 


Model: Universal automatic clothes 
dryer No. UDE 220. 

Selling Features: “Sun-Sweet’’ 
germicidal drying element gives 
action of sunlight on clothes but 
eliminates possibility of fading; 16 
Ibs. wet clothes capacity; perforated 
steel drum with vanes for gentle 
fluffing action; drum speed 48 
rpm; water removal of 10 Ibs. per 
hr.; temperature ranges from 160 
to 185 deg.; Robertshaw Thermo- 
stat; Lovell Sun Arc element, 4500 
watts, 230 volts; suction-type air 





New Products Editor 


circulation 90 cfm; 16-in. diam. 
front opening; large lint trap; 
adapter kit makes outside venting 
of lint and moisture simple; easy 
to clean; automatic safety reset 
shuts off element if temperature 
goes to 210 deg. and automatically 
resets itself when it cools; 1/6 
h.p. motor; white Dulux enamel 
finish. Gas dryer also available. 

Electrical Merchandising, Mar. ’52. 





WARING Blendor 
Waring Products Corp., 
25 W. 43rd St., New York 18,.N. Y. 
Model: “Celebrity” Duo-Speed 
Waring Blender, No.PB-5. 
Selling Features: New 2-speed mo 
tor makes it possible to whip cream 
to right consistency blend ready- 
mix cake recipes and batters, soups, 
salads, deserts, as well as mix health 
drinks, puree foods for infants, spe- 
cial diets for invalids. 

Air-cooled, lifetime-lubricated, 4 
h.p. motor; 1-piece blade assembly; 
Pyrex container holds over 1-qt. 
liquid or batter; operates on 115 
a, a.c. or d.c.; white and gray 
plastic exterior. 

Price: $44.50. 
Electrical Merchandising, Mar. ’52. 





ARVIN Iron 
Arvin Inc., Columbus, Ind. 
Model: No. 2100-B. 
Selling Features: Redesigned 2100 


model with streamlined handle 
and control dial in black plastic; 
former model 2100 has a red plas- 
tic handle and dial and has a new 
number—2100R. 

Price: 2100B, $9.95; 2100R, $10.95. 
Electrical Merchandising, Mar. ’52. 
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FRIGIDAIRE Refrigerators 


Frigidaire Div., General Motors Corp., 
Dayton, 1, Ohio 
Models: l'rigidaire 1952 refrigerator 
line includes 4 types of models—3 
Imperial Cycla-matic control; 2 De 
luxe, 2 Master and 3 Standard 
model 
Selling Features: Imperial Cycla 
matic model IR-107 (top model) 
is a 2-door, 10.8 cu. ft. combina 
tion freezer and refrigerator. ‘l'wo 
other Imperial Cycla-matics IR-90 
ind IR-106 have same basic fea 
tures as 2-door model with singk 
full-length doors and_ separately 
caled-in food freezers; IR-106 has 
10.6 cu. ft. capacity; IR-90 has 9 
cu. ft. capacity; freezers hold 49 
and 43 Ibs. respectivel 
Cycla-matic, a new svstem for 
utomatic control of temperature, 
humidity and frost formation pro 
vides Levelcold, whereby constant 
temperatures are maintained in re 
frigerator 


Cold-Wall 


concealed 
chilling coils and a 


section by 





Refrig-o-plate on back wall; Cycla 
matic system regulates flow of cold, 
controls humidity, banishes frost 
before it collects, providing auto 


matic defrosting without clocks, 
timers, or heaters, (Refrig-o-plate 
attracts excess moisture, as soon 
as frost appears a thermostat shuts 
off refrigeration cycle until frost 
disappears, then turns cycle on 
again) Food freezer section is 
completely insulated, sealed from 
cabinet and has its own refrigerat 
ing coils in sides, back, top and 
bottom; no defrosting device in 
this section — temperatures main 
tained at constant zero-zone level 
for preserving foods for months. 

Separate Cold Wall chilling coils 
also produce right moist Levelcold 
in hydrators. 

Roll-to-vou aluminum = shelves 
roll out full-length on nylon rollers 
bringing foods at back of refrigera 











tor within easy reach; sliding utility 
trays for storing eggs, cheese, bacon 
and other small items, adjustable 


section divider for added storage 


convenience. Quickube ice trays 
have special shelves—no_ stacking 
on food; door shelves for keeping 
eggs, condiments and other small 
items 

DeLuxe models DR-97 and DR 
114 have 9.7 and 11.4 cu. ft. capac 


ity respectively; both models have 


freezer compartments holding 44 
lb. and 47 Ibs. frozen food re 
spectively; insulated door conserves 
cold in freezer, serves as shelf when 
open, closes automatically when e- 
leased; Roll-to-you shelves on nylon 
rollers in plated shelf finish; pull 
out hydrators; full-width chill 
drawer; door storage space; Quick 
ube ice trays; acid-resisting porce 
lain interior; spring-powered door 
latch 

Master models MR-76_ and 
MR-86 have 7.6- and 8.6-cu.-ft. 
capacities; full-width freezers hold 
38 and 41 Ibs. frozen foods; 2 
full-width shelves and constant 
low-cold temperatures keep all 
kinds of food safely frozen;  re- 
frigerated shelf  fast-freezes ice 
cubes—no stacking on food; in- 
sulated door; bar-type _ plated 
shelves close-grilled to keep small 
containers from tipping; lift-out 
half shelf; acid-resisting, drawer 
type porcelain hydrator; full-width 
chill drawer; Quickube ice trays; 
porcelain interior; door 
shelves. 

Standard models SR-60, SR-78 
and SR-88 have 6, 7.8 and &8 
cu. ft. capacities; SR-60 has large 
super-freezer for storing 16 Ibs. 
frozen foods; SR-78 super-freezer 
holds 19 Ibs and SR-88 holds 29 
Ibs frozen foods. Bar-type rust- 
resistant shelves; drawer-type hy- 
drators; cold storage tray; Quick- 
ube ice trays; porcelain interiors; 
adjustable cold control; SR-78 and 
SR-88 have door storage shelves; 
all standard models have spring- 
powered door latch. 

Electrical Merchandising, Mar. *52. 
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CROSLEY Refrigerator 


Crosley Div., 
Avco Mfg. Corp., Cincinnati, O. 


Model: DAD-95, a 9-cu. ft. auto- 





matic defrosting refrigerator has 
been added to 1952 line. 

Selling Features: “Soft-Glo”, a new 
complementary color has been 
added to crisper handles, freezer 
compartment door handle and tem- 
perature control knobs; freezer 
compartment hold 42 Ibs. food for 
storage or fast freezing; insulated 
self-closing door serves as handy 
rearranging shelf; 2 ice cube trays 
have lever for releasing cubes; all 
trays are in direct contact with bot- 
tom of freezer for fast freezing; 
aluminum cover over ice trays is 
an added convenience in freezer 
since food may be placed directly on 
top of trays; handy lift-out shelves 
provide room for bulky items or 
tall bottles; sealed crispers of clear 
polystyrene; automatic defrosting 
system is set to defrost every night 
at 3 a.m., although a clock con- 
trol permits user to change time as 
desired; automatic heaters remove 
frost from freezer compartment 
and top of baffle—melted frost 


drains into evaporating pan in unit 
dried by 
warmth of compressor,—operation 
is completed in few minutes and 
unit turns on again. 
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DEEPFREEZE Refrigerators 


Deepfreeze Appliance Div., 
Motor Products Corp., 
2301 Davis St., N. Chicago, Ill. 
Models: § new refrigerators, 9 and 
11 cu. ft. capacities 
Selling Features: Super Deluxe 
DWA-1150 and DWA-960, 11- 
and 9.3-cu.-ft. models feature auto- 
matic defrosting—unit defrosts it- 
self and disposes of resultant water 
through special evaporating system 
in compressor compartment. Re- 
styled interiors include newly de- 
signed control knobs and escutch- 
eon plates, re-designed evaporator 
doors with emphasis on color; 
adjustable anodized aluminum 
shelves with gold or bright trim. 
Featured in all models are full- 
length doors; 10-pt. temperature 
controls. Removable half shelves 
in 7 models; glass shelves form 
crisper lids in entire line; freezer 
compartments permit near-zero 





temperatures for preserving ap- 
proximately 50 Ibs. frozen foods. 
4+ models have specially designed 
additional space in door interiors 
for casy storage of bottles, eggs, 
vegetables; “Handy Jugs” also fea- 
tured in these models; all models 
have baked-on enamel finishes, 34 
fiberglas insulation; acid-resistant 
porcelain enamel interiors; auto- 
matic interior lights. 

Prices: From $269.95 to $449.95. 


5 
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INTERNATIONAL 
HARVESTER Refrigerators 


International Harvester Co., 
180 N. Michigan Ave., Chicago, 1, Ill. 


Models: 8 new 1952 International 
Harvester “‘femineered”  refrigera- 
tors. 

Selling Features: ‘Two models, 
G-93-D and G-85-D, feature “Tri 
Matic” defrosting—permits a 
choice of 3 different defrosting 
methods: (1) automatically de 
frosting requires setting a control 
dial and forgetting it—defrosting 
occurs automatically every morn- 
ing at 3; (2) electrically defrosting 
by changing control setting at any 
time—celectrically-operated defrost 
ing cycle takes only 15 minutes 
and does not affect frozen foods 

defrost water drains into a recep 
tacle near compressor unit where 
it evaporates—receptacle never has 
to be emptied; and (3), conven 
tional manual defrosting method 
when interior needs cleaning. 

Colored door handles introduced 
in 1951 have been retained; + 
models have green inner door panel 
and breaker strip; 2 of these have 
all-green interiors; 3 models have 
all white interiors; one has a green 
chill tray and freezer door; gold 
has been added, giving a choice of 
11 different door handle colors 
available; gold motif has been car- 
ried through all models in letter- 
ing, trim on freezer doors, “Pan- 
try-Dor” shelves and butter com- 
partments. 

G-93-D, top “Tri-Matic” model 
has fully colored interior; 50 Ib. 
horizontal freezer; cold-to-floor 
refrigeration; butter compartment 
with separate temperature control; 
4-shelf ‘“Pantry-Dor”’; full width 
chill tray; 2 stain-resistant porcelain 
enamel crispers—1 full-width holds 
23.3 qts; a 10.8 Ib. meat drawer; 
4 shucker-type ice trays; “Diffuse- 
O-Lite”; special summer-winter 
adjustment for cold air circulation; 
stainless steel shelves. 

(Continued on next page) 
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G-74, smallest model, has 7.4 
cu. ft. capacity, horizontal freezer 
holds 35 Ibs. frozen foods; green 
freezer door; clear plastic “E-Z-Vu" 
window to sce inside freezer with- 
out opening door; 13.7 sq. ft. shelf 
area; room for 25 square quart 
bottles; summer-winter adjustment 
for air circulation; 2 plastic grid 
ice cube trays, and a 14.5 lb. meat 
tray. 

All models have 1-piece, wrap- 
around cabinet; stain-resistant, por- 
celain enamel interiors including 
crispers; large storage space for 
bottles and other large objects; 
built-in bottle openers; floor lev- 
elers; ““Tight-Wad” compressor; 
spring-loaded door latches for easy 
opening. : 
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LEONARD Refrigerators 


Leonard Div., Nash-Kelvinator Corp., 
Detroit, 32, Mich. 


Models: Leonard 1952 refrigerator 
line consists of 8 models: a 2-door 
refrigerator-freezer combination, 
two |1-cu. ft. full-length door mod- 
els; 3 models in the 8- and 9-cu. 
ft. size; and two 7-cu. ft. models. 
Selling Features: LMT, 12-cu. ft., 
2-door combination has a 70-Ib. 
freezer; the 2 compartments in this 
model have separate refrigerating 
systems, separately controlled, and 
completely insulated from each 
other; ‘“‘humidiplate” | controls 
moisture as well as cold in the 
lower compartment and defrosts 
itself automatically. 

LMA, 11. cu. ft. model and 
LMH 11.6-cu.-ft. models have full 
length doors; full-width frozen 
food chests with 43 Ib. capacity. 
No. LMA has self-defrost. 

LEA, 8-cu. ft. has self-defrosting 
feature; LEH, 8.3-cu.-ft., has cross- 
top freezer, and LES, 9-cu. ft. 
model has side evaporator. 

LNH, 7.1-cu.-ft. and LNS 7.6- 
cu.-ft. models in 24-in. wide cabi- 
nets, refrigerated from top to base; 
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LNH has 27-lb. full-width freezer; 
LNS has 25 Ib. side-mounted 
evaporator. 

Door shelves have been added 
to all models in 8-cu.-ft. size and 
larger; a removable butter-chest is 
standard with the 2-door combina- 
tion, and is optional with the 8- 
to 11-cu.-ft. models. 

Prices: From $229.95 for LNS, to 
$499.95 for 2-door LMT. 
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SERVEL Refrigerators 


Servel Inc., Evansville, Ind. 


Models: 6 models in 1952 line—2 
Royal Tudor; 2 Deluxe In-A-Dor; 
and 2 Space-Wonder type of re- 
frigerators. 

Selling Features: Royal ‘Tudors BE- 
118 and BE-98 feature 2-doors, 
separate freezer section, automatic 
defrosting, butter conditioner, odds 
and ends basket; gold-anodized ice 
cube trays with trigger release and 
quick release grids; 7-position ad- 
justable shelves, 2 dew-action fresh- 
eners, elbow-ease door handles, and 
choice of 3 interior trim colors. 
BE-118 has 11.5 cu. ft. capacity, 2 
cu. ft. frozen food freezer; also 
equipped with an odds-and-eggs 
basket. 

BE-98 has 9.28 cu. ft. capacity; 
1.71 frozen food capacity. 

DeLuxe In-A-Dor series features 
across-the-top freezer section; 2 
shelves in door; quick cold shelf, 
removable hostess tray; butter con- 
ditioner; trigger release ice cube 
trays; 2 dew-action fresheners; tall 
bottle space; elbow-ease door han- 
dle, and choice of 3 interior trim 
colors. 

B-107 has 10.5 cu. ft. capacity, 
1.5 cu. ft. freezer. BE-87 has 8.33 
cu. ft. capacity and .92 cu. ft. 
frozen food area. 

Space-Wonder series, BE-84 and 
BE-64 feature freezer compart- 
ment; tilt-out ice-cube trays; odds 
and ends shelf; BE-84 has freshener 
and meat storage tray; 8.2 cu. ft. 
capacity and .69 cu. ft. freezer; 
BE-64 has 6.09 cu. ft. capacity, .45 
cu. ft. frozen food capacity. All 
models are available in electric a.c. 
or d.c. 

Price: From $249.95 for BE-64 to 
$549.95 for BE-118. 
Electrical Merchandising, Mar. ’52. 


ELECTRICAL MERCHANDISING—MARCH, 1952 


HOTPOINT Refrigerators 


Hotpoint Inc., 
5600 W. Taylor St., Chicago 44, III. 


Models: Hotpoint’s 1952 refrig- 
erator line includes 9 models headed 
by a combination _ refrigerator- 
freezer No. EG106. 

Selling Features: New models 
range from 4 cu. ft. under-counter 
models to the combination types 
with a capacity of 10.6 cu. ft 

EG106 has separate doors to 
freezer and refrigerator compart- 
ments, as well as wider and deeper 
shelves in door to refrigerator sec- 
tion. 

Deluxe combination models have 
8 different food preservation zones 
which include frozen food section, 
fresh food storage, door shelves, 
butter conditioner, high humidity 
storage, letf-over rack with covered 
jars, tall bottle zone and meat stor- 
age. 

“Super-Stor’” models have door 
shelves and: are available in the 
combination and single door 
models. “‘Super-Stor” ED87 and 
ED110 have horizontal frozen food 
compartments in top with 43 Ib. 
capacity for the 8.7 cu.ft. model 
and 49 Ibs. for the 11 cu. ft. model. 

All models have an automatic 
door latch that pulls door tightly 
shut. 
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UNIVERSAL Refrigerators 


Universal Major Appliance Co., 

Lima, 

Models: Universal 1952 refrigera- 
tors include 3 Deluxe models—9, 
10 and 14 cu. ft. capacities. 


Selling Features: URIOHMD, 10 
cu. ft., features triple purpose, 3 
plate freezer, 70 Ibs. capacity; large 
meat keeper and frozen food tray; 
adjustable shelves; twin porcelain 
enamel crispers; 3 Refrig-a-Dor 
shelves; butter keeper and a De 
hydrachest for storing crackers and 
other moisture-attracting foods. 
URI4HMD, 14 cu. ft. occu- 
pies floor width of average 9 cu. ft. 
model; 100 Ib. freezer; 34 adjust- 
able shelves (1 stationary); 2 
crispers; 3 Refrig-a-Dor shelves; 
bottle bin; butter keeper. Auto- 
matic defrosting optional; green 
and gold interior trim. 
Electrical Merchandising, Mar. ’52. 


PHILCO Refrigerators 


Philco Corp., 

Tioga & C Sts., Philadelphia, Pa. 
Models: Philco’s 1952 refrigerator 
line has 12 models—? full length, 3 
single door; 3 2-deor models with 7 
automatic defrost. ; 
Selling Features: Three 7-cu. ft. and | 
four 9-cu. ft. and 3 Il-cu. ft. 
models; feature full width crisper 
and chiller tray as well as enclosed 
horizontal evaporator. 

New development in door stor- 
age design includes Dairy Bar which 
offers all services of former Con- 
servador with addition of special 
shelves for eggs, fruits, packages, 
bottles, plus a new cheese keeper— 


an enclosed compartment at base 
of Dairy Bar, in which cheese is 
placed on raised platform. A 
spongy material under platform is 
saturated with a cheese keeping 
solution. 

Newly designed interiors feature 
glacier blue-green chiller trays and 
crispers. 

Two-door line: 8, 10 and 12-cu. 
ft. sizes, all have automatic defrost. 
Prices: l'rom $214.95 for No. 722, 
to $379.95 for No. 1125L. Two- 
door models from $349.95 for 8 
cu. ft. model to $459.95 for the 
12 cu. ft. size. 
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GIBSON Refrigerators 


Gibson Refrigerator Co., 
Greenville, Mich. 


Model: New special model No. 
922 in Diamond Jubilee line. 

Selling Features: 9-cu. ft. capacity; 
45 Ib. full-width Freez’r Locker; 
full-width quick-chill tray; new 
glass crisp’r chest; full-width tilt 
out basket for vegetable stdtage; 
full length cold and deluxe stvling. 
Price: $279.95 : 
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HOTPOINT Dryer 


Hotpoint Inc., 
5600 W. Taylor St., Chicago 44, Ill. 


Device: New moistureless auto 
matic clothes dryer No. LD-3. 
Selling Features: A new dial that 
includes a 60-min. cycle for ordi- 
narv drying loads and an additional 
30-min. for clothes that are washed 
in wringer-type machines; dryer is 
sealed-in uses a new principle— 
employs a fine spray of cold water 
to condense the moisture from 
heated air inside machine, then 
moisture and lint are washed into 
drain hose, eliminates the dis- 
charge of steam and lint into laun 
dry room; Cabinet designed as 
companion to automatic washer. 
Electrical Merchandising, Mar. 52 


PHILCO Air Conditioners 


Philco Corp., 

Tioga & C Sts., Philadelphia, Pa. 
Models: 1952 air conditioner line 
consists of 10 models. 

Selling Features: No. 33-H, a 4 h.p. 





NEW PRODUCTS 


model for small size rooms is being 
featured; has automatic tempera 
ture control that progressively re- 
duces cooling effect as outdoor 
temperatures decrease without com- 
pressor turning on and off; includes 
an adjustable thermostat which can 
be set to suit individuals own com 
fort; available in ivory or walnut 
plastic cabinet. 

Grilles on all models have been 
changed to permit air stream to be 
directed up, down, to left, right or 
any combination. 

cc 
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HOLLIWOOD Barbecue-Broiler 


Finders Mfg. Co., 3669 S. 

Michigan Ave., Chicago 15, Ill. 
Model: Holliwood barbecue-broiler 
No. 430. 

Selling Features: Barbecues, roasts 
broils, toasts, warms; 2-heats: 1000 
watts for low heat, slow barbecu 
ing, roasting, broiling or warming, 
ind 1450 watts, high heat and 
fast barbecuing roasting or broiling; 
6 heat ranges; 2 platter positions; 
motor-driven removable spit; hing 
ed top makes basting and cleaning 
easy; fold-away handle for platter; 
has 136-sq.-in. cooking area, large 
enough for cooking up to 12 Ibs 
at a time; a.c. only when barbecu- 
ing or roasting; a.c. or d.c. when 
broiling, warming, toasting; chrome 
finish; comes complete with broil- 
ing and toasting rack. 
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APEX Automatic Washer 


Apex Electrical Mfg. C 
1070 E. 152nd St., Cleveland 10, Ohio 


Model: Apex “Wash-A-Matic” No. 
3008-P. 

Selling Features: Incorporates new 
Spiral-Tub Agitator washing prin- 
ciple combining top cleaning power 
with gentle washing action; agita- 
tor and agitator tub are made of 
water-blue Fiberglas; a new half- 
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minute “fluff” action has been 
added to end of complete cycle 
which leaves clothes practically 
wrinkle- and tangle-free, easy to re- 
move a piece at a time; uses 15 gal. 
hot water for entire cycle on “hot” 
setting and 114 gal. on “warm” 
setting; dirty water is extracted up 
and out of top of washer basket. 
Entire maximum automatic 
cycle takes 274 min., and includes 
wash, triple-rinse, damp dry and 
the new fluff; for slightly soiled 
clothes the cycle may be reduced. 
A “floating” spring-mounted 
mechanism enables installation on 
any type floor without bolting; 
safety-valve under washer basket 
prevents machine from spinning or 
shutting off under excessive out-of- 
balance condition; new cabinet de- 
sign with visual control panel and 
“washing rule.” 
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UNIVERSAL Freezers 


Universal Major Appliance Co., 
Box 119, Lima, Ohio 

Models: Universal UF-8, UF-12 
and UF-17. 

Selling Features: UF-8, 8-cu.-ft. 
model for the small home, holds 
about 280 Ibs. food; 2-in. Santocel 
insulation makes possible small 
size—32 in. long, 27 in. wide, 36 
in. high; free-floating, self-sealing 
lid with double gasket; patented 
pick-proof lock; cold control pre- 
set at factory for zero to minus 6 
degs. temperature; hermetically 
sealed $ h.p. condensing unit; 
Freon 12 refrigerant; interior light 
and warning light on exterior of 
cabinet; Dulux enamel finish. 

UF-12, 12-cu.-ft. model, holds 
+20 Ibs. in 2 compartments; + to 
5 in. semi-rigid Fiberglas insula- 
tion; 2 free-floating lids; + h.p. 
fan-cooled motor using 11 oz. 
Freon 22. 

UF-17, 17-cu.-ft.. model, holds 
600 Ibs. food in two compartments; 
2-in. Santocel insulation; models 
UF-17. and UF-12 have same 
cabinet interior and exterior con- 
struction: 60 in. long, 27 in. wide, 
36 in. high; Dulux Hi-Baked 
enamel interior, 2-wire baskets, 
2 stainless steel hangers; baked 
enamel exterior; water and vapor 
tight sealed. All models have in- 
terior light, exterior warning light. 
Electrical Merchandising, Mar. ’52 


1952—ELECTRICAL MERCHANDISING 





ELECTRICAL MERCHANDISING—MARCH, 


The city man can get by even if he has 
a dumb dora wife who doesn’t care about 
his business... but running a modern farm 
successfully is a man-and-wife job! So 
farm kids start early sizing up possible 
mates in a serious fashion, and (they say 
are more realistic, less romantic. 

The most valuable farm crop is not 
corn or wheat, but future farmers ...who 
will get inspiration and ideas from panel 
discussions titled **Youth Goes on Record,” 
sponsored by SuccessFuL FARMING. 
The initial article *‘ Picking a marriage 
partner,” in a recent issue gives advertisers 
a better insight into farming as a bette) 


way of life...and a better market. 


Farming is a business .. . 
human resources as well as capital and 
... takes a high 1.Q., technical 
training, and teamwork abilities 


employing 


machinery 


Pre 


...is run most successfully 

as a joint enterprise, 

constantly getting higher 

production, increasing yields, lower costs. 
The farm wife is manager of the Home 
Office... keeps pace with her husband by 
continually improving the farm home, with 
new furniture, furnishings and decoration, 


is a prime prospect for better merchandise. 


1952 


Best class market...is the SuCCEssFUL 
FARMING audience of 1,200,000 families, 
with nearly a million on the nation’s best 
farms in the fifteen agricultural Heart states, 
with the best land, largest investment in 
crops, livestock, machinery, and buildings, 
the highest yields and incomes. The average 
SF subscriber’s earnings are easily 50°, 
above the U.S. farm average. 

Since national media mostly miss this 
choice market, the national advertiser needs 
SuccEssFUL FARMING for deep penetration, 
high readership, and influence based on a 
half century of service. You’re not getting 
maximum sales if you overlook this major 
electric goods market and medium. For 
full facts, call the nearest SF office. 


Meredith Publishing 
Company, Des Moines... New 
York, Chicago, Cleveland, 
Detroit, Atlanta, Los Angeles, 
San Francisco. 








Business is 


taking a second look 


at advertising values... 
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Since January 1... 


ADMIRAL has backed up its whole product line 
with the nation-wide selling power of CBS Radio— 
sponsoring ““‘World News With Robert Trout,” 
(Sundays, 5:30 to 5:55 p.m.) 


AMERICAN SAFETY RAZOR has signed up 
12 programs of the Red Skelton advertising-and- 
merchandising showcase—for Blue Star and 


Treet razor blades. (Wednesdays, 9:00 to 9:30 p.m.) 


GENERAL FOODS has bought ‘““Mr. Chameleon” 
to promote Postum and 40% Bran Flakes—as well 
as “Bill Shadel and the News” for Log Cabin 
Syrup—making nine General Foods shows now on 


CBS Radio. (Thursdays, 9:00 to 9:30 p.m.) 


LEVER BROTHERS has moved “Big Town” from 
another network to give Lifebuoy the added 
coverage and economy of CBS Radio—where 
Lever Brothers now sponsors five programs. 


(Wednesdays, 8:00 to 8:30 p.m.) 


WESTINGHOUSE has arranged to bring CBS 
Radio listeners the national conventions... 
a 13-week “get out the vote” series...and 


the election returns. 


The reason behind these decisions: American 





Business reaches the greatest number of 


customers at the lowest cost in all advertising on the- 


CBS RADIO NETWORK 





LEADS THE FIELD IN 


Moder Desian 


EXAMPLE 


the ? 
TAP-O-MATIC 
HANDLE 9=—- “Se 








Pat. Pending 


e Just tap any Lyon door handle and the 
door swings open... automatically. When 
both hands are full, use back of hand or arm. 
Base cabinet doors can be opened with light 
pressure of the knee. A tremendous conven- 
ience—and an exclusive LYon feature! 





METAL PRODUCTS, INCORPORATED 

LY A General Offices: 321 Monroe Avenue, Aurora, lilinois 
Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 

Sold Nationally through Direct Factory Dealers 


LYON PRODUCTS STILL SERVING INDUSTRY * BUSINESS * IN 
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DEEPFREEZE Ranges 


Deepfreeze Appliance Div., 
Motor Products Corp., 
2301 Davis St., N. Chicago, Ill. 


Models: Apartment model No. 
RA-3 and 36-in. cabinet model 
RB-4. 

Selling Features: RA-3, “apartment 
house” model has full size oven 
with Fiberglas insulation under 6 
sides; storage compartment under 
oven; 4+ Monotube 7-heat surface 
units; 8-in. backsplash; porcelain 
finish throughout. 

RB-4+, 36 in. Deluxe cabinet 
model has full-size oven, 2 utility 
drawers and a_ storage compart- 
ment; control knobs in 8 different 
colors to match various kitchen 
color motifs; porcelain throughout; 
Fiberglas insulation on 6 sides of 
oven; 8-in. backsplash has inset 
fluorescent lamp, automatic oven 
control clock; 4 surface units: 1 
giant size, 2 utility size and 1 util- 
ity size under well-type cooker 
which automatically raises to sur- 
face level when cooker pan is re- 
moved 
Prices: RA-3, $179.95; RB-4, 
$259.95. 


Electrical Merchandising, Mar. 1952 


COOLERATOR Freezers 
The Coolerator Co., Duluth 1, Minn. 


Models: 3 deluxe models: FA-105, 
FA-130 and FA-184. 

Selling Features: All models have 
easy to clean interiors; baked 
enamel cabinet; duo-counterbal- 
anced lids that open and close at 
touch of finger and stay open at 
any angle; cylindrical lock built 
into chrome and gold latch handle; 
ebony moulded collars permanently 
vapor-sealed to cabinets for more 
cold seal; automatically illuminated 
by soft diffused light; operates at 
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NEW PRODUCTS 


zero deg. during normal storage, 
may be set down to 10-below for 
fast freezing; “child-proof” tem- 
perature controls; wire baskets plus 
new Handy-Stor dividers; Portatray 
provides extra storage space; 4-in. 
insulation on all sides; leveling 
gliders. 

FA-105, 10.3 cu. ft. model for 
smaller families, stores over 365 
Ibs. food equipped with 4 h.p. 
compressor, using Freon 12 and 
static condenser. 

FA-130, 13 cu. ft. model for 
average size family, stores 450 Ibs 

FA-184, 18.4 cu. ft. zero storage 
provides 640 Ibs. equipped with 4 
h.p. compressors, using Freon 22 
and fan-cooled condensors. 

Price: FA-105, $399.95; FA-130, 
$459.95; FA-184, $614.95. 
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PHILCO Ranges 


Philco Corp., 
Tioga & C Sts., Philadelphia, Pa. 


Models: Nine new 1952 Philco 
ranges. 

Selling Features: “Broil-Under- 
Glass” oven included in 8 of the 
9 new models—a tempered glass 
shield ends smoke and soot, per- 
mits passage of fast-cooking infra- 
red _rays so that foods broil in their 
own cooking vapors and do not dry 
out; built-in Jiffy Griddle—a unit 
that slides out of range and utilizes 
heat of broiler element for easy sur- 
face cooking; Quickset Timer has 
only two functional controls—one 
is turned to the hour desired for 
finished cooking, and the other is 
turned to the number hours and 


minutes required to cook the meal, 
the timer does the rest. 

Other features include color con- 
trols; banquet ovens; automatic 
thermostat. No. 428 has 2 ovens, 
a banquet oven plus a fast 1-dish 
thrift oven. 
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Sensational combination offer 
introduces Arvin’s new 3-way porta 


This $8.95 picnic case 


at no 
extra cost 


with every set you sell 


Arvin Vacationer will be 
extensively advertised in May 
and June issues of national 
magazines, offering this smart 
plastic shoulder picnic or beach 
bag at no extra cost. Regular 
$8.95 retail value! Keeps foods 
or beverages hot or cold for 
hours. Fiberglas-insulated, 
waterproof, washable, odorless, 
scuffiess. Ideal for picnics, motor 
trips, school lunches, nursing 
bottles, frozen food shopping. 


Model 650P 


Arvin 


with the sensational new 
super-powerful Magnetenna 
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© Stunningly styled plasti binet wi i te midriff 
in 3 color combinerions, with bet trim : 


® Ba ,A —swi 
ppd Ab delay, itches from one to the other with 


@ Unique revolving dial with unbreaka’ i 
ble mirror i 
© Handle folds flat when not in use. TOF 
@ Five tubes plus selenium rectifier. 
—radically new, super-sensitive ceramic 

; amazing pulling power. : 

Anko V PM speaker, Arvin Velvet Voice tone. 
@ Weight, complete with batteries, only 6% Ibs. 


Radio & Television Division 
ARVIN INDUSTRIES, Inc., Columbus, Indiana 


(Formerly Noblitt-Sparks Industries, Inc.) 
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FEATURE THE FRI-WELL 
FOR FASTER TURNOVER 


\ i 
wae 


wa 


ae 


GET ON THE BANDWAGON 


with America’s 


FASTEST SELLING DEEP-FRYER! 


F-Well Seling Finks yor You! 


*® Famous “Signaling Chef” ther- 
mostat automatically assures right 
cooking temperature for perfect re- 
sults every time. 

Higher Wattage for quicker heat 
ing and quicker heat recovery —an 
absolute essential for best deep-fry 
ing results 

Monotube Heating through three 
sides for quicker, cooler cooking . . . 
even browning. 


Lreiting Mev Cook Book / Vi 


* Larger Capacity—deep-fries six 
portions at once. No scorching or 
burning. Excess food particles settle in 
special ’Cold-Well” for easy removal. 
More Economical—the Fri-Well 
uses only three pounds of shortening 
which is re-usable many times. 
Guaranteed — full year guarantee, 
backed by the famous Dormeyer 
Service Stations for your customers’ 
complete protection. 


DORMEYER 














G-E Washers 
General Electric Co., Louisville, Ky. 


Models: 3 new wringer washers— 
AW-472, AW-372 and AW-172. 
Selling Features: Deluxe model 
AW-472, has 10 Ib. dry clothes 
and 19 gal. water capacity; “in- 
stinctive” wringer—when in opera- 
tion a — or tug on clothes 
going through will stop rolls; 24 in. 
balloon rolls also automatically ad- 
just themselves to garment thick- 
nesses; pressure release bar located 
above rolls; other features include 
a timer which automatically regu- 
lates washing period up to 15 min.; 
a handi-lift cover can be hung on 
side; four 24 in. easy-rolling black 
plastic casters, 2 of which can be 
locked to hold washer firmly in 
position. 

AW-372, also deluxe, but in 
medium price field has 8 Ib. dry 
clothes and 17 gal. water capacity; 
l-control wringer, adjustable timer; 
finger-tip wash and drain control 
levers. AW-172, popular priced 
model has l-control type wringer 
with self-adjusting rolls and a pres- 
sure release bar. All models have 
been re-styled. 

Prices: AW-472, $199.95; AW- 
372, $174; AW-172, $158.25. 
Electrical Merchandising, Mar. ’52. 


a | 
STEAM-O-MATIC Iron 
The Rival Mfg. Co., Kansas City, Mo. 


Device: New Steam-O-Matic steam 
iron. 

Selling Features: New model fea- 
tures visual filling indicator so 
housewife can see at glance how 
much water to place in tank; new 
fabric selector dial—1 control se- 
lects correct heat and steam auto- 
matically; new “buttoneer” toe; 
stainless steel chamber does not 
require distilled water; left and 
right thumb rests; bevel back. 


MARCH, 


New travel case combination 
(220-volt unit available for foreign 
travel), and “Steam-O-Mist” in 
pine, lavender and bouquet scents 
(8 drops of Steam-O-Mist) auto- 
matically scents laundry) are other 
features. 

Prices: Iron, $19.95; with travel 
case, $22.95; 1 bottle “Steam-O- 
Mist” free with each iron pur- 
chased, additional bottles $1.50 
each. 

Electrical Merchandising, Mar. ’52. 


HOTPOINT Washer 


Hotpoint Inc., 
5600 W. Taylor St., Chicago 44, Ill. 


Device: Hotpoint automatic wash- 
ing machine No. LC-3. 

Selling Features: Has single con- 
trol dial—washer automatically 
goes through entire cycle at the 
setting of dial, but user can select 
quantity of water also the tempera- 
ture depending upon amount of 
clothes to be washed; top loading; 
agitator type washing action; spin 
dry mechanism equipped with au- 
tomatic type fluid drive to prevent 
vibration; uses 15.8 gal. hot water 
in complete cycle while a load can 
be washed with as little as 5.3 gal.; 
washing time as set by dial varies 
from 194 to 304 min.; holds 8 Ibs. 
clothes. Washer and dryer cabi- 
nets match and take up 56 in. 
space when placed together. 
Electrical Merchandising, Mar. ’ 
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K-M Window Fans 
Knapp-Monarch Co., St. Louis, Mo. 


Models: K-M “Koldair” 16- and 
20-in. window ventilating fan. 

Selling Features: Both models have 
rose-amber metallic enamel finish; 
powerful 2-speed motors; 3 alumi- 
num blades; steel wire motor 
mount with rubber shock mounts 
to eliminate noise and vibration; 
conveniently located switch; rubber 
pads on bottom and sides for quiet 
operation. 16-in. model No. 4-505 
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adjustable from 264 to 35 in. wide; 
delivers 1740 cfm air at high 
speed, 1250 cfm at low. 

20-in. model No. 7-501, adjust- 
able from 29 to 364 in. wide; de- 
livers 3200 cfm at high speed and 
2132 cfm at low. Both models 
equipped with special wire stand 
for floor use. 
Electrical Merchandising, Mar. ’52. 





GIBSON Range 


Gibson Refrigerator Co., 

Greenville, Mich. 

Model: Diamond Jubilee model 
“J” double oven range. 

Selling Features: Two ovens—one 
a large banquet size, the other a 
smaller convenience type, both 
have ConSealed oven units; cooking 
surface measures nearly 3 sq. ft. of 
porcelain table-top work surface; 
four 7-feet surface units provide ex- 
tra heat for every cooking need; 
master pilot light indicates when 
any of 4 surface units is operating; 
appliance outlet on control panel 
for toaster, mixer or other appli- 
ance; fluorescent lamp; controls 
mounted on rear panel; oven lights 
automatically illuminate both ovens 
when doors open; l-piece struc- 
ture; acid and chip resistant porce- 
lain exterior; built-to-floor cabinet 
with 4-in. recessed toe space; 2 
storage doors glide on nylon roller 
bearings to provide more than 3 
cu. ft. storage space; 2 big 2100- 
watt surface units. 

Price: $329.95. 

Electrical Merchandising, Mar. ’52. 


FRESH’ND-AIRE Room 
Conditioners 

Fresh‘nd-Aire Co., 
221 N. La Salle St., Chicago 1, Ill. 
Models: Fresh’nd-Aire No. 712 
and 734, room air conditioners. 
Selling Features: Both units de- 
signed for easy, simple installation; 
provides all standard air condition- 
ing facilities—draws fresh air from 
outside, filters, dehumidifies as it 
cools, circulates room air; baffle 
arrangement provides “directional 
air control”; se at top of unit 
directs air current out the side 
baffile, out front bafflle or out both 


baffles at the same time. No. 721 
is a 4 ton unit; No. 734, 7 ton. 
Prices: No. 712, $349.95; No. 734, 
$399.95 

Electrical Merchandising, Mar. "52. 


UNIVERSAL Washer 


Universal Major Electric 

Appliance Co., Lima, O 

Model: Universal conventional type 
washer No. 2706 with pump and 
No. 1706 without pump. 

Selling Features: Equipped with 
giant Lovell wringer, oversize rolls; 
9 lb. capacity; heavy transmission 
—only 4 moving parts; aluminum 
agitator; brass agitator post; front 
panel pump control; precision cut 
gears; 1/3 h.p. G-E motor; Dulux 
baked enamel finish. 

Electrical Merchandising, Mar. ’52. 





WESTINGHOUSE Range 


Westinghouse Electric Corp., 
Mansfield, O. 
Model: Commander No. AC-77 
deluxe double oven range. 
Selling Features: Retains deluxe fea- 
tures of the 1951 line with refine- 
ments in style and design; features 
a Super Corox unit that comes 
to a red hot heat in 30-seconds 
for fast-start cooking; two-level 
speed cooker for deepwell or sur- 
face cooking Miracle Sealed Oven 
with Fiberglas heat guard seal per- 
mits baking on any rack position; 
Color Glance rotary controls with 
different colors for each selected 
heat; second, and slightly smaller 
oven has heat guard seal, operates 
independently of larger oven and 
permits use of both ovens at dif- 
ferent temperatures simultaneously. 
Color in automatic timer, Color 
Glance surface control; drawer- 
width handles on ovens and stor- 
age drawers; other features include 
a new electric timer, new electric 
minute minder, 2 automatic appli- 
ance receptacles and 2 full-sized 
aluminum storage drawers. 


Electrical Merchandising, Mar. ’52. 
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PUSH DORMEYER'S 
FAMOUS FOOD GRINDER 


SELL MORE MIXERS with this 
Feature Sales Point 


Gin! 
Suit® f 


pier! 


DORMEYER MEAL-MAKER 


DORMEYER 
BLENDER 
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Appliance Distributor 
Looks To KLIXON Protectors 
To Stop Motor Burnouts 


PITTSBURGH, PA.: Ben H. Tron, Appliance service 
manager of one of the largest appliance distributors in the 
East, the J. A. Williams Company, has more than 36 years 
experience in servicing appliances. He knows and uses 
KLIXON Protectors. 

“We acknowledge Spencer Klixon Motor Protectors to 
be an invaluable part of our motor-operated appliances. 
They eliminate motor burnouts and reduce costly motor 


repairs.” 


i} 


Manual 
Reset 






Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protectors illustrated keep 
motors in electrical appliances and other 
motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 


Automatic motor operation. 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2503 FOREST ST., ATTLEBORO, MASS. 




































WELBILT Electric Ranges 


Welbiit Stove Co., 
Maspeth, L. I., N. Y. 


Models: +4 electric range models— 
No. 2593, 2547, 2523 and 2513. 
Selling Features: No. 2593, 38-in. 
model, top of line has 2 giant 8-in. 
top elements and 2 6-in elements in 
a divided top; twin lamps, con- 
venient clock and timer, plus addi- 
tional outlet; automatic oven con- 
trol; no-smoke broiler; removable 
drip pans; porcelain enamel 
throughout. 

No. 2547, 36 in. wide, has 2 
over-sized giant 8-in. surface burn- 
ers and 2 standard 6-in. burners; 7 
heats from simmer to high; auto- 
matic heat control; detachable oven 
element; no-smoke broiler. 

No. 2523, 30 in. model features 
center grouping of 4 surface ele 
ments—one over sized 8-in. element 
and 3 standard 6-in. elements; au 
tomatic oven heat control; simpli 
fied 7-position dial eliminates push 
button. 

No. 2513, 20 in. range 
kitchenette has 1] 8-in. and three 
6-in. elements; dial type controls 
for top burners; 7-positions; chrome 
trim. 

All models have convenient elec- 
trical outlet; kitchen-kool insula- 
tion; rounded oven corners; No- 
smoke broiler; removable drip 
pans; porcelain enamel throughout, 
and ovens 16x18-x1 5-48 in. 


Electrical Merchandising, Mar. *52. 
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PROCTOR Toaster 


Proctor Electric Co., Inc., 

3rd St. & Hunting Park Ave., 
Philadelphia 40, Pa. 

Model: Proctor deluxe automatic 
toaster No. 1476. 

Selling Features: Silent, automatic 
pop-up toaster featuring color and 
crisper control—no matter how 
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moist or dry bread is, toast comes 
out same selected color each time; 
crisper control insures toast of de- 
sired crispness or softness as well 
as desired color; 1000-watts a.c.; 
chrome finish, black trim hinged 
crumb tray for easy cleaning. 
Price: $16.95 

Electrical Merchandising, Mar. "52. 





















HOTPOINT Ironer 


Hotpoint Inc., 
5600 W. Taylor St., Chicago 44, Ill. 


Device: Hotpoint cabinet rotary 
ironer. 

Selling Features: Thermostatically 
controlled; automatic knee control; 
26-in. roll; white Calgloss enamel 
finish; manual safety release for 
ironing shoe; double controls for 
steaming and pressing. 

Electrical Merchandising, Mar. ’52. 





UNIVERSAL Room Cooler 


Universal Major Appliance Co., 
Box 119, Lima, Ohio 


Model: No. URC-34-52, 
type room cooler. 

Selling Features: Has 91,000 btu 
per hr. cooling capacity; hermeti- 
cally sealed ‘Tecumseh 7 h.p. com- 
pressor; removes 2.25 pts. moisture 
per hr.—approximately 6 gal. _ 
24-hr. day at high relative hu- 
midity; quiet, double shaft 1/15 
h.p., 115 volt, 120 watt motor 
drives fans for evaporator and 
condenser; hermetically _ sealed, 
Freon 12 refrigerant system; slinger 
condenser fan insures complete 
evaporative condensate removal; 
12x20 in. replaceable filters; ad- 
justable louvres; 3-way switch for 
cooling, ventilating and off posi- 
tions; overall dimensions 294x164 
in. extends 134 in. into room; 115 
volts, 60 cycle a.c.; baked synthetic 
enamel on bonderized steel. 
Electrical Merchandising, Mar. ’52. 
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®D Tellthis story 
to Sell More Toasters 


Westinghouse 


AUTOMATIC TOASTER 
tHe “Oaster that Winks 


TO GIVE YOU PERFECT TOAST 


You get better toast with the Westinghouse 
Automatic because it is the only Toaster that 
maintains a constant toasting temperature. 
You can even see the heating coils of this 
Westinghouse Toaster wink “on” and “off,” 
to hold the temperature at a constant level. 
This means more accurate control at all settings, 


: i s ... of course, it's electric! 
to give you even browning, slice after slice. 


The Westinghouse Automatic also gives 
you more accurate control over the texture of And you can even toast small slices with the 
your toast, because every slice (day after day Westinghouse Automatic. The /ift-up feature 
—breakfast, lunch or snack) is toasted at lets you raise small slices an extra inch for 
exactly the same temperature. easy removal with your fingers. 





THERE ARE MORE PROFITS AHEAD FOR THE RETAILER 


WHO TELLS THE Toaster that Winks SELLING STORY 


The big Spring gift-buying season is just around the corner. customers. You'll find that it pays off in extra sales for 
Be ready to show your customers one of the finest gifts... Spring and all year long as well. Check your stock, place 
the Westinghouse Automatic Toaster. It has the looks, the an order with your Westinghouse Distributor and be sure 
features, the name—and a selling story that clicks with to tell all your customers about the Toaster that Winks. 


Give Electric Housewares . . . First Choice for Every Gift Occasion 


See TV’s Top Dramatic Show... 


WESTINGHOUSE STUDIO ONE . . . Every Week iF its W estingh yuSC 


you CAN BE SURE... 
WESTINGHOUSE ELECTRIC CORPORATION 


Electric Appliance Division * Mansfield, Ohio 
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The Great Evans Line of 

Product Values is Packaged with 
Powerful Demonstrable 

Sales Advantages that 

Move Merchandise... 














FLOOR LEVEL HEAT 





EVANS scoops the market . . . again. . . with these outstanding sales advantages 


No other glass front radiant on the market gives you all these features to sell: 


it pulls wasted warmth down from the ceiling 

it passes it over the giant heat chambers 

lt circulates over 12,000 cubic feet of warm air per hour 

it keeps the whole room comfortable—from floor to ceiling 


It gives you three kinds of heat—circulating, fan-forced and 
radiant heat—in one unit 


It spreads a carpet of comfort from wall to wall—2', times 
more heat at floor level 


It is designed as a low-boy console 


Oil or gas... EVANS gives you the values you 
need to move merchandise in volume 


Whether it’s style, features, performance or well-known name, 
Evans gives you the edge in values... an edge that makes selling 
easier. Evans “down-to-earth” prices wrap up these values in a 
competitive package that is the standout mover in the industry. 
Any Evans dealer or distributor will tell you that this is so... and 
that he has consistently made money with Evans. 














1c | UP WITH THE LEADER 


eeenseeeenwe*ee#ee#e##* 


It offers simplified lighting 

It incorporates furniture-piece styling 

It has big heat transfer surfaces that mean fuel economy 

it puts out twice the radiant heat output of conventional units 
It is simple-to-service and trouble-free 


These are sales advantages that any retail salesman can 
demonstrate . . . in which any customer can see for himself 
the EXTRA VALUE that EVANS delivers for his heating dollar. 


SOME TERRITORIES ARE STILL AVAILABLE 
if you are interested, this may be the time to talk over 


the Evans franchise personally. 











Again: the one big reason why 
ADVERTISED IN 


is the most significant 


media symbol 


in U.S. selling: 


Dollars invested during 1951 by Household Equipment manufacturers to help you sell__— 
Total Investment 


Ranking Medium by advertisers 
(Jan.-Dec., 1951) 


$6,598,658 
Saturday Evening Post 5,396,215 


—— ee 


Better Homes & Gardens 3,451,666 
Ladies’ Home Journal 3,099,400 


—————— 


Good Housekeeping 2,571,959 





McCall’s 2,147,313 
Woman’s Home Companion 1,571,870 
Woman’s Day 966,064 
American Home 951,762 
10 | Look 681,310 


Source: Publishers’ Information Bureau (gross figures 
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In 1951, electrical appliance advertisers in- 
vested more money in LIFE than in any other 





MAJOR APPLIANCES 
Mar. 


3 General Electric Vacuum Cleaner 
—spread, color 
International Harvester Refrig- 
erator—spread, color 
Universal “Jet 99°" Vacuum 
Cleaner—spread, color 
Westinghouse Dryers—page, c. 
General Air Conditioning Re- 
frigerator-Range-Sink Com- 
bination—'4 page 
. 10 Frigidaire Refrigerator—page, c. 
Kelvinator Refrigerator—page, c. 
Eureka Vacuum Cleaner—% pg. 
. 17 Bendix Home Appliances— 
spread 
Norge Major Appliances—spread 
Universal “Jet 99°" Vacuum 
Cleaner—page, color 
General Electric Dishwasher 
Lewyt Vacuum Cleaner— 
V4 page, color 
Thor Spinner Washer—'4 page 
Mar. 24 Eureka Vacuum Cleaner— pg. 
Mar. 31 Universal “Jet 99°" Vacuum 
Cleaner—l page, color 


SMALLER APPLIANCES 
AND HOUSEWARES 


Mar. 3 Proctor Toasters and Ironing 
Boards—}4 page, plus Vy page 
Mar. 10 Pyrexware—spread, color 
General Electric Bulbs—spread c. 
Silex Coffeemaker, Electric Stove, 
Fresherator, Coffeewarmer, 
Mixie, and Steam Iron—pg., c. 
Westinghouse Bulbs—page, c. 
Regina Floor Polisher—!4 pg, c. 
Clorox—'4 page 
Mar. 17 Brillo—page, color 
Minneapolis-Honeywell Controls 
—page, plus 4 page 
O-Cedar Dri Glo Furniture 
Polish—page 
Proctor Ironing Table—page 
Dormeyer Fri-Well Deep Fryer 
—'y page, color 
Serviset by Sutherland—Y, pg., c. 
Columbia-Matic Windows— 
4 page 
Cadie Polishing Cloth—14 lines 
Excello Kitchen Towels—14 lines 


“PS- 


Mar. 24 Kem Tone and Kem Glo Paint— 
page, color 
Sunbeam Appliances—page, c. 
Westinghouse Bulbs—page, c. 
Mar. 31 Dominion Electric Deep Fryer 
—Y, pg., c. 


HOME FURNISHINGS 
Mar. 3 International Dav-n-Bed—page 
Mar. 10 Cannon Towels—page, color 

Firestone Foamex Mattress— 
page, color 
Mengel Furniture—page, color 
Alexander Smith Floor Cover- 
ings—page, color 
Samson Folding Furniture—page 
Marie Designer Contour Chair 
Lounge—!4 page 
Mar. 17 Bigelow-Sanford Carpets—pg., c. 
Kentile—page, color 
Simmons Beautyrest Mattress— 
page, color 
Restonic Mattress—]4 page, c. 
Mar. 24 Congoleum-Nairn Linoleum— 
spread, color 
Englander Mattress—spread, c. 
Kenmar Contour Chair—4 page 
Mar. 31 Airfoam Mattress—page, color 
Daystrom Furniture—page, c. 
Lane Cedar Chest—page, color 
Playtex Pillows—page 


RADIOS, TV, RECORDS 

AND INSTRUMENTS 

3 Crosley Television—page 

Magnavox “Avenue” Radio-TV- 

Phonograph—]ly page 

- 10 Motorola Television—page, c. 
Philco Television—page 
Raytheon Television—}A pg., c. 
Sylvania Television—'4 page 

. 17 Sylvania Television—page, color 
General Electric Television—pg. 
RCA Victor Television—page 

. 24 Motorola Television—page, c. 
Crosley Television—page 
General Electric TV Tube—page 
Raytheon Television— 4 page, c. 


JEWELRY, CLOCKS 


Mar. 


WATCHES AND SILVERWARE | 


Mar. 3 Elgin Watches—spread, color 


national magazine. The reason? LIFE reaches 
more families (and more consumers of elec- 
trical appliances) than any other magazine 
in America. 


It pays, then, totie in with these ADVERTISED- 
IN-LIFE products: 


Mar. 10 Swiss Federation of Watch 
Manufacturers—page, color 
Westclox Clocks—¥%4 page 
Dason Rings—42 lines 
Mar. 17 Telechron Clocks—page, color 
Keepsake Diamond Rings—page 
Wadsworth Watches—page 
Marvella Pearls—4 page, color 
Artcarved Diamond Rings— 
4 page, plus 4 page 
Mar. 24 Community Silverplate—page, c. 
1847 Rogers Bros. Silverplate— 
page, color 
International Sterling Silver— 
page, color 
General Electric Clocks—Y4 pg. 
Movado Watches—¥4 page 


STATIONERY REQUISITES 


Mar. 3 Eastman Kodak—page, color 
Sheaffer Pens—28 lines 
Mar. 10 IBM Electric Typewriters— 
page, color 
Parker Pens—page, color 
Sheaffer Pens—28 lines 
. 17 Royal Typewriter—page 
Ansco Film—'4 page 
Sheaffer Pens—28 lines 
. 24 Burroughs Adding Machine— 
VA page 
Texcel Cellophane Tape— 4 page 
Sheaffer Pens—28 lines 
. 31 Eastman Kodak—page, color 
Texcel Cellophane Tape—4 page 
Sheaffer Pens—28 lines 
Mounties— 14 lines 


OTHER 


- 10 Vigoro and End-O-Pest—page, c. 
Sonotone Hearing Aid—page 
Chris-Craft Boating Equipment 

—42 lines 
Whizzer Sportsmen Motor Bike 
—42 lines 
. 17 Swift Factory Built Homes— 
Yy page 

. 24 Eclipse Lawn Mower—Y, pg., c. 

Chris-Craft Boating Equipment 
—42 lines 


First in circulation 

First in readers 

First in advertising revenue 
First with retailers 


9 Rockefeller Plaza, New York 20, N. Y. 
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NEW PRODUCTS 





PERFECTION Ranges 


Perfection Stove Co., 


| 7609 Platt Ave., Cleveland 4, O. 
| Models: 2 new Perfection ranges, 
| L 401 and L-300. 


Selling Features: L-401, 40-in. 
range has divided top, 4-fast heat- 
ing double-coil Chromalox units: 


| each with 7-speeds, and a 6-qt. 


multi-use deep-well cooker with 
auto-lift element; “‘flavormic” oven 
has clock and timer for fully- 
automatic operation; broiler at 
convenient height; concealed bake 
unit 2100-watts; broiler unit 3000- 
watts; extra large food warming 
drawer has 400-watt unit with man- 
ual switch; 2 roomy, step-saving 
drawers; manual ‘“time-chimer”; 


| white titanium porcelain enamel 


finish; streamlined surface lamp. 
L-300 also has divided top; 


| 4-Chromalox units with capacities 


from 1250 to 2100 watts; banquet 
size oven with automatic heat con- 
trol; smokeless broiler; large double 
compartment to left of oven-broiler 
rovides space for tallest kettles; 
ats available as accessory; white 
titanium porcelain enamel finish. 
Price: L-401, $299.95; L-300, 
$184.95 both include tax. 
Electrical Merchandising, Mar. ’52 
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REO Mower 
Reo Motors Inc., Lansing 20, Mich. 
Device: Reo Trimalawn Deluxe 
power mower. 
Selling Features: ‘“‘Knee-action” 
cutting unit automatically adjusts 
to surface irregularities; cuts within 
14 in. of flower beds, shrubbery 
and other obstructions; 1-3 h.p. 
Reo-built engine; cuts a 25-in. 
swatch; available accessories in- 
clude a riding sulky and a snow 





| plow attachment. 
| Electrical Merchandising, Mar. ’52 
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There’s an important difference that makes... 





EUREKA’S Automatic 


The Easiest... Fastest... Most Thorough Cleaning! 


Action of Short Nylon 
"Disturbulator”’ Bristles 
Gets All Embedded Dirt 





(AA What You Should Know 


about 
Vacuum Cleaners 


Long Flexible Nylon q 
“Disturbulator” Bristles Sweep 
Away All Surface Litter 


SS SS Dov ble "Disturbulator”’ 
esign Gives Powerful 

Shaking Action 

Soy ode ee 
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Embedded Dirt 
Must be Disturbed 


Vacuum cleaning is pretty much like 
washing dirty clothes. Regardless of 
how much air or soap and water, 
embedded dirt must be disturbed, 
dislodged and loosened either by 

5 vigorous arm action or some easy 
mechanical means. 


Scraping Cleaner Nozzle on Rug 

Like Old Fashioned Washboard 
The nozzle on a tank or canister type 
cleaner fills the same purpose as the 
ribs on a common washboard. Both 
require vigorous erm action with 
pressure to disturb, dislodge and 
loosen embedded dirt. Poor arm 
action results in poor cleansing. 


CUTS CLEANING TIME 


Once over...once back and 
rugs or carpets are clean. Try it 
in comparison with any other type 
of cleaner. Only the Eureka Auto- 
matic gets the dirt this fast! 


PROTECTS HEALTH 


Eureka’s automatic action takes 
the hard work out of rug and 
carpet cleaning. Even women suf- 
fering from arthritis or rheuma- 
tism find the Eureka Automatic 
Cleaner easy to use. 


PROTECTS RUGS 


The Eureka Automatic actually 
removes a shovelful of dirt from 
supposedly clean rugs in most 
homes in just 10 short minutes! — 
This is the Sidden dirt that ordi- 
nary Cleaners never get. 




















Automatic Vacuum Cleaning 
is Like Automatic Washing 


In both the automatic washer and 
of necided 





cleaner, 
dirt is disturbed, dislodged, and 
loosened by mechanical means in 
the presence of rushing, flushing air, 
or rushing, flushing weter. The more 
disturbance, the faster the cleansing. 


The Eureka 
is Different 
Eureka's jusive and i 
designed “Dirt Disturbulator” instant- 
ly disturbs, dislodges, and loosens 
even the most deeply embedded dirt, 
ond air at hurricane speed flushes it 
away. You merely guide this won- 
der cleaner and let its avtomatic 
action de the cleaning. 








No More of This! 


NOTHING TO ASSEMBLE... 
NOTHING TO CARRY! 


The Eureka Automatic needs only to be 
plugged in. Rolls everywhere easily on 
wide wheels. 


No More of This! 


ONCE OVER GETS 
ALL SURFACE LITTER! 


Even stubborn lint, threads, or dog 
hairs are picked up instantly by Eureka’s 
automatic cleaning action. 


No More of This! 


NO TIRESOME ARM ACTION... 

NO HEAVY PUSHING! 

Eureka Cleaning is automatic cleaning. 
You merely guide this wonder cleaner 
slowly ... let. its automatic action do 
the cleaning for you. 


CLEANING TOOLS 


For above-the-floor cleaning! 


Can be quickly 
connected to the 
Eureka Automatic 
Cleaner (S-250-A) 
without detaching 
the belt or taking 
the cleaner apart. 


A wonderful new 
type of metal con- 
vertor connects 
directly with the 
fan case through 
an opening in the 
front of the cleaner. 
The cleaner can 
then be pulled by 
the hose like any 
tank cleaner. 


Complete set of 
cleaning tools and 
handy case for both 
carrying and stor- 
ing tools. 


“THROW-AWAY”" PAPER DUST BAG 
ASSEMBLY IS AVAILABLE FOR 
EUREKA AUTOMATIC 


The Eureka Automatic 
S-250-A is equipped 
with a standard cloth 
bag. However, a spe- 
cial throw-away 
paper dust bag 
assembly is avail- 
able for those 
who prefer it. 


EUREKA AUTOMATIC QUICKLY 
CONVERTS INTO POWER-DRIVEN 
FLOOR POLISHER 


Merely insert the spe- 
cial waxer-polisher 


brush in place of the 
Dirt Disturbulator. 
Use a good paste 
wax and polish bare } 
floors and linoleum 
to a high profes- 
sional lustre. 








Corporation 
Bloomington, Iilinois 


a 
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Triple Hex Spiral Agitator 


Silent, Ball Bearing Transmission 


Double Wall Heat-Holding Jacket 


The New Duchess LIFETIME 


j 
__f GUARANTEE 


Semi-Aubomatie, 


opens a BIG market 
for you 


There's a big segment of your washing 

machine customers who want — and need — 

the new Model A9-0. In mass housing 

projects — in apartments — wherever laundry 
space is limited or non-existent — the 

housewife is best served by this giant size 
Duchess Semi-Automatic. She can store it easily— 
use it anywhere. She can power rinse and handle 
her clothes only to load and unload if she wishes. 
And the Automatic Electric Timer stops each 
washing cycle when completed — on time. Three 
lower-priced models with exclusive Duchess 

high quality features cover every price need. 

If you haven’t seen the Duchess line 

Date the Duchess now for the profits 

she can make and keep for you. 


Tnsure PE Future with 


FEATURE THE NEW DUCHESS AIR DRYER 


Enjoy extra profits from 
the new Duchess Air 
Dryer. Very compact and 
easily portable 


Removes up to 10 quarts 
of water from room air 
in 24 hours. Retails for 
only $129.95 





UNIVERSAL Iron 


Landers, Frary & Clark, 
New Britain, Conn. 


Model: Leader automatic iron. 
Selling Features: ‘Thermostat auto- 
matically maintains correct heat; 
hand-i-set dial gives quick choice of 
heat for any fabric; large ironing 
surface finished in polished chro- 
mium; beveled edges; weighs under 
4 lbs.; 1000-watt a.c. element re- 
cessed close to bottom of soleplate 
for quick even heat; modern de- 
sign—chromed steel body, black 
plastic handle with thumb-rest 
shaped to fit hand; permanently 
attached 6-ft. cord. 

Price: $9.95 

Electrical Merchandising, Mar. ’52. 


ADMIRAL Ranges 
Admiral Corp., Galesburg, Ill. 
Models: 3 new electric ranges. 
Selling Features: On two of the 
new ranges heat in surface units 
and oven can be dialed as turning 
brightness knob on TV set; all 
ranges can accommodate self-bast- 
ing rotary roaster; rotary roaster 
spit, redesigned to simplify its 
attachment to and from oven rack, 
automatically makes 24 revs. per 
min. and requires no attention 
after switch is turned on; oven 
racks on all models redesigned to 
provide hand grip at front for ad- 
justment; racks can be placed in 
14 positions; cannot tip forward; 
new extra high speed Hot-Spot in 
left front surface unit; pull-button 
automatic timer clock simplifies 
automatic cooking starts, times and 
stops either oven in twin-oven de- 
luxe model W-3. New interval 
timer provides greater accuracy and 
flexibility of operation . . . can 
be set to time any cooking period 
from 30 secs. to 15 min. in quar- 
ter-minute intervals from 15 to 
90 min. in 24-min. intervals; warn- 
ing buzzer is activated when cook- 


“NEW PRODUCTS 


ing time is up and continues un- 
tile turned off. 

1952 models pre-heat oven auto- 
matically to baking or roasting 
temperatures then cuts back to 
temperature selected. Oven, ac- 
cording to laboratory tests, uses 
current only about 4 of time in 
operation. 

Porcelain enamel finish with 
acid-resistant titanium porcelain 
enamel top. 


Electrical Merchandising, Mar. ’52. 





K-M Duo-Aire Fan 
Knapp-Monarch Co., St. Louis, Mo. 
Model: Duo-Aire all purpose fan 
No. 3-508 
Selling Features: Combination 
blower fan, circulator fan and win- 
dow fan—no attachments or adjust- 
ments necessary to change from 
one duty to another; reversing gear 
revolves motor and blade unit with- 
out housing; high velocity 1500 
rpm motor; mounting adjustable 
by revolving on base, held securely 
by Km friction lock; large sturdy 
steel base; 4-large blades riveted to 
steel hub, designed for maximum 
air flow, dynamically balanced for 
smooth, noiseless operation; he ge 
switch for high, medium and off 
position; blades completely en- 
closed; 18 in. high; 16 in. diam;, 
60 cycles, 115 volts; a.c. only; 1400 
cfm air delivery. 


Electrical Merchandising, Mar. 1952 


usAlRconditioners 


United States Air Conditioning Corp., 
3300 Como Ave., S.E., 

Minneapolis 14, Minn. 

Device: 1952 “usAIRconditioner” 
window-type air conditioners. 
Selling Features: Completely re- 
engineered and redesigned; fea- 
tures all-weather exhaust modem 
cabinet; easy change filters; fully 
sealed hermetic refrigeration sys- 
tem; available in 4-ton model for 
rooms 200 to 300 sq. ft. in area 
and a 3-ton size for rooms 300 to 
450 sq. ft. floor space, 

Electrical Merchandising, Mar. ’52. 
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Exciting New View for 62 | | 


The PANATOMIC 


Mlivocet: nothing finer than a STROMBERG-CARLS( YN. 
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The Haried Company, 121 Downer St., Aurora, Illinois 


He substitutes ingenuity for 
price-cutting and does *200,000 
a year in appliances! 


Jack Haried outshines cut-rate competition 


with such unusual sales tools as raw eggs, 


greasy overalls, baby pictures and parties 


ACK HARIED claims you don’t have to meet 
J price competition to make good in the ap- 
pliance business today. And when you con- 
sider that last year The Haried Company, 121 
Downer Street, Aurora, Ill., sold at list price 
more than $200,000 worth of appliances and re- 
lated merchandise, you begin to think that 
Jack has hit on something. 

“Asamatter of fact,” Jack will tell you, “price 
is only one of many appeals in selling appli- 
ances. Profit margins being what they are, we 
figure we're better off to concentrate on other 
appeals.” 

Jack makes it sound easy. But no one knows 
better than he how dear to the heart of the 
appliance buyer is the family pocketbook. To 
get people to buy at his store when discounts 
are available elsewhere, Jack combines a basic 
understanding of salesmanship with some of the 
talents of a showman, a mechanic and a stu- 
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dent of human nature. 


How to keep a customer 


One thing Jack considers vital to the success of 
his business is a completely satisfied customer. 
“The merchandise we sell is wonderful,” he 
says. “Correctly used, it can do wonders for its 
owner and for our business. Used improperly, 
it can lose a good customer for us and, in time, 
prevent others from coming in. 

“That was a problem until one day I realized 
that my mother never seemed to have any ap- 
pliance trouble, even though she has more 
equipment than the average person—dish- 
washer, disposal unit, automatic washer, etc. It 
developed that when factory demonstrators 
were working in the store, they often were in- 
vited to dinner at our house. Mother always 
asked questions about her appliances and, as a 
result, she learned the limitations of her equip- 

(Advertisement) 
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ment. It was as simple as that. 

“We decided that the same idea would work 
in our customers’ homes. So last summer we 
hired Mrs. DeVeta Grafton, mother of two 
boys, to educate our customers on how to use 
the merchandise they buy from us. Her services 
have been a terrific builder of sales and good 
will, not to mention our savings on service calls.” 

Jack believes every woman should have an 
automatic washing machine. A lot more women 
did following a recent Haried Co. promotion. 
Jack reasoned that the best prospect for an 
automatic washer is a young mother with a 
daily load of diapers, Nothing, he decided, is 
more interesting to a mother than her baby— 
or a picture of her baby. 


Reaches 700 prospects—4 times each 


So he engaged a photographer to set up a small 
studio in the store. Then he advertised a contest 
offering prizes for the best baby pictures and a 
free portrait to every mother who would bring 
her baby in. Mothers of more than 700 children 
responded. 

They came to the store four times each. First, 
they came to have the picture taken. Then they 
came in for the proofs. These, of course, had to 
be shown to the rest of the family, so a third 
trip was necessary to return the proofs. By the 
fourth time, when they received the finished 
portrait, Jack had made a lot of profitable ac- 
quaintances. 

Copies of the 700 pictures were used in 
Haried’s display at the local Chamber of Com- 
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merce “Farm and Industry Show,” where prizes 
—an automatic washer, a dryer and a coffee 
maker—were awarded to the winners. 

Aggressiveness is a one-word summation of 
Jack's system of selling. ““There’s a popular 
notion that outside selling doesn’t pay nowa- 
days,” he says. “We find that going out after 
the business pays off. 

“Although our three salespeople work on the 
sales floor most of the time, they also follow up 
outside leads and ring doorbells to develop new 
ones. Our service men sit in on our sales meet- 
ings and often make sales calls in the evenings 
to earn extra commissions. 


Eggs and overalls 


“Recently, we started using a new technique in 
outside selling. Here’s how it works: DeVeta, 
our saleswoman, contacts a customer to invite 
a few friends to her home for the evening in 
exchange for a prize. The hostess gets additional 
prizes if her friends buy anything from the 
store after the party. 

“DeVeta shows a movie about automatic 
home laundry equipment and follows it up with 
a demonstration of the hostess’ washer. In these 
demonstrations, she emphasizes the benefits of 
good service and explains why it cannot be ob- 
tained on a discount purchase. She also clears 
up a lot of mistaken ideas about automatic 
washers. 

“Many people, for example, have the idea 
that automatic washers have one of two faults: 
either they are too hard on clothes or they don’t 
get clothes clean. We have a little trick that 
overcomes both of these objections at the same 
time. We put in the machine an uncooked egg, 
a ten dollar bill and some extremely dirty article 
of clothing, such as a pair of greasy overalls. 
Then we turn on the machine. 

“When we open it up, the overalls are clean, 
the bill is not torn and the egg is unbroken. 
That simple procedure sells a lot of washing 
machines. I must admit I cross my fingers ‘til 
we take the egg out, but we've never broken 
one yet. 

“A few days after a party, DeVeta calls on 
each of the guests. At this point, they usually 
are pretty good prospects because they have 
been pre-sold on buying for satisfactory service 
instead of a discount.” 


"Don’t talk too fast” 


Jack comes by his sales ability naturally. His 
father, C. J. (“Joe”) Haried, who founded the 
Haried Company 35 years ago, was for several 
years the national leader in sales of Holland 
furnaces. Not until 1928 did Joe get into the 
appliance business, and then only because one 
of his sheet metal workers wanted a refriger- 
ator. 

That refrigerator, obtained through R. 
Cooper, Jr., Chicago area G. E. distributor, 
was followed by others and eventually a sales- 
man was hired to sell appliances. Primarily an 
appliance outlet today, the store still does a 
substantial volume in heating and air condi- 
tioning equipment. 

Jack, who entered the business full-time in 
1946 after his discharge from the army, credits 
most of the success of the business to his 
father’s understanding of salesmanship. “The 
methods he used twenty years ago are just as 
effective today,” Jack says. 

As proof, Jack will show you an article on 
salesmanship written by his father in 1929 for 
the Holland Furnace Co. magazine. Entitled 
“Don’t Talk Too Fast,” it reads in part: “Ask 
the prospect what is on his mind and give him 
a chance to say it. He is the only authority on 
this subject. 

“Interrogation points and periods sell more 
goods than eloquent speeches. You have to 
stop until something happens on the other side 
of the table. In other words, don’t force the 
prospect’s hand. Don’t make him feel that he 
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The Harieds, Jack (left) and Joe, call Selective Area campaigns in the Chicago Tribune their most economical advertising buy. 


has been allowed to say nothing—yet forced to 
chip in and feed the kitty. Don’t talk too fast!” 


Advertising that pays 


Sound selling principles such as these combined 
with a flair for showmanship have helped build 
The Haried Co. into an organization with 16 
employes. Five of these are sheet metal me- 
chanics, two are delivery men, three sales- 
people, two girls in the office and Jack and his 
father. It requires eleven trucks to maintain 
the company’s high standards of service. 

As you might expect, Jack has some specific 
ideas about successful advertising. ““We believe 
in an extensive advertising program,” he says, 
“but only to the extent that it pays out.” 

Jack’s program includes some direct mail and 
road signs. The bulk of his expenditure, how- 
ever, is placed in newspapers. Part of this ex- 
penditure buys a consistent schedule in the 
local paper. The remainder goes into a heavy 
schedule of participations in Selective Area ad- 
vertising campaigns in the Chicago Tribune. 

Although Aurora is 40 miles from Chicago, 
Jack takes advantage of the fact that the Sun- 
day Tribune delivers 71 per cent coverage of 
all Aurora families. Under the Selective Area 
plan, he co-operates with his suppliers and with 
other dealers located outside his trading area 
in big-space campaigns on a consistent schedule. 

Because the cost of these campaigns is di- 
vided among many, Jack’s share is as little 
as one per cent of the total—yet he gets prac- 
tically the full benefit of the advertising as far 
as his own best prospects are concerned. Under 
the plan, his ads in the Sunday Tribune list 
only one-fifth of the names of all the partici- 
pating dealers. 


Tops for economy 
“Our Selective Area ads can’t help but pay 


out,”’ Jack says, “when you consider the cov- 
erage of our market and the big space we get 
and the small amount we pay for it. In a recent 
six-month period, we went in on 14 Selective 
Area ads with G. E. alone, not to mention our 
participations with other suppliers. Most of 
these G. E. ads were full page size and several 
were in color. 

“T know of no other type of advertising that 
can match it for economy. We find it profitable 
to get in on as many campaigns as possible.” 


* * * 


VANUFACTURERS: As proved repeatedly by 
appliance manufacturers in the Chicago market, 
your advertising produces more sales when it gets 
added dealer support for your line. 

When you build your Chicago advertising pro- 
gram around the Tribune’s Selective Area plan, 
your dealer has good reason to give special atten- 
tion lo your line. Under this plan, the dealer is 
more directly concerned with the success of your 
advertising. He gets the kind of direct results he 
underslands—increased traffic he can see and 
measure. 

Your Selective Area program enables your deal- 
er lo buy large-space, retail-store-type advertising 
over his own name in the medium he recognizes as 
Chicago’s No. 1 producer of hardlines sales. He 
does so at costs as low as one per cent of regular 
card rates. Yet the entire program is planned and 
exreculed under the manufacturer's supervision. 

The more than $2,000,000 already invested 
under the plan in the appliance field alone is evi- 
dence of the plan’s ability to deliver the results 
dealers, distributors and manufacturers want. 

Dozens of actual case histories offer proof of the 
oulstanding sales returns produced by Selective 
Area adverlising. Ask a Chicago Tribune adver- 
lising representative lo bring you complete details. 


hicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Advertising Sales Representatives: 


Chicago 
A. W. Dreier, 
1333 Tribune Tower 


New York City 
E. P. Struhsacker, 
220 E. 42nd St. 


Detroit 
W. E. Bates, 
Penobscot Bidg. 


los A 
Fitzpatrick & Chamberlin, 
1127 Wilshire Bivd. 


San Francisco 
Fitzpatrick & Chamberlin, 
155 Montgomery St. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


(Advertisement) 
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This demonstration 
helps sell more 
Myers Water Softeners 


With this demonstration, Myers 
water softener prospects actu- 
ally see the difference between 
hard and soft water. When 
making house calls (or in your 
store) first step is to fill empty 
bottle with local water. 






























































Then add one drop liquid soap 
to soft water. Result: a one- 


. ~ ; 
inch collar of pure, white suds | 
and water is still crystal- Sory 
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clear. It takes at least 5, and WATER water fF 
usually 10 drops of soap to Em 

produce equal suds in hard wa- 

ter sample , 
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PREWAY Range 


Prentiss Wabers Products Co., 1430 
Second St., N. Wisconsin Rapids, Wis. 


Model: Preway range No. 25310. 
Selling Features: Equipped with 
automatic oven control; full stain 


resistant Titanium porcelain 
enamel finish: 4 T & K high-speed 
burners; large oven with fully auto- 
matic controls; weighs 230 Ibs. 

Electrical Merchandising, Mar. ’52 































































































Appearance of gummy soap curd is signal for salesman to enumerate 

damage this does and advantages of soft water. So powerful is 

this demonstration, many Myers Softener sales are closed at this point. 
e 


Myers Water Softener Dealerships Available 


Water softeners are becoming a basic appliance and 
they carry a nice profit. Get in on the ground floor 
now with the complete Myers line. Write today. 
























MYERS SOFTMASTER is fully automatic — just push a 
button to regenerate. Other models are semi-automatic 


and manual. Thirty models with different capacities to 
meet any need sm 


Mote Buyers Want Myers 


WATER SOFTENERS 


because they're backed by a 


complete dealer merchandising program 
e 


Qc 


wat 10S 




















































THE F. E. MYERS & BRO. CO. 
252 Orange }., Ashland, Ohio 


























R & M Window Fan 


Robbins & Myers, Inc., 

Fan Div., Memphis, Tenn. 

Model: New 30-in. window fan 
No. R-W 3051. 

Selling Features: Electrically _re- 
versible; cools 4 to 6 rooms; easy 
installation—mounts on 2 strap 
hangers fastened to window frame 
by screws; belt-driven for quiet 
operation; ivory baked enamel cabi- 
net with safety grille; single speed; 
7000 cfm; 453 rpm. 

Electrical Merchandising, Mar. 52 


HOLLIWOOD Broilers 
Finders Mfg. Co., 3669 S. 
Michigan Ave., Chicago 15, Ill. 
Models: Holliwood convertible 


broiler-grill No. 420 and broiler 
oven No. 410. 


Selling Features: No. 420 Converti- 
ble broiler-grill broils, grills, toasts, 
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fries, warms; broiling area 136 sq. 
in., gtilling-frying area 120 sq. in. 
makes a total cooking area a 256 
sq. in.; element has 2 heats: 850 
and 1450 watts; 6 heat ranges; plat- 
ter adjustable to 3 positions, broil- 
ing toasting rack has folding han- 
dle; plastic Bakelite parts. 

No. 410 broiler oven has 136 sq. 
in. broiling area; 2-heat control, 
850 and 1450 watts; platter fits in 
3 positions, handle folds back; 
broiling and toasting rack. 
Electrical Merchandising, Mar. ’52 


EMERSON-ELECTRIC 
Circulator 

The Emerson Electric Mfg. Co., 
St. Louis, Mo. 

Model: Emerson-Electric dual pur- 
pose 16-in. portable circulator- 
window fan. 

Selling Features: May be used as 
a window fan for night cooling to 
pull in cool air or exhaust hot air, 
or as circulating fan during day; 
requires no installation; adjustable 
in height from 28 to 48 in.; vertical 
tilt adjustment permits directing 
air flow within an 180 deg. arc; 
wheels permit portability; quiet- 
type overlapping blades; 2-speed 
capacitor motor; closely spaced 
spiral guards on front and back; 
silver gray finish; delivers 3750 
cfm on high speed. 

Electrical Merchandising, Mar. ’52. 
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FRESH’ND-AIRE Dehumidifier 


Fresh‘nd-Aire Co., 

221 N. La Salle St., Chicago 1, Ill. 
Device: Fresh’nd-Aire portable de 
humidifier No. 750. 

Selling Features: Takes up floor 
space only 12 in. wide and 18 in. 
long; 17 in. high; weighs 58 Ibs; 


convenient handle facilitates easv 
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of the better things to come in’S2.’. 


top-quality TV plus... 


Striking design features plus sales-getting prices... all yours with... 


FUTURIZED Raytheonty 


(Set Shown) THE COMMANDER — Model M-1726—17” 
TV in a rich maroon plastic-covered cabinet. Features 
modern design plus Raytheon’s long-time dependability. 
Belmont Radio Corp., 5921 W. Dickens Ave., Chicago 39, Ill. 
Subsidiary of RAYTHEON MANUFACTURING CO. 
©Belmont Radio Corp 


ELECTRICAL MERCHANDISING—MARCH, 1952 PAGE 179 





Here’s the Spring Tonic for Your Electric Range Sales. 

a These Standout Features Pack a Wealth of Sales Appeal 
In Hotpoint’s Brand New Super DeLuxe Range Models 
for 1952. / Check Them Carefully... 


V Double and Single Oven Models 
Vv lighted Pushbutton Controls 


V Fluorescent Cooking Surface Light... 
Full Length, Mounted on Control Panel 
V Full Length Chrome Lamp Shade and 
Control Panel Trim 


/ Large Twin Timer Dials—12-60 Time Measure 
and Automatic Oven Timing Clock 


With the demand for De Luxe Automatic Electric 
Ranges continuing strong in every market, Hotpoint, 


pioneer manufacturer of over one-third of all electric 
ranges, introduces the finest mew De Luxe Ranges 
ever offered America’s homemakers. The sales-stim- 
ulating features of Hotpoint’s super de luxe models 
RD 14 and RD 15 make them the standout ranges of 
the industry. The RD 14 and RD 15 models are identi- 
cal in outward appearance. The RD 15 is a Double 
Oven model, whereas in the RD 14 model the second 
oven is replaced by a Warmer-Storage Drawer. 


All other features are 


the same in both models. 
pony 


\ 


Vv Nylon Roller Drawers 

Vv Counter-Balanced Doors 

V Aluminum Broiler-Roaster Pan for Master Oven 
v¥ Concealed Oven Heating Units 

V Hi-Speed Broiler 

V Instant Heat and Hi-Speed Calrod® Units 

Vv Automatic Oven Light and Oven Indicator Light 
Vv High DeLuxe Control Panel 


The introduction of these two new range models 
climaxes Hotpoint's long history of bringing to elec- 
tric appliance dealers the finest, first, in a full line 
of electrical servants. With Hotpoint you have a 
complete family of fine major appliances to fulfill 
any appliance requirement for the modern all- 
electric kitchen or home laundry. This is one of the 
reasons why the nation’s foremost dealers say... 
Hotpoint is NOW the Industry's Foremost Franchise! 

Check with your Hotpoint distributor and see why 
the Hotpoint Full-Line Franchise is the industry's most 
coveted. There may be a franchise open in your 
territory. 





RANGES + REFRIGERATORS 


DISHWASHERS + DISPOSALLS® + CABINETS 


HOTPOINT Inc. (A General Electric Affiliate) 5600 West Taylor Street, Chicago 44, Illinois 
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YOUR SALES...WITH THE 





Its New Super De Luxe Range 
For Topp Fates! 








‘athe Lhdaphy/ 


WATER HEATERS 





* FOOD FREEZERS - AUTOMATIC WASHERS . CLOTHES DRYERS + ROTARY IRONERS 
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moving from place to place in 
house; removable  In-A-Drawer 
catches water as it is removed from 
air, when full drawer can be easily 
removed and emptied; drawer can 
be removed when dehumidifier is 
operated over a drain; removes rust, 
mildew, warping, damp, rot and 
excessive dampness from __ base- 
ments, workshops, storage rooms 
etc; dehumidifier areas up to 10,- 
000 cu. ft. space, removing 2 to 3 
gal. moisture from air in 24 hrs; 4 
h. p. condensing unit draws 200 
watts, operates on 115 volt, a.c. 

Electrical Merchandising, Mar. ’52. 











SUPERSTAR Rotisserie-Broiler 


Stern-Brown Inc., 42-24 Orchard St., 
Long Island City 1, N. Y. 
Device: SuperStar portable _ro- 
tisserie and broiler combination 
No. 57. 
Selling Features: Performs all func- 
tions of outdoor barbecue, plus 
broiling features of Superstar Broil- 
O-Grill; may be used in kitchen, 
dining room, porch, office or out- 
doors; 3-heat control switch for 
a | barbecuing, roasting or broiling— 
counter, back splash, | high, 1400 wai, quien 760 
watts and low, 350 watts, a.c. only; 


. © ‘ 
edge-trim in one, | separate motor switch for barbe- 


cueing or roasting only; adjustable 


MOLDED piece of broiler tray positions for rare, me- 


dium or well done broiling; broiler 


tray racks removable; removable 
eT TEXTOLITE* spatter shield with oven glass win- 


dow; tripleplated—copper, _ nickel, 








. . | and chrome; double wall construc- 
plastics su rfaci ng | tion; hinged “spit” door; 4 Bakelite 


insulated comers protect table. 
Price: $59.95 east of Denver; $62.50 
west. 

Electrical Merchandising, Mar. ’52. 


eeeto help you sell complete kitchens. 





Monotop is the biggest news in kitchen Monotop display kitchen in your store 
equipment in years! It’s a streamlined, __ will not only help sell profitable counter 
supersanitary beauty for the kitchen—from _installations, but appliances as well— 
back-splash to curved front edge—in one _ even an entire kitchen. For full 
molded piece of G-E Textolite plastics information on Monotop, and the full line 
surfacing. Monotop is easier to install, of G-E Textolite plastics surfacing, write 
too, because there’s no fitting of pieces, to General Electric Company, Section R-1, 


: ‘ : . eR ; CROSLEY Air Conditioners 
no metal trim needed. An interesting new | Chemical Division, Pittsfield, Mass. nls ge 


} Crosley Div., 
Reg U. S. Pat. Of. Avco Mfg. Corp., Cincinnati, O. 


You can pul your confdlence 2? Models: Year-round air condi- 


- 


tioner in 3 sizes. 
Selling Features: In addition to 


( Y cooling and dehumidifying, the 
G . N t p A L } E LE CT 4 : C ; unit is adapted to exhaust stale, 
smoky air during fall, winter and 
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LICK 
COMPETITION 


COMPARE! 








4 





Sell the best—that’s just good business. 
It makes sales easier—gives you selling points 
that really clinch the deal—demonstrable 
features that make your job easier—gives you 


—e 
Other kitchen sinks have old 
fashioned ledges thot use up 
important bow! space. Also 
bowls ore more shallow 











Other kitchens have cheap 
brake-formed construction — 
dirt and rust-catching seamed 
drawers, square corners. 


American Kitchens’ one piece 
rounded drawers—dye- 
formed, no seams to catch 
dirt, Easy as a bow! to clean 


American Kitchens’ 15% 
larger sink bow! than other 
make sinks —completely elim- 


inates the dirt-catching ledge 


pride in what you sell. 


That’s one of the reasons, dealers have dis- 
covered, why it’s easier to sell American 
Kitchens. They are proud to point out the ex- 
clusive American Kitchens features that they 


know make it a better product —that customers 
can see make it a better buy! For you can see 
the difference in American Kitchens better 






construction. American Kitchens are fully 
drawn over dies and that requires a superior 
grade of steel; they are insulated with the most 
expensive insulating material; they are de- 
signed more beautifully and for more work- 
ing comfort. 


Point out the American Kitchens 
competition-beating features—and 
watch your sales. It’s the kind of a 
story you can really shout about— 


American Kitchens’ nylon 
ides, wers pull out noise- 

lessly ... Welded-on drawer 

guides keep drawers level 





American Kitchens’ one-piece 
sin se, arrives complete— 
cuts installaiion time and costs, 
lessens shipping damage 





Other kitchens’ metal or soft 
brass drawer guides that 
screech, bend under strain. Pro- 
truding bolts are dirt catchers. 





Other kitchens’ sink base pon- 
els must be screwed or bolted 
CO 
and dirt-catching seams 


a 


American Kitchens’ concealed 
door and drawer pulls elim- 
inate dirt-catching handles 


Double-acting spring hinges 








Americon Kitchens’ smooth, 





rounded contours, extra knee 
and toe room—attractive 
modern waterfall design 





Ba, 


Other kitchens, with handles 
of all designs, catch dirt, make 
cleaning difficult. Out-of-date 
torpedo catches catch dirt 





Other kitchens have square or 
jutting cabinet lines, square 
corners to catch clothing— 
minimum knee and toe room 


mn, Dept m3 


isio 
ens Div a 
netic al cauring corverene 
ave iile, Ind- 
m 


it’s the kind of story that brings im- 


mediate results in sales. Here’s the 
Conners¥ 
Please wen 
_ rica 
Mail fez. Piesse have 


way to lick competition—cut your- 
self a bigger share of profits. 


coupon at right! 
Name 
American Kitchens Division Connersville, Ind 
Address = 
State——— 
_ Zone 


City 
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let's start playing 
first fiddle in the 





vacuum cleaner 


business! 


Vacuum cleaners are appliances—and appliances are our 
business, your business. 


Last year, vacuum cleaners grossed $236,516,250. This 
is not hay, gentlemen. If the sales of vacuum cleaners, 
like other appliances, went through your store, they’d be 
one of your biggest items. 


Isn’t it about time to stop “playing second fiddle”’ in 
a business like this? Isn’t it about time you—the appli- 
ance retailer—started getting a better slice of a business 
you logically deserve? 


You’re darn right it is! And 1952 is the year to do it! 
For the first time in history, we’ve got everything we 
need. A superior cleaner! Nobody can touch us on that! 


And massed behind it—the biggest magazine and TV ad- 
vertising campaign in vacuum cleaner history! (Plus a 
complete co-operative advertising program and a com- 
plete merchandising program!) 


How about it? Already these great new cleaners are 
selling like hot cakes! (We wish you could see our sales 
reports so far.) 


An opportunity like this doesn’t come along every day.. 
So don’t overlook it—if you want to get vacuum cleaner 
profits where they belong: in your store. Why not call 
your G-E distributor right now and say, “‘Count me in! 
This is the chance I’ve been waiting for!” General Elec- 
tric Company, Small Appliance Division, Bridgeport 2, 
Connecticut. 


You Can Put Your Confidence In— 


GENERAL GQ) ELECTRIC 
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the butcher, the baker, the cocktail maker 


proved it... with increased sales! 


And so did all the progressive merchants shown here. 












isfied.”’ 









cant.” 


V THEN you modernize your es- 
tablishment for better 


busi- 


ness. consider the advantages of 
using Pittsburgh modernization ma- 


terials . . . the leaders in the field. 


The line includes such eye-catching 
products as Polished Plate Glass; 


'window—Pittsburgh’s window with 


‘_ a 
Store Fronts 


and Interiors 
by Pittsburgh 
ei : 


PAINTS 











PITTSBURGH 
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Florist W. R. Shackelford, 
Wilkinsburg, Pa. 


“Our business has 
doubled in our new store! The 
Pittsburgh front is the talk of 
the town.” 


“Since modernizing four months 
ago we have found that busi- 
ness is running 20 to 25% bet- 
ter, in comparison with the same 
period in 1950. We are well sat- 


Furniture store owner J. H. Big- 
gor, Pasadena, Calif. 


“Our new exterior has attracted 
people from all over Southern 
California to Biggar’s . . . we 
believe the fact that the number 
of employees doubled from 65 
in 1946 to 130 in 1951 is signifi- 





GLASS - 


more than “Since the 


at a new high.” 






Women’s apparel store co- 
owners Sam Prago and A. Guyes, 
Greensboro, N. C.: 












Allentown, Pa.: 














built-in insulation; Carrara Struc- 
tural Glass in ten handsome colors: 
lustrous Pittco Store Front Metal; 
beautiful, clear Mirrors; and many 
other quality products that will help 
give your place of business a new 
sales personality . . . inside and out. 


For information about the com- 


(our 
store 


Look That Sells.” 


sells Name 
Address 
City 


CHEMICALS - 


PrP. Ads 





. and here’s what they say: 


Restaurant-bar owner Louis 
Fratangelo, Pittsburgh, Pa.: 


installation of the 
new Pittsburgh front business 
has increased 30% and employee 
morale and working efficiency is 


Hardware store president 
John Sell, Pittsburg, Kansas.: 


“What our front did for our 
business is almost unbelievable, 
and we had to employ more 
sales people to take care of the 
increased business.” 


Grocer Harvey C. J. Deiley 
(shown, center, with partners) 


“We have found that our busi- 
ness has improved beyond ex- 
pectations as a result of our 
new store front. It is a very at- 
tractive one and exceeds our 
fondest dreams as to appear- 
ance and pulling power.” 


Pittsburgh Plate Glass Company 
2091-2 Grant Building, Pittsburgh 19, Pa 


Without obligation on my part, please send me a FREE copy of 
your modernization booklet, “‘How To Give Your Store The 


BRUSHES - 


GLASS 


They modernized their places of business with Pittsburgh 
Store Fronts and Interiors . . 





































plete line of Pittsburgh Products, 
and for photographic examples of 
how other 


Pittsburgh Products to create sales- 


merchants have used 


winning store fronts and interiors, 
send for our booklet. “How To Give 
Your Store The Look That Sells.” No 


obligation. Just return the coupon. 


State 


PLASTICS 


COMPANY 





MARCH, 













| 
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NEW PRODUCTS 


spring months and improve venti- 
lation and circulation in all sea- 
sons; installed on a “track’’ easily 
fastened to window sill, unit is 
then slipped onto track and bolted 
—no alterations on window neces- 
sary; kit accompanying each unit 
includes seals for windows larger 
than air conditioners; a 3-way ad- 
justable outlet grill makes it pos- 
sible to control flow of air to any 
part of room. 

Available in 3 sizes: 4 h.p. unit 
extracts 1-3/10 pts. moisture per 
hr. from room and circulates 470 
cfm. 4 h.p. unit extracts 13 pts. 
moisture per hr., and _ circulates 
560 cfm. 7 h.p. unit removes 24 
pts. moisture and circulates 700 
cfm.; each unit has a 3-way adjust- 
able outlet grill which makes it 
possible to direct flow of air to any 
part of room. 

Prices: + h.p., $249.95; 4 hp. 
$349.95; and 7 h.p., $399.95. 
Electrical Merchandising, Mar. ’52. 
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ROBERTON Mower 


Roberton Div., King Pneumatic Tool 
Co., 2717 N. Ashland Ave., 
Chicago 14, Ill. 


Device: Model KE-25 electric lawn 
mower. 

Selling Features: Weighs 70 Ibs.; 
said to permit cutting where other 
mowers can’t function; quiet, even 
power and standard 18-in. reel; 
cuts at rate of 400 sq. ft. per min.; 
floating handle avoids any jar; no 
clutch or switch; complete with 
cord and reel instructions. 

Price: $79.50. 

Electrical Merchandising, Mar. 52. 


THAW Alarm 


Sperti-Faraday, Inc., 
Rockwood Place, Cincinnati 2, Ohio 


Device: Thaw Alarm signal protec- 
tion for home freezers. 

Selling Features: Warns if com- 
pressor fails, belts are off, gas line 
leaks or current is off; operates on 
flashlight batteries; sounds con- 
tinuous alarm for over 3-days and 
signal flag continues to show until 
trouble is corrected and alarm re- 
set; easy to install; may be installed 
remotely away from freezer by ex- 
tending thermostat cord. 

Price: $9.95. 

Electrical Merchandising, Mar. ’52. 





Now! The smash hit of the show is 
packing ’em in 
everywhere! 


Buyers called it the biggest gas range news 
in years! Dealers agreed it’s the hottest 
traffic-builder in the industry! 

And they were right! The fabulous Universal Marlboro with 
the exclusive Wheel-about cart is proving to be as sensational an 
attraction on dealers’ sales floors as it was at the Winter Market. 

Don’t miss this golden opportunity to cash in on the 
No. 1 sales “plus” of 1952! Order now for prompt delivery. 


== = 
ae : 





A limited number 
of Universal Gas Range 





franchises are now available 
in certain localities. Write, 
wire or phone for 

complete information. 





fi 


j 


it’s the exclusive new 


Bniverctiad gas range...with the 
Wheel- about extra table top storage cart 


CRIBBEN & SEXTON CO., 700 N. Sacramento Blvd. 
Chicago 12, Illinois 
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SYLVANIA Telesets 


Sylvania Electric Products Inc., 

Radio and Television Div., 

254 Rano St., Buffalo, N. Y. 

Models: Sylvania’s “HaloLight” 
has been added to 3 17-in. models 
in 1952 line—Adams, McKinley 
Lincoln and one 20-in. table model, 
Coolidge. 

Selling Features: Adams, an open 
console in mahogany or other hard 
woods; has 17-in. black tube, 19 re- 
ceiving tubes, 4 rectifiers; 8-in. 
speaker; 
tachment and for UHF reception. 

McKinley, console with doors in 
mahogany or blond, and Lincoln, 
combination console in mahogany 
or blond, have 20 tubes, 4 recti- 
fiers; 12-in. speakers. Lincoln has 
an AM-FM radio with 6 tubes plus 
rectifier and 4 controls; automatic 
phono plays all speed records inter- 
mixed; has automatic shutoff, sin- 
gle needle; record compartment. 

McKinley is available with built 
in UHF converter at $50 addi- 
tional. 

Coolidge has 20-in. table model, 
has 20 tubes plus 4 rectifiers; 64-in. 
speaker; provision for phono at- 
tachment and UHF reception. 


Prices: Adams, $369.95, mahogany; 


$379.95 blond; McKinley, $409.95, 
mahoganv: $419.95 blond: Lin 
coln, $579.95 mahogany; $599.95 
blond; Coolidge $329.95 in con 
ventional woods, $369.95 in 


scratch-resistant laminates 
Electrical Merchandising, Mar. ’52 





SYLVANIA Telesets 


Sylvania Electric Products Inc., 
Radio and TV Div., 
240 Rano St., Buffalo, N. Y. 


Models: 4 new models—Fillmore, 
a Pierce, Tyler and Hayes—have 
been added to regular line. 

Selling Features: Fillmore, a 17-in 
mahogany console with bookcase- 
shelf space on open grill has a 19 
tube chassis with 4 rectifiers; auto- 
matic “triple lock”; wider band 
width; permanent magnet focus; 
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provision for phono at- 


NEW PRODUCTS ~.~-~2-«. 





age; fringe area reception; built-in 
antenna; provision for UHF. 
Pierce, cabinet similar to Fill- 
more, has 20-in. black picture tube. 
Tyler, 17-in. table model has 19 
tubes plus 4 rectifiers; automatic 
“triple lock”; provision for phono 
attachment; 64-in. heavy duty 


speaker; phono attachment pro- 
vision. 
Hayes, 20-in. table model. 


All models have perfect inter- 
lace; permanent magnet focus; agc; 
super-power chassis; improved tu- 
ner; slanted picture window; sim- 
plified controls; provision for 
UHF ; — ebian. 

Price: Fillmore, $299.95; 
$399.95; Tyler, $225.95; 
$299.95. — 

Electrical Merchandising, Mar. '52. 


Pierge, 
Hayes, 





ADMIRAL Telesets 


Admiral Corp., 3800 W. Cortland St., 
Chicago, 47, Ill. 

Models: 12 new 1952 Admiral sets 
have been added to 22 models 
introduced late in 1951. 

Selling Features: Nine of the 12 
new 17-, 20- and 21-in. models have 
a Dynamagic AM radio attached 
plus full-tone control and a record 
player outlet. Radio shares TV 
circuits and tubes. 

All 1952 models have double 
shielding on tuner; cylindrical 21- 
in glass tubes in some models re- 
duce room reflection and _ glare; 
tilted safety screens in front of all 
screens provide brighter picture 
minus reflection in daytime; other 
features include flex-o-matic focus- 
ing; built-in antenna; turret tuner 
for new UHF reception. 

Highlighting the line is a 20-in. 
table model in burn-, scratch- and 
stain-resistant plastic cabinet, ma- 
hogany or ebony. Two 21-in. — 
models with AM radio; three 17- 
and two 21-in. consoles, all with 
AM radio, and three 21-in. com- 
binations complete with radio and 
automatic 3-speed phono complete 
line. Most models available in 
choice of walnut, mahogany or 
blonde cabinets. 

Prices: 20-in. table model, $239.95; 
other models from $189.95 to 
$299.95 for table models; from 
$259.95 to $419.95 for consoles; 
and from $379.95 to $539.95 for 
combinations. 

Electrical Merchandising, Mar. ’52. 





MAJESTIC Telesets 


Majestic Radio & Television Div., 
The Wilcox-Gay ag ~~ Fourth 
Ave., New York, 16, 


Models: Two new TV models— 
17C64 and 20FP88. 
Selling Features: No. 17C63, 17- 
in. open-faced console features a 
built-in antenna, phono jack, ma- 
hogany wood cabinet. 

No. 20FP88, 20-in. console 
combination features AM and FM 
radio, 3-speed record players and 
an album compartment in con- 
temporary full-door mahogany cab- 
inet. A blond mahogany version 
of this model is also available as 
No. 20FP89 for $20. additional. 
Prices: No. 17C64, $249.95 and 
No. 20F P88, $539.95. 


Electrical Merchandising, Mar. ’52. 





G-E Telesets 


General Electric Co., Receiver Dept., 
Electronics Park, Syracuse, N.Y. 


Models: 5 new models—No. 20T2 
No. 17T7, No. 17Cl117, No. 
20C105; and No. 20C106. 

Selling Features: No. 20T2 fea- 
tures legs which can be screwed 
into base to convert it to a floor 
model if desired; a mahogany ve- 
neered table model with 20-in. 
black picture tube framed in hard- 
wood moldings; primary dual con- 
trol knobs below with easy-to-read 
bold characters; secondary tuning 
controls are concealed behind 
hinged plastic escutcheon below 
screen. 

No. 17T7, 17-in. black rectangu- 
lar table model; fawn-colored re- 
cessed molding; dual control knobs 
of plastic mounted below picture 
tube on mahogany veneer cabinet; 
fawn-olored plastic escutcheon 
centered between dual knobs, 
hinges downward to permit easy 
access to secondary tuning knobs. 


MARCH, 





No. 17C117 eens prea 
17 in. picture tube; control knobs 
similar to model 1717; lower por- 
tion of cabinet has grille cloth and 
easy moving swivel casters; —— 
to give maximum tone quality fr 
specially designed 12 in. Alnico 
Dynapower speaker. 

No. 20C105 open-faced ma- 
hogany console; 20-in. rectangular 
black tube framed by mask of fawn- 
colored metal; control knobs 
mounted as in 17T7; 12 in. Alnico 
speaker is concealed behind deco- 
rative speaker grille in lower cabinet. 

No. 20C106 has same specifica- 
tions and chassis as 20C105 in 
natural blond wood cabinet. 

All models equipped with safety 
glass which protects tube; all have 
2 RF stages contained in a double 
shielded tuner for better signal to 
interference ratio; all have a UHF 
socket and utilize a 20-tube Ad- 
vanced I/C chassis with 3 rectifiers 
and 12 tuning circuits. 

Prices: Eastern list prices: 20T2, 
$299.95; 17T7, $269.95; 17C117, 
$319.95; 20C105, $349.95 and 
20C106, $369.95. 

Electrical Merchandising, Mar. ’52. 





HALLICRAFTER Telesets 


The Hallicrafters Co., 
4401 W. Fifth Ave., Chicago, Ill. 


Models: New 1952 Hallicrafter 
line features “150-mile” reception. 
Selling Features: Line include 5 
table and 5 consoles; new super- 
dynamic tuner—rotary turret-type 
uses precision printed photo-etched 
tuning coils for distance reception; 
photographic interlace circuit gives 
pin-point picture detail; provision 
for UHF. 

Table models include a 14-in. 
tube model; 2 17-in., and 2 20-in. 
models; no-glare, snap-on tube 
escutcheons; UHF indicator knobs, 
mahogany or blond cabinets. 

Console include a 17-in. model; 
3 20-in. and 3 21-in. models, one 
of the latter is a combination TV- 
AM-radio-phono. 

Electrical Merchandising, Mar. ’52. 
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ALREADY PRE-SOLD 


Get a running start by fea- 
turing COMPANION-adver- 
tised goods. Pick out below 
the Electrical Products that 
you carry—then cash in on 
the COMPANION’S No. 1 edi- 


iTolato] M slelel tm 


Arvin Automatic Toaster 
Arvin Lectric Cook 


Bendix Automatic Dryers, 
Washers & lroners 


Cadillac CylinderVacuum 
Cleaner 


Farberware Percolator 
Robot 


Frigidaire Electric Ranges 


General Electric Steam 
& Dry Iron 


General Electric 
Visualizer lron 


General Electric Washers 
& lroners 


General Mills Automatic 
Toaster 


General Mills Steam 
Ironing Attachment 


General Mills Tru-Heat 
lron 


Lewyt Vacuum Cleaner 


Presto Automatic Deep- 
Fryer 


mmm os bonate in he Kithon / 


Sunbeam Mixmaster 


univer taille.ciitts Busy spring days are ahead for every home- steam iron—items you are selling now! 
maker—and that’s why the MarchCoMPANION 
headlines time-saving short cuts for kitchen 
Youngstown Kitchens and laundry. Pictures and text show how 
ee appliances do the work. Featured are electric 
refrigerator, coffeemaker, washer, ironer and 


Display this timely and helpful article in 
windows and on counters. It will help to turn 
COMPANION reader traffic into store traffic 
for you! 


White Sewing Machines 


Youngstown Kitchens 
Electric Sink 


THE TIMELY 
Yon . WOMEN’S SERVICE 
MAGAZINE 


CURRENT CIRCULATION: MORE THAN 4,200,000 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF COLLIER’S, THE AMERICAN MAGAZINE, WOMAN’S HOME COMPANION 
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Series motor parts engi- 
neered for floor polisher; 
adaptable to food mix- 
ers and other hovse- 
hold appliances. 


Lightweight universal motor 
for portable devices requir- 
ing a self-ventilated, high- 
speed motor. 


4 
Compauctly designed turbine 

provides dependable ’ 
operation for canister-type i 
vacuum cleaner. 44 


bs 
Assurance of 
Exceptional Value 


when the product 
is powered with a 


» mb Electric 


MOTOR 


Dealers who have sold Lamb Elec- 
tric motored appliances through the 
years know the outstanding service 
these products give. Because of this 
performance record, dealers recog- 
nize that an appliance equipped with 
a Lamb Electric specially engineered 
motor offers exceptional value. 

The Lamb Electric Company 
Kent, Ohio 


THEY'RE POWERING AMERICA'S Fines! PRODUCTS 


Lomb Eleclhéc 


SPECIAL APPLICATION MOTORS 
FRACTIONAL HORSEPOWER 
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eo 
RAYTHEON Telesets 
Belmont Radio Corp. Div., Raytheon 
Mfg. Corp., 5921 W. Dickens Ave., 
Chicago, 39, Ill. 

Models: 4 new Raytheon telesets 
with UHF continuous tuner— 
Commander, Raleigh, Highland, 
and Linden. 

Selling Features: Commander, 
table model has 17-in. rectangular 
tube; “Ray Dial” continuous tuner 
provides 1-knob tuning for all 
channels; scratch and scuff resist- 
ant maroon leatherette cabinet; 
built-in antenna; adjustable with a 
single knob; full tone balance; 
Commander M-1726-U has UHF 
tuner; M1726 has standard VHF. 

Raleigh, mahogany console has 
21-in. rectangular tube; “Ray Dial” 
continuous tuner; built-in antenna; 
full tone balance. 

Highland, blonde Korina mahog- 
any console has 21-in. rectangular 
tube; “Ray-Dial” tuner provides 
l-knob tuning; built-in antenna; 
full tone balance; No. C2105-U 
has UHF continuous _ tuner; 
C-2105 receives standard (VHF). 

Linden blonde Korina cabinet, 
has 17-in. rectangular tube; “Ray 
Dial” 1-knob tuning; built-in an- 
tenna; full town balance. No. 
C-1731-U has new UHF contin- 
uous tuner; No. C-1731 has (VHF). 


Take} 


Electrical Merchandising, Mar. ’52. 





RCA VICTOR Telesets 


RCA Victor Div., Radio Corp of 
of America, Camden, N. J. 


Models: 6 new RCA TV Super 
Sets,—four 17-in and two 21-in. 
Selling Features: Colby, 17-in. 
table model with dark maroon 
metal cabinet has matching base 


which transforms it into consolette 
for an additional $18.95. 


Glenside, 17-in. table set in 
mahogany or blond grain finish. 
Matching base in either finish, 
$18.95. 

Crafton, 17-in. open-faced con- 
sole, mahogany or walnut or limed 
oak. 

Calhoun, 17-in. console with 
full-length doors, Regency styling, 
mahogany or walnut. 

Selfridge, 21-in. table model has 
mahogany, walnut or limed oak 
cabinet. A matching consolette 
base available for $20 in dark 
finishes, $22.50 in limed oak. 

Meredith, open-faced, 21-in. 
console, contemporary _ styling; 
mahogany or walnut, or limed oak. 

Six 1951 models retained in line 
include two 17-in. consoles; Cov- 
ington and Kendall, and four 21- 
in. consoles: Suffolk, Donley, 
Rockingham, and Clarendon. 

Features in 1952 Super Sets in- 
clude double-shielded tuner; phono- 
jack; RCA intercarrier sound sys- 
tem; age and provision for UHF 
reception. 

Prices: Colby, $259.95; Glenside, 
$279.95; Crafton, $339.50 in dark 
finishes, $349.50 in limed oak; 
Calhoun, $395; Selfridge, $379.50 
in dark finishes, $389.50 in limed 
oak; Meredith, $425 in dark fin- 
ishes; $445 in limed oak. 

Electrical Merchandising, Mar. ’52. 





CROSLEY Telesets 


Crosley Div., 
Avco Mfg. Corp., Cincinnati, O. 


Models: 8 new duo-frequency TV 
consoles have been added to Cros- 
ley 1952 line. 

Selling Features: Six sets have 21- 
in. picture tubes; 2 have 17 in. 
tubes; features include a removable 
no-glare slanted window in front 
of picture tube on some models; 
connections for attachment of 
Crosley uhf tuner; radio type 
“slide-rule” tuning dial with chan- 
nel numbers visible on up-tilted 
panel; built-in dual dipole antenna; 
retrace line eliminator which re- 
moves objectionable white lines on 
picture tube; several models are 
available in authentic period styl- 
ing: Georgian, Modern, 18th Cen- 
tury Traditional, Chippendale, 
Early American, French Provincial 
and Regency. 

Electrical Merchandising, Mar. ’52. 
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5-YEAR GUARANTEE 


is the “final touch’ which clinches 
sales at full, profitable mark-up. It ap- 
plies to FASCO’s 6 best-selling deluxe 
fans. The Registry of fan purchase 
which your customer fills in and sends 
to the factory is proof positive that 
he’s invested in a product of unques- 
tioned quality. Why not make your 
selling easier by stocking and showing {formerly F. A. SMITH MFG. CO. OC / 


these FASCO leaders? Fa AY H/| Industries, Bi 


Got your new “5-Y ear Guarantee” win- 
dow streamers? If not, just drop a note 
to Dept. EM. 


Mode! 101 Model 127 M Model 40 
10-inch oscillator, 1 speed 12-inch oscillator, 3 speeds 16-inch oscillator, 3 speeds 10-inch floor fan, 2 speeds 
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Admiral 


New tuning control panel of Admiral 
Television Receiver with Radio 





214 16 
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Admiral Makes Television 
History Again with 
Spectacular New Features 
Sensational Low Prices! 





Now... brand new for ’52! Another spectacular “‘first”’ 
from Admiral . . . the leader in television. Think of it! 
Television with radio built-in . . . both together in com- 
pact table models or consoles no bigger than required 
for television alone . . . both for less than other nationally 
advertised sets with television alone! 


And what a radio! It’s not to be confused with an 
ordinary table model worth $25 to $30! Because here is 
a radio with full console power and tone, with unmatched 
selectivity and sensitivity achieved by utilizing the full 
power of Admiral’s famous triple-X television chassis. 


Compare its performance . . . compare its full rich 
tone with the most expensive console radio-phonograph 
built today. You be the judge! 


More than ever before your customers will want a 
dependable radio handy to hear, as well as view on tele- 
vision, the history making events to be unfolded in this 
all important election year. Many outstanding pro- 
grams will be aired exclusively on radio. With a new 
1952 Admiral you can switch from television to radio 
in a flash. 


New °52 Triple-X Chassis 
Revolutionizes Television Performance 


Brand new and better than ever in ’52 is Admiral’s 
famous triple-X chassis . . . most powerful in television 

. now copper-clad for lifetime dependability. Most 
TV sets will give you a reasonably good picture these 
days. The real test of outstanding performance, how- 
ever, is how close you can sit to the picture screen. With 
an Admiral you can sit as far, or as close, as you please 
and enjoy the sharpest, clearest pictures in television. 
That’s why any room that will take a 9x12 rug is more 
than ample even for sets with Admiral’s biggest-of-all 
21” picture tube! 


* x x Engineered to Outperform Any Set, 
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World’s Largest Television Manufacturer 


Brings You Sensational News! 


V wm! RADIO 


at No Extra Cost! 


Gets UHF! No Converter Needed! 


Hundreds of new UHF stations are promised for the 
coming months. . . several thousand will be on the air 
in the next year or two. You will be able to receive any 
and all of them with an Admiral . . . and without the use 
of an unsightly and costly outside or inside converter. 
That’s because every Admiral television receiver is 
equipped with the built-in super turret tuner which 
provides for reception of new UHF stations by means of 
readily interchanged, inexpensive tuning strips. 


New “Glare-Trap” Stops Reflections 


Outstanding among Admiral’s spectacular new features 
for ’52 is a newly designed 21” all-glass tube with cylin- 
drical face. Curved like a section of a giant drum stand- 
ing on end, this brilliantly engineered picture tube 
completely rejects annoying reflections from room lights 
... provides 245 sq. inches of glare-free viewing surface. 
It’s 20% bigger than a conventional 20” tube! 


Other features to increase viewing and listening pleas- 
ure include variable tone control for TV sound as well as 
radio . . . plug-in socket for record player . . . built-in 
directional Roto-Scope antenna. . . sensational cascode 
amplifier that makes possible amazing “fringe” area 


reception. Yes, feature for feature, Admiral television 
for ’52 is engineered to outperform any set, anywhere, 
any time! 


Greatest Values in Admiral History 


Thirty-four brilliant new Admiral models are now in 
production . . . the greatest values in Admiral history. 
Think of it! An Admiral 17” table model with super-pow- 
ered triple-X chassis for as little as $189.95*! A 17” half- 
door TV console with radio for $299.95*! A 20” table 
model priced as low as $239.95*! A brilliantly styled 
consolette with 21” cylindrical face picture tube and 
built-in radio for only $349.95*. Why let your customers 
settle for an obsolete, “carry-over” model even at a 
reduced price when they can get a brand new '52 
Admiral with all the latest features, at the lowest prices 
in Admiral history! 

Compare performance! Compare value! Compare features with this 
all important fact in mind. Every Admiral, beginning with the popular 
priced 17” table model at $189.95, has a built-in Roto-Scope antennal 
Every Admiral features the super-powered triple-X chassis with full 
complement of tubes. Compare, and the Number 1 brand in your store 
is certain to be Admiral television. 


*Includes one year picture tube warranty— Federal Tax extra. 
Prices slightly higher South and West . . . Subject to change without notice. 


Anywhere, Any time...Admiral TV for ’52! 
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MORE THAN 


1930’s—PRE WORLD WAR Il 


YEARS’ 


J 


EXPERIENCE BEHIND 


td 


wASHERS 


1952—STARTING A SECOND HALF CENTURY 


SERVICE-FREE PERFORMANCE 
MEANS MORE PROFIT 


Dealer loyalty to the Woman's Friend 
Washer Line is readily understood 
when you know about the comparative 
freedom from service calls. You can 
install ‘em and forget ‘em! Exception- 
ally good engineering and high qual- 
ity parts are largely responsible. 


OVER HALF A CENTURY 


BUILDINGES 


WASHERS 


_ 
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ONE OF THE OLDEST 
NAMES IN WASHERS 


Beginning with a hand-powered wood 
tub model in the year 1900 (shown 
below) each decade has seen steady 
improvement and refinement in both 
appearance and performance of this 
pioneer washer. And today we have 
the trim, handsome “color-designed™ 
REGENT Model—a striking achieve- 
ment in modern washer design. 


1900—FIRST MODEL 


DESIGN LEADERSHIP 
MAKES SELLING EASIER 


Behind the untiring effort to produce 
the easiest selling washer is the 
thought of putting our dealers out in 
front with a style leader—the top value 
in its price class. Style leadership is a 
must—and here you have it! 


NEW PRODUCTS 


TV and Radio 


PHILCO Telesets 


Philco Corp., 
Tioga & C Sts., Philadelphia, Pa. 


Models: Philco 1952 line includes 
4 17-in. models; 6 20-in. models 
and 9 21-in. models. 

Selling Features: An entirely new 
chassis; the Philco Super “Colo- 
rado” tuner; and “Optic-Engi- 
neered” 21-in. tubes are among the 
outstanding features. 

No. 1802 table model leads 17- 
in. models; equipped with “Colo- 
rado” tuner in dark plum colored 
cabinet; 2 companion table models 
and a console model 1850 in ma- 
hogany complete the 17-in. line. 

Six 20-in. (3 table and 3 con- 
sole) headed by No. 2120 table 
and 2150 console; features “Big 
Screen” 20-in. picture tube and 
Custom-Duplex chassis with ““Colo- 
rado” tuner. No. 2120 has gold- 
tooled Cordovan leather finish 
cabinet. No. 2150 has walnut cabi- 
net with 3-dimensional _ grille 
cloth. 

“Optic-Engineered” 21-in. tube 
featured in 9 models gives 15% 
more viewing area than Philco’s 
1952 “Big-Screen” 20-in. tube and 
provides a glare-free picture. No. 
2252 console features a contem- 
porary design mahogany cabinet. 
No. 2556, with new Philco circuit 
has Super “Colorado” tuner and 
245 sq. in. tube. 


—_ 
Two combinations, No. 2283 
and 2275 also feature the 21 in. 
tube. No. 2283 has chest-on-chest 
cabinet design; includes 3-speed 
automatic record changer, stand- 
ard AM radio. No. 2275, of Hon- 
duras and African mahogany, fea- 
tures 3-speed record changer and 
an FM-AM radio. All models have 
uhf provisions. 
Electrical Merchandising, Mar. ’52. 
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FOR PRACTICAL BEAUTY 


Chill Chest by Revco means smartly 
styled, home-approved design in 
Food Freezers. Counter-balanced, 
full-opening lids with automatic in- 
terior lighting provide greater con- 
venience and accessibility. 


“e = 


FOR SAFE, FOOD STORAGE 
Chill Chest has high-density Fibre- 
glas, non-settling insulation, an en- 


FOR 20° BELOW ZERO 
Chill Chest provides fast-freezing 
range from normal operating tem- 


FOR FAST, QUICK FREEZING 


Chill Chest superiority in construction 
of freezer walls assures the highest 
efficency in the uniform conductivity 
of frigid cold temperatures through- 
out the inner food compartment for 


gineering advancement which per- 
mits more safe, storage space inside 
for frozen foods. Frost Free Seal 
Zone surrounding food compartment 
opening provides perfect lid seal... 
helps keep cold temperatures in. 


perature Zero to 20° below Zero. 
The adjustable control is in tamper- 
proof location behind the easily re- 
moved, automatic signal-light panel. 


fast, quick freezing and safe stor- 


age of frozen fresh foods. west 


Foe O8 p tituRD o> 
Guaranteed by 
Good Housekeeping 
Ka * 


45 aovranseo WS 


Join the Growing Family of 
Successful, Independent 
Chill Chest Freezer Dealers 


Revco provides every help to make your Chill 
Chest venture into the Food-Freezer Market a 
successful one. Nationally advertised, your Chill 
Chest Distributor will help you do a good local- 
level merchandising job. Act Now...Write for 
complete Dealer information! 


REVCO, 


CHILL CHEST 
15 CU. FT. CAPACITY 
ONE of THREE GREAT FREEZERS 


INC. DEERFIELD, MICH. 
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ONLY RCA VICTOR HAS 
THE “GOLDEN THROAT” 





PAGE 196 








RCA VICTOR ... World Leader in Radio... First in Recorded Music 






















Twelve exciting Super Sets in 
all. And here are the new 21-inch Super 
Sets you asked for—the Selfridge, shown 
on consolette base, and the Meredith. a 
handsome open-face console. Both sets 
have built-in RCA Victor craftsmanship 

tested and proven Picture Power. 
Television’s greatest 21" line offers your 
The Selfridge Ensemble customer the choice of the right model at 


—Big 21-inch Super Set ° e ° 
Designed for customers the right price. Prove it yourself. 
who want “something 
more’ in table models. 
Comes in beautiful 
compact cabinet with 
matching consolette 
base. Walnut or ma- 
hogany finish. 21T159 
2 Ty. 












The Meredith—Big 21- 
inch Super Set. This 
handsome, open-face 
console is a real 


sales-maker. Your Si | 
choice of walnut or Pd 
mahogany finish. 

21T165 
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| Leader in Clinch Television 


new models to Television’s greatest line 





yalty pee Baylis! | 


In the most difficult areas—deep in the city More television prospects are asking 


or far out in the country—you get the sharpest for RCA Victor sets than any other brand. 


possible picture clarity—virtually interference- Actually, RCA Victor has outsold all makes 
free. You can assure your customers that RCA since television—and continues to do so. There : 
Victor gives all they want in a television set. are more sold because RCA Victor engineering | 
Here’s quality performance that’s customer-proof know-how has made it the set that performs 
—a confidence-builder that will bring you more best in the home. Definitely, they’re easy to 
repeat business. sell and you can prove it yourself. 


i | 17” Super Sets 


» 


The Crafton — 17- 
inch Super Set. 
Perfect wedding 
of fine furniture 
and superlative 
performance. 
Open-face con- 
sole. Mahogany, 
walnut or limed 
oak finish. 177163 






ST caeatelal 













Two table models, an open-face console and a two-door con- 
sole add more variety to complete the RCA Victor 17” line. 
You can please more customers—make more sales. The same 
RCA Victor better performance features that estab- 

lished 21” popularity are also built into these sets. 
For all-round performance . . . for superb cabinet 
design—they can’t be beat. They, too, are easy to 
sell and you can prove it yourself. 












The Calhoun—17-inch Super Set. 
Here is majestic Regency styling 
that has “sell” in every line— 
every feature. Comes in wa'nut or j 
; The Glenside Ensem- 
mahogany finish. 17T173 alin: *9iaeh: Samer a 
Set. Here is the diss © 5 
tinctive “look” in an Be 
economical set. : 2 ae ; ie 
Comes with matching Here’s real-life, listening quality in compact, smartly 
consolette base. Ma- : icf ; 
hogany finish 177151 _ Styled, table model phonograph. 8-inch speaker. Blends | 


SRE aa ee 





al 


The Colby—17-inch Super Set. The 
price leader in this exciting, new 
line. Metal cabinet in maroon fin- 
ish with matching consolette base 
(at slight extra cost). 177150 





CTOR & 4 


RADIO CORPORATION OF AMERICA 
“Victrola” T.M. Reg. U.S, Pat. Off. 


e ° a DIVISION OF 
... First in Television 
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Sell this 
Water Heater 
wl 












-».- tO assure 
customers of 
cleanest hot water, 


longest service 








= clean hot 
water comes naturally with an 
automatic Fowler...Glass-lining inside the tank 
keeps water pure to safeguard family health. 

There is nothing to rust or corrode inside a 
Fowler. With smooth, durable porcelain, 
bonded-to-steel inside the tank, no metal surfaces 
‘3 touch water. 

Glass-lining is only one of many outstanding ff 
features which Fowler offers to provide finest a 
water heating at lowest cost. 4 

Fowler electric water heaters are backed by 
20-year prorated warranty. Gas water heaters 
are backed by 15-year prorated warranty. 

Fowler water heaters are economically priced 
for quick, profitable sale. 


: Foe 
a ee 


Inquire now about Fowler 


FOWLER 


V 
Water Heaters 


Manufactured by Fowler Manufacturing Co., 2545 $. E. Gladstone, Portland 2, Ore 
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DUMONT Telesets 


Allen B. DuMont Laboratories Inc., 
515 Madison Ave., New York City 


Models: DuMont 1952 line con- 
sists of 21-in. consoles, 5 17-in. 
sets and table model. 

Selling Features: A built-in booster 
and new, improved circuit design 
in chassis gives equally good per- 
formance in strong and weak signal 
areas; “Distan-Selector” _ front- 
panel, 2-position control; DuMont 
Selfocus picture tube eliminates 
focus controls and makes tuning 
easier; 21-in. models have cylindri- 
cally-faced picture tube which pro- 
vides pictures free from reflections. 

All picture tubes have new face- 
coating giving increased white to 
black ratio, tip-tilted safety-glass 
mounting system and anti-glare 
face all provide clearer, sharper, re- 
flection free pictures. Cascode 
turret-type tuner gives 1-knob tun- 
ing and has low noise ratio, 
provision for UHF adaption; static- 
eraser screens out interference; im- 
proved age; extra stage of audio 
circuitry gives 24 watts distortion- 
free sound; simpler construction 
with access from front. 

21-in. glass rectangular consoles 
have 24 tubes including 4 rectifiers 
and 21-in. Selfocus picture tube; 
provision for record _ player. 
Flanders, French Provincial fruit- 
wood veneers; Banbury contem- 
porary console in mahogany or 
limed oak with choice of colored 
raffia door panels to fit any decor; 
Wimbledon, 18th Century, ma- 
hogany or blonde; Whitehall Series 
II, traditional mahogany Wickford, 
contemporary, mahogany or limed 
oak. 

Sherbrooke, combination AM- 
I'M _ radio, 3-speed record player 
and TV contains 38 tubes includ- 
ing 4 rectifiers and 21-in. Selfocus 
tube, in 18th Century mahogany 
and blonde veneers. 

17-in. consoles have 23 tubes 
including 2 rectifiers and DuMont 
17-in. picture tube; FM radio and 
record-player attachment. An- 
dover Series II, traditional, ma- 
hogany or blonde veneers; Park 
Lane Series II, contemporary, ma- 
hogany or blonde; Meadowbrook 
Series II, contemporary, mahogany; 
and Chester, functional contem- 
porary mahogany. 

Devon, 17-in. glass rectangular 
table model in mahogany or blonde 
with provision for record player, 
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NEW PRODUCTS .. xs 


contains 24 vacuum tubes, includ 
ing + rectifiers and DuMont 17-in. 
Cathode-ray tube. 

Prices: From $279.95 for Devon 
to $675 for Sherbrooke. Prices 
slightly higher in far West, South 
and Southwest. 

Electrical Merchandising, Mar. ’52. 





WESTINGHOUSE Telesets 


Westinghouse Electric Corp., Radio & 
Television Diy., Sunbury, Penna. 


Models: 10 new telesets: 4 table 
models and 6 consoles. 

Selling Features: All models have 
built-in UHF circuits ready for use 
when new stations go on_ air; 
single dial tuning of UHF as well 
as regular VHF without adding 
converters; improved _ electronic 
clarifier designed to give clear, 
steady picture; new picture tubes 
are combined with improved video 
amplifier and new focus yoke for 
all-surface focus; new cylindrical 
faced tube and tilted front glass 
give non-glare viewing screens; spe- 
cially designed mask for wide 
angled viewing; dustproof sealed 
screen and built-in antennas. 

Table models include Westley, 
689T16, 16-in. tube in mahogany 
plastic cabinet. Marlow, 667T17, 

7-in. tube mahogany cabinets; 

Spencer, 668T17, companion to 
Marlow in frosted oak. West- 
more, 676T21, 21-in. tube, mahog- 
any cabinet. 

Consoles: Winslow, 678K17, 17- 
in. tube, mahogany cabinet, and in 
frosted oak, Newbury 679K17. 
Barclay 690K21, 21-in. tube, ma- 
hogany cabinet, companion May- 
fair 691K21, in frosted oak; 
Bancroft, 673K21, 2l1-in. tube, 
mahogany cabinet with full doors; 
Madison, 688K24, 24-in. tube, ma- 
hogany cabinet with 7 doors. 
Prices: From $199.95 to $569.50. 
Electrical Merchandising, Mar. ’52. 





































Just PLUG IN 












Vocatron—A Spectacular Seller 


VOCATRON is the amazing new “wire-less” intercom 
that works on the standard lighting circuits already 
installed in virtually every building that has electricity 
. .. the step-saving, money-saving portable of countless 
uses. You simply plug it in any ordinary lighting socket, 
and talk or listen—provides instant, two-way communi- 
cation between Vocatron units located either in the 
same or separate buildings, served by the same 


000... 


! 
SALES IMPRESSIONS! 


tl 
Vocatron ads are currently 
scheduled in- 





















OVER 
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VOCATRON 


The Modern, PORTABLE INTERCOM For— 


Homes, Offices, Farms, Hotels, Institutions 


aia 


National Advertising Creating 
Great Consumer Demand 





Adverti ts in national magazines are pre-selling 
Vocatron throughout the country—pulling hundreds of 
inquiries—from home owners, business men, farmers, 

dministrators. Your s will be asking to see 
Vocatron; they'll be for a d tration, 
curious to see how it really works. Interest in this 
portable intercom, which has almost unlimited uses 
and applications, is little less than sensational. So 
tie-in with this advertising...“plug in” with 
Vocatron for ‘521. 


* +, 













Vocatron retails at the amazingly low price of $79.50 per pair of talk-listen 
units... $39.75 each additional unit. (Slightly higher West of Rockies). 
Liberal dealer di ts, based on q ities purchased. 

Ask your wholesaler for pl information or fill in the coupon 
below, and mail to Vocoline Company of America, Inc. 


Vocaline Company of America, Inc. 
228 Bristol Building, Old Saybrook, Conn. 
Please send, without obligation, additional information about VOCATRON: 








NAME 


COMPANY 


STREET - — 


CITY & ZONE —— 


STATE — 


NAME OF DISTRIBUTOR 
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TV and Radio 





STROMBERG TV Sets 


Stromberg-Carison Co., 
Rochester 3, N. Y. 


Models: 5 new TV models,—3 in 
the 421 series, 2 in 417 series. 
Selling Features: “Panoramic 
Vision” is incorporated for the 
first time in the three 421 series, 
using new cylindrical-faced reotan- 
gular 21-in. kinescope tube, with 
241 sq. in. viewing surface; curved 
face tube hugs removable safety 
glass, also curved and extending 
across entire front of cabinet to 
provide wide view of picture and 
to eliminate room glare and reflec- 
tion. Other features include new 
6BK7 RF amplifier tube; auto- 
matic focusing; built-in adaptability 
to UHF with turret-type tuner; 
new “tru-lok” tuner to permit me 
chanical “lock-in” to channels; 
more compact design; automatic 
re-trace line suppression; age; inter- 
carrier tuning; 2-stage video ampli- 
cation and 3-stages wide-band 
video IF amplification. UHF con- 
version may be made by removing 
unused VHF strips and substituting 
new UHF strips. 

Pan-American model No. 421- 
CDM in mahogany cabinet with 
curved 3 doors; phono jack at rear 
of chassis; 12-in. permanent mag- 
net speakéry removable safety glass 
for easy cleaning; 19 tubes plus 3 
rectifiers and kinescope. 

Invader No. 421CM, open-faced 
console, mahogany; removable 
safety-glass extends entire width of 
cabinet; phono jack; 12 in. speaker; 
harmonizing grille cloth. 

Pantomic No. 421TX, table 
model of Perma-Veneer mahogany 
finish—a_plastic veneer bonded to 
§ in. plywood base, same tubes and 
rectifiers as above models. 

417 series with 17 in. rectangular 
tube, removable safety glass in- 
clined forward to avoid room re- 
flections; turret-type tuner with 
built-in adaptability to UHF; direct 
coupled video amplifier; ‘automatic 
focus kinescope; 12 in. speaker; 
automatic re-trace supression; 19 
tubes, 3 rectifiers and kinescope. 

Mandarin Chinese classic de- 
sign available in 3 finishes—No. 
417 CSD, cabinet with full length 
doors in _ historically authentic 
Chinese design; cast metal door 
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The McKINLEY — Stunning 17” Console 
with Doors, featuring HALOLIGHT. Here 

a Movie-Clear* receiver in a gold- 
trimmed cabinet with slim, modern lines 
\ dream of beauty and TV power! In 
Blonde or Mahogany 


The JEFFERSON —20” Mahogany Con- 
sole with Doors, featuring HALOLIGHT. A 
magnificent instrument in a handsome 
Hepplewhite cabinet — styled by Cedric 
Errol Millspaugh. Here is HALOLIGHT 
Television that sells on sight! 


HE FRAME OF LIGHT that’s kinder to your 
eyes is now available on 17” Sylvania TV 
sets as well as on 20” sets. 

This means that the market for HALo- 
LiGHT has been broadened by popular de- 
mand. Now within the reach of millions more. 

Since Sylvania first applied the scientific 
principle of “Surround Lighting” to the face 
of a television set in July, 1951, HALOLIGHT 
has been the No. 1 feature of the television 
industry . . . the sensation of retail selling of 
TV sets. 

In a store-window, HALOLIGHT attracts 
crowds and builds traffic. On the floor, it’s a 
stand-out—the only TV set that /ooks differ- 
ent, is different, sells itself! 

Ask your distributor to show you HALo- 
LIGHT built into both 17” and 20” Sylvania 
TV sets—NOW! 


*Sylvania Trademark 


CIENCE MAKES 
IT BETTER! 


The ADAMS —17” Mahogany Console 
with HALOLIGHT. Designed by Sund- 
berg-Ferar, this superb cabinet is 
worthy of the finest home. A long list 
of Sylvania-engineered features make 
this Movie-Clear* receiver a sure-fire 
seller. 


The LINCOLN —DeLuxe 17” Television, Radio-Phonograph Com- 
bination with HALOLIGHT. Pull-out, all-speed record player and 
a generous size album compartment. Your customers will love this 
concert grand of home entertainment. In Mahogany or Blonde. 





Truly Modern Radios 
by SYLVANIA 


N™: colorful, dependable — in colers to 
suit every taste and decor. 
Radio-Clock wakes you to music, turns 


itself off when you sleep, controls any appli- 


I 
ance. 
Trim, modern Table Radio, like Radio- 
Clock, has an unusually large speaker and a 
built-in antenna. 


TELEVISION 


Real sales-winners, both of them—and big 
volume builders for your store! 











TELEVISION SETS; RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; FLUORESCENT LAMPS, FIXTURES, SIGN TUBING, 
WIRING DEVICES, LIGHT BULBS; PHOTOLAMPS; RADIOS, SYLVANIA ELECTRIC PRODUCTS INC., RADIO & TELEVISION DIVISION, 254 RANO STREET, BUFFALO 7, NEW YORK 
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Circulation produces 
prospects. Prospects 
mean sales. Sales 
mean profits! 

Tappan’s big spring promotion breaks 


with advertisements in these seven mass 
circulation magazines in March—deliver- 
ing 30,186,000 Tappan messages. Thou- 
sands of those messages will go right in 
to your trading area. And this is only part 
of Tappan’s big spring program! Other 
ads to follow! This Tappan national pro- 
motion will pay off for you IF you tie in 


“" TAppan 


NATIONAL WINDOW DISPLAY WEEK 
March 8 to 17th 


Phone your Tappan representative now 
—or wire us at Mansfield for details on 
how this Tappan spring drive can bring 
prospects right in your front door. 


THE TAPPAN STOVE COMPANY 


Mansfield, Ohio 
For 71 years the makers of fine ranges 
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ornaments, pagoda top, phono jack 
at rear. No. 417C50, comb-grain 
oak veneer cabinet, blond finish; 
pagoda top, cast metal door orna- 
ments, Chinese motif; phono jack. 
No. 417 C5M, full length door 
cabinet in mahogany veneers; cast 
metal door ornaments, pagoda top 
Chinese motif; phono jack. 
Brighton 417TX table model of 
Perma-Veneer mahogany finish; 
phono jack. 
Prices: +21 series from $329.50 for 
Panatomic to $465. for Pan-Amer- 
ican. 417 series, from $249.95 for 
Brighton to $445. for Mandarin 
CSD. 
Electrical Merchandising, Mar. °52 


HOFFMAN Telesets 


Hoffman Radio Corp., 6200 S. 
Avalon Bivd., Los Angeles, 3, Calif. 


Models: 1952 Hoffman line in- 
cludes 17 models—all styles avail- 
able in blonde or mahogany, some 
in ranch maple. 

Selling Features: 4 models in 17-in. 
size—2 table and 2 open-faced con- 
soles; 20-in. available in 2 table 
models; 21-in. in 3 models: 2 open 
faced consoles, and one full-door 
console; 3 half-door styles; the new 
24-in. model is available in 2 
models of full door consoles. 
Electrical Merchandising, Mar. ’52 


Ma 
MAGNAVOX Telesets 
The Magnavox Co., Fort Wayne, Ind. 


Models: 3 new models: Avenue, 
Wedgewood and Constellation 
with new synchromatic chassis. 
Selling Features: LD-105 synchro- 
matic chassis designed for long 
distance reception, for fringe area 
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operation and also provides better 
picture quality in strong signal 
areas; employs 21 tubes, 2 rectifiers 
and a picture tube. Equipped also 
for easy installation of UHF tuner 
and for easy attachment of color 
conversion unit. 

Avenue has 20-in. tube; Magna- 
scope picture system; instantaneous 
agc; full screen focus; interference 
rejector; Magna-Lok automatic 
frequency control and instant tun- 
ing; 3-gang condenser tuning; con- 
tinuously variable individual bass 
and treble controls; 3-speed record 
changer has feather-touch pickup 
and dual stylus; Magnavox sound 
system has 12-in. high fidelity 
dynamic speaker. 

Wedgewood “20”, a  3-way 
combination has same components 
as the Avenue with 18th Century 
cabinet. 

Constellation, 20-in. table model, 
also has same components with 8- 
in. Magnavox speaker with high 
frequency diffuser; modern cabinet 
in blonde or mahogany; also 
equipped with a table at $9. addi- 
tional. 

Prices: Avenue, $498.50, blonde, 
$515; Wedgewood, $545; Con- 
stellation, $289.50, mahogany; 
blonde, $299.50. 

Electrical Merchandising, Mar. ’52 


ARVIN Radio 
Arvin Inc., Columbus, Ind. 


Model: No. 650P 3-way 1952 
Arvin portable “‘Vacationer” radio. 
Selling Features: Operates on bat- 
teries or on a.c. or d.c.; 5-tube cir- 
cuit plus selenium rectifier; uses 
l-dual-purpose and __1-triple-pur- 
- tube; Arvin “Magnetenna’—a 
uilt-in ferrite ceramic core 

antenna to provide better reception 
under all conditions; Alnico V 
PM speaker; weighs less than 64 
Ibs. complete with batteries; case 
of polystyrene plastic with leather- 
ette covering in center section; 
plastic and metal handle folds flat 
into top of set; 3-colors: suntan, 
black and burgundy; shatterproof 
mirror set in center of dial ring; 
semi-recessed control knobs at op- 
posite ends of case; massive circu- 
lar tuning dial; gold calibration ring 
and nameplate. 

Price: $44.95. 

Electrical Merchandising, Mar. "52 
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Sel PP hecepiance 


lerrific-J.L. Hudson 
Reorders End of Ist Week! 


H. J. WILSON, GEORGIA 
POWER COMPANY SAYS: 


“It’s highly probable that the new 
Jet 99 vacuum cleaner, with its im- 
pressive styling and new conven- 
ience features, will establish a new 
trend in vacuum cleaner design. And 
the exceptionally strong promotion 
effort behind the Universal Jet 99 
launching should guarantee a jet- 
propelled take-off in sales!” 


$1,000,000 on the line behind the JEC29 
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Chappell & Son, Syracuse 


“The New Jet 99 is the 
‘Hottest’ Cleaner 
in the Industry!” 


May-Stern & Co., Pittsburgh 


“The Jet 99 Should Lead 
the Field in 1952!” 


Leading New York Appliance dealer reports Jet 99 
sales from Jet 99 literature before his stock of cleaners was 
delivered to the store! 


Well-known Eastern distributor reports that in case 
after case, while distributor salesmen demonstrated the Jet 
99 to a dealer prior to taking an order, customers in the 
store stood by and watched, then stepped up and bought a 
Jet 99 on the spot! 


Never in the history of the industry has any cleaner hit the 
market with such impact as the new Universal Jet 99. No 
other cleaner has ever fired the trade with so much enthusi- 
asm and imagination at first sight. From the moment it was 
introduced in January, it started an avalanche of buying. 
Within a matter of days, the Jet 99 was on fire in stores 
across the country. Leading retailers report unparalleled 
sales activity that moved out stock almost overnight. 


Sales prove it! The Universal Jet 99 is the “hottest” cleaner 
on the market. If you haven’t seen it, phone your Universal 
Distributor today for complete information! 


America’s Most Complete Line of Home Cleaning Equipment 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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SIZED ger Flatwork 
SHAPED te Ft 


UNIVERSAL 










YOU CAN 
SEE WHY IT’S 
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FASTER ON FLATWORK FASTER ON FRILLS 


] Stroke-Sav-r’s 37% larger soleplate makes Stroke-Sav-r’s lower, wider bevel does better, 
quick work of large areas. Over 70% of the faster ironing on dainty pleats and ruffles. 
s average family ironing is flatwork. Not only easily under buttons and into pockets. 
pillow-cases and sheets, but shirts, lingerie t slips into hard-te-get-at places without a 
and skirts. Tests prove you save nearly half pouse ond the rounded heel lets you iron 
the time with a Stroke-Saver. in any direction. 


IT’S AMAZINGLY LIGHT—ONLY 3 POUNDS! 


AMERICA’S PREFERRED LINE OF ELECTRIC HOUSEWARES 


COOK-A-MATIC POP-UP TOASTER COFFEEMATIC FOOD MIXER AND CHOPPER MIXABLEND TABLE STOVE HEATING PADS ELECTRIC BLANKETS 
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Get this @ = AM 
SPECIAL DISPLAY KIT So ater Po 
: Cuts Ironing Time Almost in Half! 5 
and watch sales BOOM! : are F 
Here’s everything you need to make the Universal Stroke-Saver = 
nn tmmmennemm NEW SOLEPLATE STICKER 


colorful soleplate sticker on the special display iron will make it STOP EW SELL V7, 74 w 


the first thing to catch their eye! Mailing pieces, literature, ban- 
ners, displays . . . all the necessary items to start iron sales 


eee Aa 
=p 3 einen sales package! 





P ial Displa @ Special Demonstration . 
' th these @ Special Display 
Pull in customers Ww! 


Stroke-Sav- sstinceli 
GIVE-AWAY SPRINKLERS! oke-Sav-r cea 


Every woman will —: one of @ 6 Plastic Sprinklers for @ Window-Wall Banner 
atoms Civeawoy 
house. This gift is a 
peat te ereate store traffic, and @ Counter-Card Iron and 
* generous sv * . 
Serciel Display Kit! Sprinkler Display 





@ Imprinted Flyer 

@ 4-page Catalogue Insert 
@ Ad Mat Sheets 

© Consumer Folders @ Free Trial Testimonial 


@ Picture Post Cards @ Order Blanks 
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NO SERVICING + NO CALL BACKS 
EASY TO INSTALL 


ATTIC FANS 


RESIDENTIAL - COMMERCIAL - INDUSTRIAL 
— oe 




















GOLD SEAL 
















































































SAME FAN FOR EITHER VERTICAL 
OR HORIZONTAL INSTALLATION 











@ NO OILING. Silent Breeze “Gold Seal’ fans 
and motors are ball-bearing throughout, lubri- 
cated for life! 





























@ CERTIFIED RATINGS. Air deliveries conform 
with U. S. Dept. of Commerce Commercial 
Standard CS$178-51. 























@ MOST UNIVERSAL FAN on market. No ac- 
cessories needed for any type installation. 
Models for every job. Sizes 24” to 48”. 























@ SILENT, TROUBLE-FREE. Deep venturi, four 
large, die-formed blades, move more air with 
lower RPM. 




















REDUCE YOUR INVENTORY 
Write for New 1952 
INVENTORY REDUCING PLAN 

Increase Your Profits 
with SILENT BREEZE 











































HOLCOMB & HOKE MEG. CO. inc 


1545 E. VAN BUREN STREET 
INDIANAPOLIS INDIANA 
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WESTINGHOUSE Radio 
Westinghouse Electric Corp., 
Television-Radio Div., Sunbury, Penna. 
Model: New 3-way portable No. 
331P4 and 333P4. 

Selling features: Designed for 
spring selling season; available in 
polystrene plastic cabinet No. 331- 
P4 Robin Hood green, No. 333P4, 
desert brown; equipped with 4- 
tubes; operates on a.c.-d.c. or bat- 
teries. 

Prices: $39.95 


Electrical Merchandising, Mar. '52. 





CROSLEY Radios 


Crosley Div., 
Avco Mfg. Corp., Cincinnati, O. 


Model: AM-FM table radio. 


Selling Features: Chassis improve- 
ments make possible greater sensi- 
tivity and a reduction of oscillator 
radiation which could interfere 
with TV and radios in aircraft; il- 
luminated translucent dial for easy, 
accurate tuning; “drift-free” tun- 
ing on AM and FM; built-in lonp 
antenna for AM; built-in power 
line antenna for FM; circular 
speaker grille at left of cabinet 
front contrasts with angular dial 
at front; available in blue, tan, 
green or maroon plastic cabinet. 

Price: $64.95. 

Electrical Merchandising, Mar. "52. 





VOCATRON Intercom 


line Co. of America, Inc., 
403 Bristol Bidg., Old Saybrook, Conn. 
Device: Portable “plug-in” inter- 








MARCH, 


communicating system. 

Selling Features: New, simplified 
intercommunicating system for use 
in business, home, stores, farms 
etc.; operates on 105-120 volts a.c. 
or d.c.; includes silencing circuit 
which keeps unit static-free while 
standing by awaiting signal from 
another Vocatron unit; each unit 
is portable; weighs 34 Ibs.; can be 
carried from room-to-room, or desk- 
to-desk; requires no added wiring 
or installation. 

Price: $79.50 per pair of talk-listen 
units (slightly higher west of 
Rockies), additional units, $39.75 
each. 

Electrical Merchandising, Mar. ’52. 


TV BRIEFS 






Announced by Blonder-Tongue 
Laboratories, Mt. Vernon, N. Y. is 
a B-T home Antisifier No. HA-2-M 
—an allchannel, automatic TV 
booster. Has no knobs or controls, 
goes on and off with set operation 
by means of automatic, silent 
thermo-relay power switch; features 
a 4tube chassis, 4-stage cascaded 
amplification, and a push-pull cir- 
cuit, has an average gain of 24 db; 
mahogany hammertone metal cabi- 
net. 

Price: $57.50. 


High gain and rugged construc- 
tion are features of two new direc- 
tional antennas for the 450-470 mc 
band designed by Ward Products 
Corp., Div. Gabriel Co., Cleveland, 
O. Model SPP 161 is a 12-element 
Yagi type antenna with a gain of 
11 db; Model SPP-152 is a 24- 
element Yagi of similar construc- 
tion with a forward gain of 14.5 
db. Both units have matching 
harnesses. Made of painted copper 
plated steel, the antennas are pre- 
assembled for rapid installation. 
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ITS RED HOT 


— G-E 2o0!"cH-:2999= 


CS set— get this set—for sizzling sales. Here’s the one 
20-inch floor model in all television that offers —for 
only $299.95*—all the power of the General Electric 
name, all the famous G-E selling points. More picture per 
dollar than ever before. Reserve power that adds 40% to 
your sales territory. Proved outstanding in side-by-side 
comparisons the country over. Fine furniture, veneered in 
genuine mahogany, not plastic or metal. Costs less to serv- 
ice, say independent service companies. It’s a 25th Anni- 
versary Value from the makers of the world’s first home 
TV set in 1927 ... and you couldn't offer better quality, 
performance and value at any price! Model 20T2. Call 
your General Electric TV distributor—now! 


General Electric Company, Receiver Department, Syracuse, New York 


‘46 BLALK- DAYUTE 
TELEVISION 


NEW 20-INCH 
G-E CONSOLE 


Concealed swivel casters 
in base for easy moving, 
easy cleaning—an extra 
G-E sales point! Genuine 
mahogany veneered cab- 
inet. UHF plug-in. Over- 
size 12-inch G-E speak- 
er. Model 20C105. 


Now $3499" 


*Includes picture tube and parts warranty, but not Federal Excise Tax. Prices Also available in natural blond 
and terms subject to change without notice, slightly higher West and South. veneered wood. Model 20C106. 


Gou COR pul prow confilence tn — 


GENERAL @@ ELECTRIC 
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never... 


ee - or was there greater need 


A lot of trade paper advertising used to be 
bought on the “toss a bone to Joe” basis. 

In many cases it didn’t cost much—but 
neither did it do much for the tosser. Space 
bought because of personal friendship, or to 
line up a free publicity plug or because “the 
trade press should be supported” may not 
have been 100% waste—but it was close to 
it. No trade publication needing that kind 
of support was ever worth advertising in. 

There aren’t many “bones” any more. 
Advertisers can’t afford them. Space 
rates, like all sales costs, are up and 
advertisers must concentrate selling effort 


SERVING THE APPLIANCE-RADIO-TYV INDUSTRY 
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did a bone cost more 


for direct approach to trade markets 


where it will pay off. That means selectivity. 

Dealers, like most other people, are “read- 
ing on the run.” They just don’t have time 
to read many trade publications. Recent 
studies show that the average per dealer is 
two publications, usually the strongest two 
in the field. Your advertising in the third, 
fourth or fifth publications probably won’t 
be seen. 

Streamline your 1952 trade advertising 
schedule. Get the greatest advertising im- 
pact your advertising dollar will buy. 
Concentrate in one or two of the leading 
publications. If you are now using 5 publi- 


~FLECTRICAL 
MERCHANDISING 
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cations, you can cut 55% from your space 
cost, yet give up only 12% of coverage by 
cutting back to two publications.* 

In the appliance-radio-TV field, ELECTRI- 
CAL MERCHANDISING is the industry’s Best 
Seller, the “Most Useful” publication to the 
dealer. Give it the top spot in your 1952 
sales plans. It will help you improve your 
distribution and cut sales costs. 


*Based upon 23,772 replies from 17 read- 
ership surveys covering 9 different fields. 
More information on request. 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, W. Y. 
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there’s solid 


merchandising 
and national advertising 
behind the new 


“‘decorator’’ diskchanger 


by (Vebcor 


Here's the one big new item in 
record changers—the Webcor 
“‘Decorator"’. It's the answer to 
two big consumer problems: 
first, it can be used to replace 
out-dated single and dual speed 
changers within radio-phonos. 
Second, it can provide ‘‘combina- 
tion’’ performance by playing 
records through any radio or TV 
set—from any location! 


There is a tremendous market— 

more than 11 million people will 

want to buy a record changer for 
one of those two reasons. 


To create the consumer demand, 
a complete national advertising 
campaign in Life, Look, Saturday 
Evening Post, Better Homes and 
Gardens, American Magazine, 
New Yorker, Sunset, Atlantic 
Monthly and others will begin 
immediately! These magazines 
represent a total of more than 

30 MILLION! 


See your Webster-Chicago 
distributor today for details of the 
complete local tie-in program. 
You'll find it worth-while— 
profit-wise. 






WEBSTER-CHICAGO, CHICAGO 339, ILLINOIS 
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Small Town Dealer 


eemmeCONTINUED FROM PAGE 75Seemeee 


tunities for selling lots of folks appli- 
ances badly needed in the rural dwell- 
ings I got into. 

“Although the night railroad job 


| was a promotion, I decided it was now 


or never, and I chucked it over, to be 


| my own boss.” 


No More Lonesome Whistles 


Since it was time he had his own 


| home, too, Rufener decided to take the 
| plunge and buy an old place that he 
| could turn into a home, with outlying 


buildings that could be his appliance 
workshop and store. 

The barn he settled on for the latter 
purpose was a mess. He estimates he 
put about $1,500 and plenty of his 
own and his wife’s time into remodel- 
ing the barn, painting it, putting in 
doors and windows and partitioning 
off a small office before he began to 
stock a few appliances. 

“It sets off the highway a good 
piece,” explains Rufener, “but my 
business wasn’t being founded upon 
display and show anyway. I got two 
big Westinghouse and Youngstown 
Kitchens signs, hung them on a post 


| out there and folks stop and then drive 


right up to the barn when they want 
anything.” 

Rufener got around to his old serv- 
ice customers and began to tell them 
he was now “in business” for himself 
and could sell them _ refrigerators, 
ranges, washers, dryers, and even tele- 
vision receivers. He got himself sev- 
eral small aids to one-man handling, 
such as his Skat Skater (Hubert Mfg. 
Co., Ashiabula, O.) and The Escort, 
(Stevens Appliance Truck Co., Au- 
gusta, Ga.) that make several hundred 
pounds of appliance handle easy, and 
began closing orders and making de- 
liveries. 


A Friendly Business 


At the rural homes, Rufener finds 
his customers like his easy, not-afraid- 
to-get-dirty ways, and they help him 
unload his small pickup truck. He 
notes a run-down, old-fashioned kit- 
chen, and suggests the modern Youngs- 
town line. 

In the two years that he’s been his 


| own boss, he has learned that several 


sidelines in merchandise are a help in 
a small town. 

“I've taken on several franchises 
that help fill out the slim hours,” 
states Rufener. “I have Toro power 
mowers, Bolen garden tractors and 
Briggs & Stratton engines. Then, be- 
sides Youngstown Kitchens and West- 
inghouse, I handle Easy, Deepfreeze 
and Thor. 

“Oh, a fellow has to get started some- 
how, and I figure I’m on my way. No 
great shakes right now, but I get along 
and I think appliance retailing is 
swell. Should do better than $15,000 
this year. 

“We still call it ‘Rufener Refrigera- 
tion’ (dropped the ‘s’) but service is 
only the foot-in-the-door now. We 
have branched into merchandising— 


| and that’s it from now on.” End 
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REFUND 
* Guaranteed by @ 


Or ened 


AS ApveRtised 1 


Good Housekeeping sure 
ty R 


to spark more sales! 


—! 


Even after you explain all the sales points, a lot of women 
will still be in the dark about electrical equipment. But, 
just mention the fact that an item is guaranteed by GOOD 
HOUSEKEEPING and the lights go on in a hurry. 
You're speaking the customer's language when you 
call attention to a product's GOOD HOUSEKEEPING 
connections. Women have made the Guaranty Seal their 
guide to buying everything from lipsticks to laundry soap. 


It’s an even more powerful factor in the sale of electrical 
merchandise. 

Check the current issue of GOOD HOUSEKEEPING. 
See the fine brands advertised therein—many of them, 
products now on your shelves. They'll move off faster if 
you'll simply make it a point to feature them with the 
Good Housekeeping Guaranty Seal. 


GOOD HOUSEKEEPING ses goods 


34 per THE HOMEMAKERS’ BUREAU OF STANDARDS 9,971,000 
COPY 57th Street at Sth Avenue, New York 19, N.Y. readership 
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Here’s what we mean 
when we say— 


is the COMPLETE 
FREEZER LINE 














THERE MAY BE A WILSON FRANCHISE AVAILABLE FOR YOU 


Write, wire, or phone for complete information today. 
A few valuable territories still open. 


WILSON REFRIGERATION, INC. 


Smyrna, Delaware 
HOME FREEZERS © FARM MILK COOLERS © COMMERCIAL REFRIGERATION 
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Dishwashers Start His Kitchen Sales 





And here’s the Jordan technique for 
closing the sale: 

“Well, Mr. Jones,” says the sales- 
man, “it will cost something to do this 
right, but we take over all the worries 
and details. We handle everything— 
plumbing, wiring, painting, tops—and 
you just move in when we’re through. 
Do you have any special plumber or 
electrician you prefer to deal with?” 

“Yes, so and so has done quite a bit 
of my work,” replies Jones. “But how 
much is all this going to cost?” 

“Well, Mr. Jones,” continues the 
salesman, “this is the way we look 
at it. That car you have out front cost 
you around $3,000 and you will drive 
it two or three years, and then trade it 
in. This kitchen will cost around the 
price of a new car, but you will have it 
for 15 or 20 years.” 

He brings out the savings in shop- 
ping the new arrangement will make 
possible and the savings in time and 
work in a room where Mrs. Jones 
spends most of her time. He advises 
that whether they decide on the com- 
plete project now or plan to add appli- 
ances later on, it would be wise to do 
the range wiring now while the elec- 
tricians are installing the dishwasher. 

This leads to more questions and an- 
swers, but 95 percent of the time Jor- 
dan’s salesmen come away with the 
complete job in their pockets. 

Bill Jordan has discovered that re- 
gardless of the customer’s income, he 
is tickled to death when he finds out 
something actually costs him less than 
the original estimate. As a result, Jor- 
dan always gives himself a few dollars’ 
leeway so that the final bill is lower, 
not higher than the estimate. 


No Chance for Dissatisfaction 


He’s a bug on servicing, and a 
proper home demonstration is as much 
a part of the sale as installation. The 
home economist usually takes care of 
this demonstration. To make sure that 
the housewife doesn’t get off to a bad 
start, an appliance often is delivered 
with a functional part missing. For 
example, a washer is delivered with- 
out an agitator. The home economist 
brings it with her for the demonstra- 
tion. 

A week or so after the home demon- 
stration. the salesman who closed the 
deal stops bv to see that the owner is 
satisfied, then gives the appliance a 
free wax job. This attention to proper 
demonstration has paid off handsome- 
lv. Despite his increase in sales vol- 
ume, Tordan has cut his servicing ex- 
pense ahont 50 nercent 

Complete kitchens, Jordan feels, are 
the juiciest plums in the appliance busi- 
ness. He keeps ahead of competition by 
going to more trouble and detail. Any 
competitor can draw a kitchen plan, 
but nine out of 10 women can’t tell 
what thev’re talking ahout from a blue- 
print. He sets up his kitchens in minia- 
ture and in perspective drawings. Jor- 
dan cites an instance where he was 
underbid $400 on a kitchen fob, but 
got the sale when the customer saw 
his colored perspective drawing. 
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He has worked out his own standards 
of kitchen planning that reflect the 
practical study and research he has 
devoted to it. Briefly, they are: 

1. There should be a work surface 
on the opening side of the refrigerator 
to facilitate loading and unloading. 

2. Work surface is preferable on 
both sides of the range, but a must on 
the burner side. 

3. Always plan work surface or 
drain on both sides of sink bowl. 

4. The kitchen should be designed 
around three basic centers so that food, 
utensils and supplies are stored at point 
of first use. Normal “production line” 
order is from refrigerator to sink to 
range. 

5. Left hand refrigerators are pref 
erable for right handed women. Nor- 
mally they work from left to right. 
Usually the customer has a good re- 
frigerator she doesn’t want to replace 
and 99 times out of 100 it has a right 
hand door. The left hand recommen- 
dation is a good sales gimmick. 

6. Don’t forget gadgets in designing 
a kitchen. Women like utility shelves, 
spice racks, built-in bread boards, 
maple counter tops, flour and sugar 
bins, cutlery trays, etc. Jordan’s uses 
cabinet accessories of six different 
cabinet manufacturers. 


Store Runs Whole Installation 


The store takes over full responsi- 
bility for installing the kitchen, chan- 
nelling the electrical and plumbing 
work through local firms on a subcon- 
tracting basis. The customer deals di- 
rectly with Jordan’s, an arrangement 
that has proved satisfactory at both 
ends. 

The store sells about 80 percent of its 
dishwashers without tops, then gives a 
“custom” treatment to the sink with 
its own make tops covered with lino- 
leum, Formica, Micarta or Consoweld. 
Jordan’s recommends stainless steel 
bowls to make small kitchens look 
larger. Occasionally cabinets, dish- 
washer and refrigerator are painted to 
match an over-all color scheme, but in 
most cases the store recommends all 
white cabinets and appliances, then 
goes to town with color on walls, floors, 
counter tops, ceilings, curtains and 
draperies. Jordan works closely with 
local department stores for advice on 
color schemes, wallpapers, etc., then 
orders the necessary materials through 
them. He finds this pays off in leads 
on prospects who are interested in a 
new kitchen. 


Plenty of Promotion 


Jordan’s is a consistent advertiser 
in newspapers, radio and movie trail- 
ers and works closely with the women’s 
clubs, farm and 4H groups, the R.E.A., 
county demonstration agents, and the 
home economics departments of local 
and surrounding county schools. Home 
economics classes visit the store regu- 
larly for supervised field trips. A regu- 
lar Sunday feature in one of the local 
papers is devoted to new homes, and 
90 percent of these turn up with 
“kitchen by Jordan’s.” End 
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big talking points 


to help you sell 


RCA Room Air Conditioners 


RCA Factory Service a 


Only RCA offers coast-to-coast, direct-to-con- 
sumer Factory Service... positive assurance to 
your customers that every RCA Room Air Con- 
ditioner will be installed properly and continue 
to deliver dependable, care-free performance. 


’ Top Cooling 
fore, ld’ Capacity 


Relief from summer heat is 

one of the major reasons why 

people buy air conditioners. In 

comparative tests among com- 

petitive units, the RCA “Heart- 

of-Cold’’ Compressor rated tops in 

efficient cooling capacity! 5-year 

warranty on the lifetime hermetically 
sealed cooling system. 





Another thing customers want ... plenty of air circula- 
tion! The RCA “‘Airflow’’ Grille was especially designed 
and engineered to provide widest, fullest air flow to all 
parts of the room... and only RCA has it! 


P. S. RCA Factory Service also means that you make full profit on every unit you sell. 


You are relieved of all responsibility. No installation problems! No parts inventory to carry! 


No service calls to eat into your profit! 


RCA VICTOR DIVISION 


RADIO CORPORATION OF AMERICA 


RCA makes your Customer’s home a better place to live! 
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An Angle on Antiques 


om CONTINUED FROM PAGE 7) oem 


Y * aw | 
| motion’s novelty was supplemented by 
y | good timing,” says Macaluso. “Of 


the crowds who turned out to see the 


. antiques, many people dropped in for 
purchases they had been intending to 
- make ‘one of these days’. We capital- 
SCOTTSBLUFF, ized on that sales potential.” 
NEBRASKA 
a vr 


The contest itself was extended a 
good deal longer than original plans, 
because of the enterprise with which 
‘ DETROIT, MICH. hundreds of Ocean and Monmouth 

1484 Miles yg County residents gathered antiques. 

eee ee One leading entry was a fossil, found 

pape” on the Jersey shore, whose owner pro- 

duced a geological expert’s affidavit 

that the item was eighty million years 
& BALTIMORE,MD. old. 

“After the first few days,” says 
Conners, “we wouldn’t even consider 
anything without a ‘B.C.’ tag on it. 
In all, there were about 1,300 entries.” 


MIAMI, FLA. , Success Is an Old Story 


z = ~ 


2z——1,060 Miles —~*— 


= 


At the close of the promotion, Con- 
ners said it had been one of the most 
successful in the history of the firm 
which started in August, 1947, with a 
$50,000 to $75,000 sales potential and 
| a part-time rented truck. Atlantic 

now has a subsidiary service organiza- 

tion, Approved Service, Inc., and a 

® HOUSTON, oa / modern office-warehouse building in 
TEX. — = “-" ; : . 5: 4 \ addition to the six stores. 

Stee es oe caret ye ont ; In the antique hunt promotion, as 
well as other notable successes in the 
past, the elements of Atlantic’s slogan 

P, —“Price, Quality, Service’—were 

+ \ ; emphasized fully. Previous successes 

Sentinel received this letter from its : were scored with three-day cooking 

, - school co-sponsored by Hotpoint, a 

. Western-theme exhibit at the 1950 

newspaper clipping and photographs to sub- : — Asbury Park Trade Show, and a 

record breaking five-booth exhibit at 

the 1951 show, during which Powers 

models distributed 10,000 parasols 
Sentinel does not promise you any such : bearing the Atlantic imprint. 

P Commenting on the success of the 

Above: Model 449-TVM antique hunt and previous Atlantic 


: hs —21" screen. Cylindri- events, Conners lists as most impor- 
outstanding performance in normal sat Nees tli, Gahan tant the personal initiative of all 80 


: ‘ : — ‘ sce: any, with superbly members of the organization. “Pro- 
fringe areas. Sentinel invites you to make a matched TURN-table motional ideas are good,” he says, 
field tests under the most adverse con- optional. “only after the individual aggressive- 
ness of each employee has made them 
work. That’s what makes Atlantic 

, . ‘ | tick.” End 
of easy claims, why Sentinel stresses 
‘ a At left: Model 447- 
PERFORMANCE, not promises! TVM-17" screen. Mo- 


. ’ H H H hogany, with stunningly 
Call your Sentinel distributor or sends Weaneanh 


write direct to Sentinel TODAY. bes optional. 


Sentinel qaeuin 


SENTINEL RADIO CORPORATION + EVANSTON © ILLINOIS 
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Scottsbluff, Neb., distributor last summer, with a 


stantiate it. 


miracles, but, Sentinel DOES promise 


ditions. See for yourself, in these days 
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5 NEW FANS 


with the famous 


5-YEAR GUARANTEE 


el I sa for Lee feu sales in ’52 








ersible window fans p/us the exciting new Portable Circulator-Window-Fan! The popular 


\®_ non-reversible window fans in 16”, 20 


2 , ", 24” and 30” sizes are also in the Emerson-Electric line 


for ’52. 


vi 


To be certain that you will have adequate stock at the start of the fan season contact your 


nearest Emerson-Electric Distributor today, or write for Catalog No. D23. 


THE EMERSON ELECTRIC MFG. CO., st. Louis 21, Mo. 


16” TWO-SPEED 
REVERSIBLE WINDOW FAN 


Direction of rotation is reversed 
at flip of the switch to pull 

in outdoor air or to exhaust 
indoor air, as desired. Equipped 
with 4 overlapping quiet-type 
blades, which deliver 2000 
C.F.M. Mounting accessories 

for window openings 16” to 

36” in width. $55.50 list. 


20” TWO-SPEED 
REVERSIBLE WINDOW FAN 


Equipped with 3 full-type blades 
for maximum air delivery of 
3200 C.F.M. Current-saving 
capacitor motor is quiet, 
economical to operate, 
electrically reversible. May be 
used with accessories furnished 
in windows 20” to 36” wide. 
Attractive baked ivory enamel 
finish. Lists at $75.50. 


24” TWO-SPEED 
REVERSIBLE WINDOW FAN 


All purpose, electrically reversible, 
provides rapid air movement 5000 
C. F. M. Six blades, perfectly 
balanced. Belt-driven. Split-phase 
motor, resilient (rubber) 
hub-mounted. Equipped with 4 
rubber feet for insulating fan 
housing from floor or window sill. 
Lists at $99.50. 
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TWO-SPEED PORTABLE 
CIRCULATOR-WINDOW-FAN 


Startlingly new, dual-purpose, with 
exclusive adjusting features. Height 
adjusts from 28” to 48” (floor to 
center of fan). Direct air flow at 
any angle within 180° arc. 16" 
overlapping blades. Beautifully 
engineered for utility, portability 
and appearance. Has 4” diameter 
steel wheels with solid rubber 
tires for convenient use anywhere. 
Heavy safety guard, front and back. 
Lustrous baked silver gray enamel 
finish blends with any decoration. 
List price $79.95. 
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30” TWO-SPEED SERENA orci 
REVERSIBLE WINDOW FAN " 


Maximum air movement, 2-speed 
flexibility to provide cool comfort in 
large apartments, homes and business 
establishments. Each belt-driven, 
6-blade fan assembly individually 
shaped, pitched and balanced for 
quiet, large volume air delivery 

6700 C.F.M. Lists at $115.50. 


EMERSON “<> ELECTRIC 
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GOOD SELLING MAKES GOOD CUSTOMERS 












































































































































































A SALE in time builds nine 























Treat your customer right when she’s thinking 
of refrigerators, and you’re on the track to a 
series of future sales. Competition for her dol- 
lar is plenty stiff in this “guns and butter” 
economy. And the customer’s satisfaction with 
the things you sell is your best way to keep her 
coming back. 

That’s why, when you're selling a home ap- 
pliance, it’s important that you stress the : OWENS-CORNING 
























































advantages of Fiberglas* Insulation . . . that F 

you do a quality selling job on quality products. I BERGLAS 
Owens-Corning Fiberglas Corporation, Dept. 
104-C, Toledo 1, Ohio. 






































Fis ERG LAS A SWELL FEATURE TO HAVE... 


A SWELL FEATURE TO SELL! 























APPLIANCE INSULATION *FIBERGLAS Is the trade-mark (Reg. U.S. Pat. Off.) of 
Owens-Corning Fiberglass Corporation for products 
made of or with fibers of gloss. 

















FIBERGLAS IS IN YOUR LIFE...FOR GOOD! 














Service Before Sales 
oes CONTINUED FROM PAGE 90 wemmmmmcccs 


hese workmen have been trained to 
look for and report back on the con 
dition of appliances in the homes in 
which they work. For example, a serv 
ice man connecting up a_ washing 
machine may note that the water 
heater in the home is in bad condition, 
or perhaps it is an old-fashioned gas 
burner. He passes this information 
on to the sales department, which 
knows very well what to do with it. 

“And a day or so after the wash 
ing machine has been connected up,” 
says Belcher, “one of our representa- 
tives will call around to determine ii 
it is operating satisfactorily and the 
customer is pleased. You can bet he 
usually finds a way to introduce the 
subject of water heaters and to explain 
how the customer will save by buying 
a new one.” 

So specialized and dependable is the 
work of Modern Appliance Co. that 
many dealers and wholesalers in Nash 
ville and adjoining territories who do 
not have service departments of their 
own rely on the firm entirely for all 
service work. Such repairs and serv- 
ice are done at minimum fees. 


Service Is Profitable 


“Of course we operate our serv- 
ice department for a profit,” says 
Belcher. “While we regard it as the 
greatest asset we have for selling, 
nevertheless it is a profitable business 
in itself. Among the eight men we 
employ in this section, besides my 
brother and myself, are two specialists 
on refrigerators, two specialists on 
washing machines and other gen- 
eral repairmen. We do not provide 
service for radio and television.” 

But the firm sells plenty of both 
kinds of sets and when inquiries are 
made about radio or television repairs, 
the Belchers are always ready to rec- 
ommend places where the best work in 
this line may be obtained. In fact, 
as Belcher points out, any request 
for any kind of service is regarded as 
a direct challenge to the company to 
make a friend and a possible new cus- 
tomer. 

J. S. Organ, sales manager of the 
firm, knows the Belcher policy of using 
service as a selling factor. Organ, 
who runs the sales section and display 
rooms as well’as training salesmen 
and directing them, constantly empha- 
sizes to new buyers that service of the 
best type is available to customers at 
any time and that the store backs up 
its sales with an unparalleled service 
policy. As “front man” who receives 
small appliances brought in to the 
store for repair, Organ courteously as- 
sures the customer of speedy and effi- 
cient service, and will occasionally call 


| one of the Belcher brothers in from 
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the service department to personally 
discuss repairs or servicing needed, 
with the customer. 

“To show you how we believe in 
service,” says Belcher, “we have 
eight trucks operating day and night 
for the benefit of our customers, and 
we devote four times more space to 
the service department than to any 
other department.” End 









Admiral 


Brings you another great sales-boosting feature — 


7-MINUTE 
FLASH DEFROSTIN 


Available Now in 1952 Admiral Refrigerators 
at the Price of Ordinary Refrigerators! 


New Automatic Flash 
Defrosting Control Panel 
on 1952 Admirals 


Seasonal 
temperature control 


Admiral engineers have done it again! They have come 
up with a completely different kind of defrosting system 
—one that saves time, saves trouble, saves money .. . 
and has prospective refrigerator customers all excited. 


It’s . . . Flash Defrosting! 


No longer need housewives fuss with a defrosting sys- 
tem that drip, drip, drips the hours away. Now the 
whole job’s done in a flash—just seven minutes from 
start to finish!* They choose their own most convenient 
time, and just press a button. The frost is gone almost 
before they know it! 


No longer will frozen food packages stick together 
after automatic defrosting. This exclusive Admiral meth- 
od is completely ice-free! It happens so fast frozen. foods 
never have time to melt. 


And no longer do automatic defrosting refrigerators 


*Daily defrosting takes seven minutes. Weekly defrosting takes slightly longer. 


To defrost . . . Just press 
this button! The frost is 
gone almost before you 
know it, and button re- 
turns automatically. 


cost a king’s ransom. Actually, Admiral models with 
Flash Defrosting are priced at less than many refriger- 
ators without this wonderful improvement. 


Yet that’s only part of the money-saving story that 
has customers eager for Admirals. Each model with 
Flash Defrosting also offers handy door shelves, butter 
keeper, full-width freezer and full-length cold—plus 
many other deluxe features. Along with other Admiral 


models, they provide literally bushels of extra food space 
at no extra cost! 


For full particulars about Admiral’s new and remark- 
able “‘Flash Defrosting’’, check with your nearest Ad- 
miral distributor. And always remember that develop- 
ments like these are just one of the many reasons why 
it pays to have an Admiral franchise! 


Admiral Corporation, 3800 W. Cortland St., Chicago, Ill. 


More, more, more @ IS THE FASTEST-RISING POWER 
inn a Fr q IN ALL THE APPLIANCE INDUSTRY 
proof that 
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Range heating units do 







wear out and that’s why 
Harold Teller makes 2200 


service calls a year—a dif- 









ferent and pro‘itable one- 


HAROLD TELLER’S WIFE tokes calls for AT CUSTOMER’S home, Teller quickly gets crippled range back in action. He man business 


c 
> while he i it on the road metimes has to ask owner to clean range before he can make repairs 






Consumers Power ex- 
pe he is adept in telephone 
















H 1 cleaned the range re- 
( ” she asks when the oven won't 
work. “Will you look and see if that 
li h next to the timer is on?” 

It oft ind she has cheated her 
husband out of a service call. However 
Mr says to her caller, “We 
know that when you get serious trouble 
you will call us.” 


A Teller side line is making inspec- 
tions and checking on new deliveries 
for Battle Creek stores for $3 to $3.50 


per range. 






No Recognition From Makers 


One of his beefs is the lack of recog- 
> nition given men like him by manufac- 

y irers. “If the old model doesn’t give 

, 9 7 o49, _ . a 
satisfaction, it’s a cinch the family isn’t 

AMPLE STOCK of repair parts in Teller’s MAJOR JOBS are handled in Teller’s workshop-garage. He also repairs second- going to buy anything more with that 
truck eleminates delays in finishing jobs hand ranges and sells to owners of summer cottages brand name on it.” he says. “It is our 
work that keeps them sold. Yet, manu- 
facturers allow us only 25 percent on 
repair parts while others get 40 percent 























éé i my g s out,” M 5,237,605 rat ; in use in the for a service call and 15¢ a mile for off.” 

> way B Creel 1 s which w seven years one way on country calls. The Tellers In the course of his activities he 
12 469 Michiga . os » and Battle Creek had its get the retail price on a replacement comes into possession of some second 
H pale ire. At three units per range, there unit, plus time on work that runs over hand ranges. He disposes of these to 
\ etail possibilities of business in one hour. Work is cash on delivery owners of summer cottages, after re- 
I > the U. S. of $2,200,000 in replacements and Teller comes back with the money pairing and guaranteeing for a year. 
1 ( in lone, counting three units per range. in his pants. Each job is guaranteed He refers wiring jobs to a local elec- 
( for } With 50 percent of these ranges made for a year, which is the real backbone  trician. Big repair jobs he hauls back 

A t rep! by the big four, the problem of element yf continuing business to his garage workshop. 
f r ¢ ts in electric sizes was not too much of a difficulty eller makes seven to eight calls a The Tellers have raised a family on 
ges 1 be ide profitable. A $100 bill was his first working lay, which amounts to about 2.200 a_ this business, and are independent. 
Claude A, (Red) Mulligan of Con- capital and Teller and his wife—who year. Jobs generally consist of re- Teller receives letters from as far 
sumers Power agreed with him too, had worked for Consumers Power placing range units and switches and as North Carolina asking advice. He 
Teller knew that heating elements put an advertisement in the telephone repairs on water heaters, which fre- is a pioneer in a line of work that he 
e actually a wearing part in ranges, Red Book, hung a small sign on their quently suffer from lightning damage, says will make a good living for any 
ind that nobody had given them any house at 91 Burr Street, and were on particularly in the country. mechanically minded man in a com- 
ecial attention. It is possible that their way Mrs. Teller handles telephone calls munity with a normal saturation of 
Red” Mulligan told Harold that there Today Teller charges $3 minimum for service while doing housework. ranges and water heaters. End 


PAGE 218 MARCH, 1952—ELECTRICAL MERCHANDISING 





GUARANTEED AGAINST BREAKAGE! 


Only all-glass coffee brewer made! Watch 
Cory’s exclusive 6 months’ guarantee against 
breakage up your sales! 


POT THAT NEVER NEEDS WATCHING! 


Only fully automatic vacuum type coffee 


brewer made! Turns the coffee down 


keeps 
it hot... makes perfect coffee every time 
; olitelutehitael ing, 
—s a , gt 
SAAN , . wal # C4 
ee 3 y h 
- - 4, = ay ) 
CORY ELECTRIC KNIFE SHARPENER: 
Make Your Store Headquarters GUARANTEED FOR LIFE! T 
for Cory Replacement Parts! : 


There's big business in replacement glass! ‘ NICRO 


Get your share of it! 


; CORY CORPORATION 
Nicro All-Stainless Steel Coffee Brewer lasts 221 North La Selle Street 
a lifetime! Won't chip, stain, or rust! Chicago 1, Illinois 




















[V\\ 
THE COMPLETE LINE 
FEATURE-PACKED FOR SALES! 


Interior light 







Signal light recessed in counter- 
smartly styled into balanced lid! 
nameplate! 


Handy, specially 
designed storage 
baskets! 





Dutch” Freezer 
Plates —an exclu- 
sive Steinhorst 
feature! 








16 Cu. Ft. Model... 
also available in 12 
and 20 Cu. Ft. sizes! 


rue Not Ropidid encezen 


ON THE MARKET TODAY! 
Respect well earned! The Steinhorst Freezer stands out 
as the most sales-styled, dependable and efficient freezer made! 
Exclusively Steinhorst — “Dutch” Freezer Plates hold the 
cold like a Dutch Oven holds heat . . . a real security feature 
in case of prolonged power failure! The 1952 complete 
Steinhorst line has power-packed sales appeal — 


THE OLDEST NAME 
IN FREEZERS 


The Steinhorst name has been recognized for famed products 
since 1908 . . . and was the only freezer displayed 
at the 1939 New York World's Fair! Write Dept. EM-3 
now for complete details on the Steinhorst line! 


_ EMIL STEINHORST and SONS, Inc. 


SINCE 1908 


‘ UTICA, NEW YORK 


STEINHORST FAMED MILK COOLING PRODUCTS 


ae 2 : . 
a —_ gas OSH, 
so) <e i 


IMMERSION-TYPE SPRAY-TYPE 





ORY STORAGE BULK COOLER 
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To Cut Prices or Not? 


That’s the question retailers must answer as 
Proctor announces a “partnership plan” which cuts 
dealer cost while maintaining previous list prices 


Proctor Electric Co. last month de- 
cided to fight fire with fire. 

As its answer to heavy price cutting 
in some metropolitan markets, the 
Philadelphia firm came up with what 
it called the “Proctor Partnership 
Plan.” Boiled down to essentials, the 
plan is built around: 

1) lower distributor and dealer costs, 
enabling retailers to slash list prices in 
order to meet competition if necessary 
or to maintain current prices (which 
Proctor will continue to advertise as its 
list prices). If the dealer is in a non 
price-cutting area and chooses this 
latter course, the new dealer costs will 
allow him to operate on a margin ap- 
proximating those that existed in the 
pre-war markets. 

2) three merchandise “specials” —an 
iron, toaster, and ironing table—which 
dealers can advertise as promotional 
items. 

Proctor officials pointed out that 
the lower dealer and distributor costs 
were made possible by doing away with 
cooperative advertising, certain pro- 
motional material, and participation in 

| special promotions. They conceded 
that the plan’s success depended on 
retailers’ willingness to “sell out the 
specials and sell up to the increased 
dollar volume items.” 

Proctor executives fee] certain that 
the plan will enable retailers and 
distributors to sell traffic appliances 
“profitably, and in volume.’ While 
the plan was greeted with enthusiasm 

| by some merchants, it also generated 
a good deal of skepticism. Some trade 
observers wondered: 
1) whether the prices would not tend 
to seek a uniform level at the lower 
limits made possible by the plan. 
These observers felt that Proctor was 
being too optimistic in expecting its 
prices to remain at advertised lists in 
certain markets when the company’s 
discount structure made it possible to 
sell at lower levels. 
2) whether the plan would actually 
be effective in allowing retailers to 
combat price-cutting. It was pointed 
out by some that discount houses 
would be able to apply their customary 
discounts to the new dealer costs, 
thereby merely lowering the present 
level of cut prices. 
3) whether the plan might not 
stimulate new price competition—the 
| very thing it was designed to avoid. 
Few other manufacturers, however, 
appeared to have any plans to go 
along with Proctor in setting up vary- 
ing price levels for different markets. 

R. H. Dewalt, distributor sales 
manager for Proctor, reported much 
more favorable reaction to the plan 
than might be indicated by the ques- 
tions above. Reporting from Omaha, 
Dewalt quoted Clarence Helgesen, 





appliance manager of the Sidles Co. 
as saying that the plan was “the first 
attempt on the part of the electrical 
housewares industry to sell at a profit 
in the discount market.” According to 
Dewalt, Meyer Rubin, merchandise 
manager of the Brandeis Dept. Store, 
felt that the plan was “the first tech- 
nically sound approach to selling traf 
fic appliances in a market such as 
Omaha.” 

It was obvious, therefore, that the 
trade was somewhat divided on the 
merits and effectiveness of the Proc- 
tor plan. Only time would provide 
the complete answer. In the mean- 
time, the dealer paid his money (less 
than he had paid before) and took his 
choice—of cutting prices or not. 


OK Door to Door 


Direct selling “fills a vacuum which 
might otherwise exist in the distribu 
tive process” and the wisdom of ordi 
nances discriminating against direct 
to-the-home salespersons is open to 
question, the National Better Business 
Bureau said recently. In a bulletin 
titled “The Right of Free Men to 
Engage in Legitimate Business,” the 
Bureau said: “Every communitv has 
laws, or should have laws, to punish 
the minority of direct sellers and other 
business renegades who are guilty of 
fraud, misrepresentation or deceit. E.n- 
forcement of these laws would seem 
to be the practical solution to that 
problem where it exists. It can be 
done without denying to free men the 
right to engage in legitimate business 
serving the needs and convenience of 
the community and contributing to 
the economic strength of the nation.” 

Counseling similar caution, the 
board of directors of the Chamber of 
Commerce of the United States last 
month issued a statement urging 
“sound regulation” of house-to-house 
selling but opposing restrictions which 
might lay the groundwork for gradual 
extension of excessive regulations. 
Caution should be exercised, said the 
board, in endorsing local ordinances 
which may have “dangerous implica- 
tions”. 


Don’t Deal - - - Sell 


A possible epidemic of price-cutting 
and distress merchandising practices 
can best be met by creative selling 
activities designed to produce “fair 
profits” for dealers. 

That’s what Edward R. Taylor, 
vice-president in charge of marketing 
for Hotpoint, Inc., told the company’s 
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AST YEAR The Saturday Evening Post took the lead in 
L cooperating with NEMA’s effort to get a bigger share of 
the giftware market. The Post’s special promotion kit went 
to the nation’s top dealers. Those who used the display 
material were enthusiastic. They reported many comments 
from customers, increased store traffic, and increased sales. 
This year the Post’s promotion kit is bigger and fuller than 
ever. It will go to the nation’s 5,000 leading electric retailers. 
Make a note right now to wait for your copy of this kit before 
you plan your May and June displays. 








Display card. Use this colorful 
Flectric Housewares display card in windows, on coun- 


Giving 


ters, and on your walls. It’s designed 
to fit in with NEMA’s display ma- 
terial. It shows customers that your 
store is headquarters for electric 
housewares. It reminds them to 
think of you and the products you 
sell when they think of gifts. And 
it shows them that you handle the 
brands that America trusts—and 
wants—most, the brands that are 
advertised in The Saturday Eve- 
ning Post. It bears the greatest merchandising seal in the retail 
business, the seal of a “‘Post Recognized Value.” 


\ 
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Get a bigger share 
of the billion-dollar 
giftware market 


promotion kit gives dealers display 
material to tie in with electric-housewares gift campaign! 











Over-the-wire pennants. In the Post’s 
1952 electric-housewares promotion kit 
you'll find a separate over-the-wire pennant 
for every single item featured in the Post 
for the first six months of this year. When 
you hang these pennants, you catch the 
eyes and the dollars of your best customers. 
For Post families are the best customers for 
almost every type of product sold. They own 
their own homes. They make good money. 
They live well. And good living for them 
means good selling for you. 


Plan Book. The heart of the Post’s promo- 








tion kit is this Plan Book. It contains special- 
ly designed display and merchandising tips 
on how to slice yourself a bigger share of the 
giftware market. It was prepared by special- 
ists in selling electrical housewares. Its sug- 
gestions are based on experience. It is full 
of practical, hard-selling ideas for the aver- 
age retailer. This book is typical of the 
merchandising aids supplied by the Post. 
You'll want to save it and refer to it again and again. It can help 
you make the coming May and June the most successful you’ve 


ever had. So get ready now. Your copy of this kit will be mailed 
within the next couple of weeks. 


-gets to the 
neart of America 
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Sewing machine sales up 25% 


PFAFF 


sales up 





Di 


Pfaff advertising delivers the leads—4 out of 5 result- 
ing in sales! 

And Pfaff—original ziz-zag machine that sews without 
attachments — is easier to close! For demonstration 


proves that Pfaff’s exclusive DIAL-A-STITCH is so ob- 
viously superior. 


Better find out what the Pfaff deal is! Hottest set-up in 
the entire industry. 


Write for complete 


franchise information 


PFAFF SEWING MACHINE CORP. 
816-820 GREENWICH STREET * NEW YORK 14, N. Y. 


©1952, U.S., PFAFF SEW. MACH. CORP 
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dealers in a recent letter warning them 
that the industry was entering a 
“shakedown” period and that another 
wave of price cutting might be im- 
minent. The key to survival in the 
period ahead, Taylor warned, is “ac- 
tivities—not deals.” He pointed out 
that “we are now on the threshold 
of the best selling season of the year 
: . the opportunities just ahead 
are unlimited but you do have to 
work and sell.” 

In a follow-up to the dealer letter, 
Hotpoint has launched a series of 
to encourage distributor 


salesmen to begin their spring mer- 
chandising activities immediately. 

In a move to “revitalize” its selling 
organization for “hard selling ahead”, 
Hotpoint has begun a four point 
franchising program including 1) up- 
grading of dealer performance; 2) re- 
placement of weak outlets; 3) adding 
specialty dealers; and +4) completing 
the firm’s department store merchan- 
dising activity. Included in this pro- 
gram is an effort to add progressive 
plumber-dealers and the building of 
closer relationships with utility per- 
sonnel. 


Why A Utility Merchandises 


Union Electric’s decision to resume selling ap- 
pliances can be traced to failure of the retail trade to 


do the job alone 


The announcement by Union Elec 
tric Co. of St. Louis that it would 
resume selling appliances after a lapse 
of 15 years started tongues wagging in 
the Middle West last month. 

There was immediate speculation 
that the St. Louis move might be the 
beginning of a new trend to utility 
merchandising (despite the fact that 
EvecrricaL MERCHANDISING’s annual 
survey of utilities published in the 
January statistical issue indicated no 
additional merchandising plans by 205 
reporting power companies.) An an- 
alysis of the reasons advanced by Un- 
ion Electric officials for the com- 
pany’s new policy indicates no trend 
as yet—but does call attention to mer- 
chandising conditions which may be 
duplicated soon in many other areas 
in the country. 

The Reasons. The company pointed 
out that increased appliance sales were 
needed to consume the extra energy 
coming on the lines from two new 
generating plants. But Merrill Skin- 
ner, vice-president and director of 
sales, said it far better: 


UNION ELECTRIC hired a brass band to liven up its all-industry dinner in January. 


“St Louis’s first television station 
went on the air in February, 1947. 
Promotion of off peak water heating 
started one month earlier. Television 
saturation today is 60 percent; water 
heaters have been bought by only one 
percent of our customers in this per- 
iod. It may be harder to sell water 
heaters than television—but not 60 
times harder.” 

Emphasis in the new Union Elec- 
tric policy will be on items in compe- 
tition with gas, items that are new, 
those on which public acceptance is 
low, or those that fit into U.E.’s load. 

Specifically, ranges, water heaters, 
freezers and clothes dryers, possibly 
air conditioners and dish washers, will 
be sold and promoted by the utilitv. 

Behind it all has been a sincere at- 
tempt on the = of Union Electric 
to turn over all appliance sales to re- 
tailers. For years it has spent its 
money promoting appliances which it 
had_ investigated and _ considered 
worthwhile. It led the way in insisting 
on service stations and parts depots 
for every item sold in St. Louis. Its 





Utility itself, however, provided the main spark of interest when it announced 
plans to resume active merchandising of appliances. 
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air conditioning advisory board had 
iven St. Louis what are possibly the 
Fest standards in the U.S. 

Dealers Failed. Unfortunately, as 
the utility stepped out of appliance 
selling, the retail trade failed to step in 
—especially on pioneering items 

Purchases by one large downtown 
firm last year were in the ratio of 2 
electric water heaters, 6 dryers, 1,000 
refrigerators, 15 home freezers to thou- 
sands of gas ranges. One of St. Louis’ 
largest department stores was good, in 
1951, for only 16 freezers, 17 water 
heaters and 10 dryers 

Small specialty stores also bogged 
down. They have had it soft since 
World War II ended, gradually lost 
their specialty selling talent, failed to 
build up a sales force, were content to 
pick up crumbs anywhere. Eight 
stores recently called on by this writer 
had a much higher ratio of gas ranges 
and water heaters than electric. 

Dealers Reply. It is only fair to 
report that these dealers complained 
(1) that distributors set up too many 
retail franchises, (2) too-close com- 
petition forced them to cut prices, and 
(3) that if they did the spadework for 
specialty selling, the distributors 
promptly slit their throats by fran- 
chising a lot of competition around 
them who mopped up the created de 
mand. 

Yet when W. Sheldon Bascom, 
dealer sales counselor for Union Elec- 
tric, made 92 calls on owners of one 
appliance, he found most of them 
prospects for more, and no dealer had 
followed up on this possible business. 

In the background of the Union 
Electric decision was the realization 
that gas and LP competition were 
pushing for business in a way that 
had not existed before the war, and 
which must be met. It was discov- 
ered that these two forces had moved 
in on retail outlets trained to sell elec- 
tric appliances 

Dealer Reaction. No criticism of 
the utility’s new policy was voiced by 
the 1,018 guests at the all-industry 
dinner called to announce it on Janu- 
ary 29. It was agreed that there was 
a need for a quarterback to call the 
signals and encourage the team. It was 
acknowledged that promotions that 
had __clicked—like © Westinghouse’s 
orchid luncheons, the sewing machine 





MERRILL SKINNER: ‘Water heaters 
aren’t 60 times harder to sell than TV.” 


drives—had not been dealer triumphs, 
but the work of distributors. 

In the forthcoming months it is ex- 
pected that leadership, inducements 
and examples will be used to get the 
dealer back into the stride of specialty 
selling. 

Said Merrill Skinner: “We expect 
to help you do this job of selling water 
heaters, ranges and low saturation ap- 
pliances with hard hitting campaigns, 
but we also plan to have some of our 
own men out ringing door bells and 
stirring up business 

“Our resumption of the sale of 
major appliances will not be at the 
expense of our help to you. We want 
to be sure that vou understand our 
objectives. We are in the electric util- 
ity business. All of our sales activities 
are designed to further the sale of 
electric energy.” 

Four forthcoming campaigns were 
announced during the meeting. They 
include (1) electric ranges and water 
heaters versus bottle gas; (2) an Edi- 
son week program launching the an- 
nual spring campaign; (3) “Our Fam- 
ily” kitchen contest; and (4) a “name 
your quota” contest. 

The bottle gas campaign will make 
use of 16 mailings to 40,000 custom- 
ers outside the regular gas area. An in- 
stallation allowance of up to $50 will 
be allowed on range and water heater 
purchases during the Edison Week 
promotion. The “family kitchen” con- 
test is designed to encourage high 
school students in kitchen planning. 





Tryout as a Hero 


One of the “villains” in the New 
York appliance picture last month tried 
m the hero’s robes. 

Small dealers in this area have long 
regarded appliance chains as one of 
the “heavies” responsible for their 
troubles. But if the scheme worked 
out by one of the biggest of the chains, 
Dynamic Stores, succeeds, independ 
ent dealers may have to regard the 
chain as something of a hero 

As Dynamic diagnosed the situa 
tion, the independent’s troubles 
stemmed from “his inability to com- 
pete with larger and more promo- 
tional retailers plus general industry 
pressure from all sides.” 

Dynamic’s remedy: “promotional 
advertising and merchandising to ef- 
fect a faster and more profitable turn 


ELECTRICAL 


over of the independent’s inventory.” 

Dynamic’s action: the franchising 
of independent retailers as authorized 
sales agencies for the chain. 

The independent will continue to 
buy all current lines of merchandise 
through his normal source of supply. 
Only promotional goods will be sup- 
plied by Dynamic, which will adver- 
tise for self-owned and_ franchised 
stores alike. Although the independ- 
ent retains “his sovereign rights”, 
Dynamic will assist in the overall 
merchandising sales policy, will train 
personnel, suggest ways and means of 
effecting operating economies and will 
assign a man to service the account. 

Said Dynamic’s president, J. L. 
Winer: “It’s the first concrete formula 
in the industry in which the advantages 
are clear-cut and equitable to all con- 
cerned.” 
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Cadillac dealers say the way 
these cleaners ‘‘nozzle up’’ 
dirt makes demonstrations 

really click with homemakers 




















You'll like the way one 
Cadillac sale leads to 
another .. . (1) because 

satisfied users spread the 
good word, and (2) because 

Cadillac national adver- 
tising continually pulls 
presold prospects into 

your store. 

What's more, you'll like 

doing business with the 

maker of this reliable line. 
Let us tell you about our 
liberal discount policy 

and many other 

re -Yol (-TameloMZelatiele (=i: 
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2-SPEED CONTROL 
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CLEMENTS MFG. CO. 


Dept. A * 6666 S, Narragansett Ave. * Chicage 38, Ml. 
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oiclule 


Monster 


FLOOR 
DISPLAY 


Boy, does he stop store traffic! 


There he is, the Moisture Monster, perched on an Oasis Air Drier 
in the very middle of YOUR store! He sure STOPS customers, 
and in that moment you can START the demonstration that actu- 
ally closes 9 out of 10 sales! Dealers testify to that! 

Electric dehumidifier (air drier) sales more than doubled from 
1949 to 1951, and even larger 1952 sales are predicted. Prospect’s 
want protection from rust, mildew, wood, cloth and leather dam- 
age in their basements. Satisfied Oasis users tell their friends, 


make easy sales for Oasis dealers. 


THIS Is The Year For PROFITS! 


National Ads. The Moisture Monster dominates 1952 Oasis ad- 


vertising in leading magazines . . 


. always with coupons that 


bring inquiries, start sales for you. 


Sales Helps. As an Oasis Dealer, you'll get the Moisture Monster 
floor display PLUS newspaper mats, direct mail, other features of 
a tested and proven sales promotion plan. For full details, just 
mail the coupon! TODAY! 


OASIS Ait Drier 


ELECTRIC DEHUMIDIFIER 


Made by the World's Largest Manufacturer of Electric Drinking Water Coolers 


Get all the facts 


about the profit- 


making OASIS 


proposition — 


MAIL THIS 
COUPON TODAY! 


COPYRIGHT 1952 THE EBCO MFG. CO 


THE EBCO MANUFACTURING CO. 
405 W. Town Street, Columbus 8, Ohio 


Give me the facts on the money-making Oasis 


proposition. 


Oe 


ADDRESS. 


——a)SESClC( STATE 


MANUFACTURERS 





Room Cooler Boom 


The room air conditioner industry 
has gained still another recruit and 
the role of the specialty appliance 
dealer in the industry has been given 
a hearty boost as the result of Janu- 
ary announcements by two firms. 

Added starter in the field for 1952 
is the Fresh’nd Aire Co., a division 
of Cory Corp., which will turn out 
4 and 7 ton models. The new lines 
represent a logical move on Fresh’nd 
Aire’s part since the company already 
manufactures wall and room heaters, 
humidifiers, fans and large air circu- 
lators. The firm has also introduced 
a portable electric dehumidifier. 

[he appliance dealer got a vote of 
confidence from G-E when the com- 
pany announced that its room cooler 
business had been transferred from the 
air conditioning to the major appli- 
ance division. Clarence H. Linder, 
general manager of the latter division, 
pointed out that the room cooler has 
become “‘such a part of the major ap- 
pliance business generally that it 
seems logical to fit it into our estab- 
lished appliance distribution. We 
think the business requires the ag- 
gressiveness of the specialty type of 
distributor.” 


More Manpower 


A “major increase” in the dealer 
retail sales force of the Timken Silent 
Automatic Division has been estab- 
lished as the firm’s “first order of busi- 
ness” for 1952. The policy, expressed 
in the slogan “More Manpower Means 
More Salespower’’, served as the key- 
note for the firm’s annual sales meet 
Ing. 


Manufacturers’ Briefs 


@Schick, Inc., has abandoned its 
wholesale distributor set-up in the 
New York market and is now selling 
direct to retailers. The firm will sell 
to dealers who will stock and promote 
Schick shavers, meet credit require 
ments, and sign the firm’s fair trade 
agreement. 


@ The corporate title of American 
Stove Co. has been changed to Magic 
Chef, Inc. The move was prompted 
by increasing public acceptance of the 
Magic Chef trademark. 


@ Price cuts of from $10 to $20 on 
all but one air conditioner in its line 
have been announced by Mitchell 
Mfg. Co. A 4 ton model was the 
only unit which was not reduced. 


@ Production of the firm’s three-mil 
lionth “tru-heat’’ iron was observed 
by officials and employees of General 
Mills in late January. The firm be- 
gan producing the unit in June, 1946. 


@The stove and range business of 
Kalamazoo Stove & Furnace Co. has 
been purchased by Nash-Kelvinator 
Corp. (Exvecrricat MERCHANDISING, 
January, page 306). 


@ Sylvania Electric Products, Inc., 
has purchased the assets of the A. W. 
Franklin Mfg. Corp. and the Franklin 
Airloop Corp. of Long Island City, 
N. Y. and will operate them as a unit 
of its parts division. The firm has also 
leased an 81,000 square foot building 
in Zanesville, Ohio, as a distribution 
warehouse for fluorescent lighting fix- 
tures. Syivania has also contracted 
to purchase the cabinet plant of the 
Blair Park Furniture Mfg. Co., High 
Point, N. C 


Arrange Cooperative TV Show 


2 


OFFICIALS of Casco Products Corp. and Remington Rand sign contracts in Phila- 
delphia for cooperative sponsorship of ‘‘Holiday in Paris’’, a musical variety show 
which stars Dolores Gray. The two firms will also sponsor the show (in cooperation 
with local dealers and distributors) in other television areas. Seated are Casco’s 
vice-president John Reidy and Herbert Simpson, ad manager for Remington 
Rand’s electric shaver division. Standing are Harry Davis and John Shields of 
Casco and Al Barioni and J. T. Buchanan of Remington Rand. Company officials 
say that the new plan marks the first time that a national show has been brought 
to local markets for dealer sponsorship on a cooperative basis 
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Put ingredients in — flip the switch — like 
magic, out comes delicious liquid or puree. 


So fast, you can hardly believe your eyes. 


“ 
S t ay W | th You'll say it’s out of this world. Ask your 


favorite dealer for a demonstration. 
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Appliance Service Man 
Says Experience Proves KLIXON 
Protectors Prevent Motor Burnouts 


PITTSBURGH, PA..: J. F. Gaus, President of Gaus & Casey, 
Inc., authorized factory representative on many appli- 


ances, puts his confidence in KLIXON Protectors. 


“Our eleven year experience servicing motor-driven appli- 
ances has given us a lot of confidence in the Klixon inherent 
overheat motor protector. We feel it definitely prevents 


motor burnouts. 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protectors illustrated keep 
motors in electrical appliances and other 
motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 


motor operation. 


Automatic 
Reset 


KLIxo 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2503 FOREST ST., ATTLEBORO, MASS. 
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ASSOCIATIONS 





Aluminum for Copper? 


Che problem of maintaining ade- 
quate wiring in the face of continuing 
shortages of materials occupied a ma- 
jor share of the program of the Eighth 
National Adequate Wiring Confer- 
ence in Chicago in late January. 

Conferees agreed that small homes 
can still be wired to the minimum 


| standards of adequacy within the cur- 


rent limitations on the use of copper. 
Great care, however, must be taken 
in the planning of circuit runs and 
in the location of service equipment. 
Although wiring in the larger homes 
will suffer, the majority of new homes 
can be equipped to meet minimum re- 
quirements, conferees decided. 
Sharing the spotlight with the cop- 
per problem was the question of us- 
ing aluminum wire as a substitute. 
Speakers warned that tremendous 
problems exist in the production and 
use of such wire for house wiring. 
No practicable solution has yet been 
found, they said, and there are no 
estimates as to when satisfactory tech- 


| niques will be devised 


| NARDA Takes a Stand 


The National Appliance and Radio 
Dealers Assn. jumped squarely into 


| the middle of two of TV’s biggest 
arguments last month. 


On the merchandising front, the 
group urged newspaper ad executives 
to cooperate with dealers in wiping 
out the practice of listing parts war- 
ranties and excise taxes separately 
from the price of TV sets in order 
to “gain a false competitive advan- 
tage.” 

On the broadcasting front, NARDA 
urged the FCC to relax its rules to 
permit ownership of more than five 
stations by one firm when UHF chan- 
nels are open. 


Name BL/BS Head 


S. L. Drumm, vice-president in 
charge of sales for New Orleans Pub- 
lic Service, has been elected chairman 
of the Better Light Better Sight Bu- 
reau, succeeding Ralph P. Wagner of 
the Niagara Mohawk Power Corp., 
Albany. Widely known in the in- 
dustry, Drumm has served on several 
EEI committees and is the immediate 
past chairman of the general sales sec- 
tion of the Southeastern Electric Ex- 
change. 


Credit Troubles 


Major credit problems in the whole- 
sale and manufacturing fields in 1952 
will concern the general areas of 
working and long-term capital, short- 
ages of materials, slower collections, 
inventories and undercapitalized or 
marginal accounts. That's the con- 
sensus of opinion expressed in a sur- 
vey conducted recently by the Credit 
Research Foundation of the National 
Assn. of Credit Men. 
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Business Cost Survey 


The National Appliance and Radio 
Dealers Assn. last month began its 
annual task of figuring out what it 
costs the average dealer to do business. 

This year the group’s annual survey 
will have an added feature—individual 
area studies will be prepared for groups 
of 20 or more dealers in a specifi 
territory. D. E. Umer, chairman of 
NARDA's survey committee, pointed 
out that “we have come to realize the 
value of this type of research becaus¢ 
of extreme regional variations.” 


North Central Show 


Nationally known speakers were fea 
tured on the program of the annual 
convention and exposition of the 
North Central Electrical Industries 
in Minneapolis late last month. In 
cluded on the program were Carl 
Jensen, L. H. Hruby and George W 
Clark representing the lamp depart 
ments of Westinghouse, General Elec 
tric and Sylvania. Speakers at the ap 
pliance merchandismg meeting on 
February 27 included Laurence Wray, 
editor of Electrical Merchandising. 
Miss Frances Armin of the National 
Adequate Wiring Bureau and Albert 
McNamee of McCall’s. 


City by City 


Cleveland. E.R. Ismond, P. B. Left 
and J. M. Lime have been elected di 
rectors of the Electrical League ot 
Cleveland. Fifteen other directors 
were re-elected by the group. 


Milwaukee. Willard C. Krueger has 
been named president of the Elec 
trical League of Milwaukee. J. A. 
Holden was elected vice-president 
while T. H. Desmond and N. C 
Christopherson were re-elected treas 
urer and secretary respectively. 


Los Angeles. An electric dryer pro 
motion scheduled to continue through 


Join NAED Staff 


PAUL W. MANGAN has been named to 
the headquarters staff of the National 
Assn. of Electrical Distributors. Among 
his duties will be the handling of all 
hotel arrangements for the group in con- 
nection with its conventions. 
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March 26 is currently being staged 
in Los Angeles by the city’s Depart 
ment of Water and Power. 


Provo. L. B. Wakefield has been 
elected president of the Provo, Utah, 
branch of the Intermountain Elec- 
trical Assn. Other officers include 
Leland Friday, vice-president, and 
Gilbert Barton, secretary-treasurer. 


Bakersfield. William Wyatt has been 
named president of the Appliance 
Dealers Assn. Ed Darrow was elected 
vice-president with Mrs. Chester 
l'rone as secretary. 





Minneapolis. Don Gabbert has been 
elected president of the Minneapolis 
Appliance Dealers Assn. Matt Schaefer 
is vice-president and H. A. McDowell 
is treasurer. Walter Husak, John Sage, 
Rodney Olson, Don Hagen and Jim 
Hannan are directors. 





Chicago. Leslie F. Muter of the 
Muter Co. has been re-clected presi 
dent of the Radar-Radio Industries of 
Chicago, Inc. Other re-elected off- 
cers include Paul Galvin of Motorola 
and Raymond F. Durst of Halli- 
crafters as vice-presidents, James P. 
Wray of Croname, Inc. and Charles 
M. Hofman of Belmont as directors 
and Robert S. Alexander as treasurer 
and director. Richard Graver of Ad- 
miral was made a vice-president. 


Chicago. Charles Thompson of Gray- 
bar, Chicago, has been named the 
grand winner in the Chicago Electric 
Assn.’s “sales booster” contest (Elec- 
trical Merchandising. February, p. 
108). He received the $400 grand 
award for his suggestion of a three- 
wheeled clectric housewares gift se- 
lector. 


Nebraska-lowa. Members of the ad- 
vertising, planning and promotion 
committee of the Nebraska-Iowa Elec- 
trical Council have been announced. 
They include Rudy Mueller, Lloyd 
Sleezer, Ernie Olsen, Frank Resnick, 


G. F.. Struber, F. B. Coatsworth, R. W. 


Stall, William Foster, Dewev Baker, 
Karl Joens, Jack Hultgren, Don Rosen- 
thal and Doyle Phillips. 


Heads Boston League 


Boston. 


/ Hand-Picked 
Prospects for You 







































GEORGE J. FITZGERALD, eastern divi- 
sional manager for the Easy Washing 
Machine Corp., has assumed office as 
president of the Electric Institute of 
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Day after day, the people in your territory who are going 
to build their own new homes are located by the world’s 


largest construction news gathering organization. 


Then .. . a book of catalogs, illustrating and describing 
the varied products needed for new homes, is mailed to these 


prospects of yours. This book—Home Owncrs’ Catalogs— 








is used and kept while these prospects are planning what 





they will want to buy for their new homes. It is important 











to you that the products you stock, show and sell are 








completely described to these buyers before they make their 

















final decisions. 


















That is why American Kitchens 
distributes its literature “American i 












Kitchens—the heart of your home”, 
in each copy of Home Owners’ 
Catalogs. American Kitchens knows 
this is the way to do a thorough 
pre-selling job for you. American 
Kitchens knows these home-planners 
are outstanding prospects for you 
because they must buy the kinds of 
things you sell. 






Find out how you too can get the 
names and addresses of hand-picked, 
pre-sold prospects in your territory. 





Pe me ee ee as eee ] 
' Tell me how I can get the names and addresses of prospects for 
| new-home products . . . in my territory. (Available in local mar- | 
: keting areas within 37 eastern states only). 
NAME 
1 ! 
| COMPANY : 








ADDRESS. ZONE. STATE. 












| 1 
fy HOME OWNERS’ CATALOGS 
' Dept. AK, 119 West 40th St., New York 18, N. Y. : 
















5 YEAR 
GUARANTEE 


on Desk, Pedestal, 
Floor and Window Fans 


Sell SIGNAL in °52 . Two complete lines—SIGNAL 
and COOL SPOT—give your customers a wider choice 
of attractive, quality-built models to choose from. Prepare 
now to cash in on increased consumer demand—put more 
profit in your pocket with this complete line of . 


Desk Fans ¢ Pedestal Fans © Window Fans @ Exhaust Fans © Floor Fans 


Shutter-Attached Vent Fans © Kitchen Vent Fans ¢ Electric Drills 


Grinders ©¢ Fractional Horsepower Motors 


MODEL 1251 


16° 3-speed oscillator fan—the most 
powerful fan bearing the famous Signal 
trademark! Delivers 1500 C.F.M.— 
and does it quietly! 60 cycle induc 
motor is non-radio interfering 
self-lubricating sleeve bearings 
Fan oscillates in an 80-degree arc, 
can be locked at any position within 
the arc. Attractively finished in blue- 
gray enamel, with brightly polished 
guard. A sure-fire sales-maker! 


MODEL TF-122 


Handsome solid wood cabinet, avail- 
able in Walnut or Blonde finish, 
houses this perfectly engineered 
SIGNAL fan. 12° quiet-type blades, 
safety guarded, deliver 43500 cubic 
feet of air per minute, without vi- 
bration or bothersome noise. 3-speed 
rotary type switch ubber-mounted 
induction, non-radio interfering motor 


MODEL CF-20A 


20° 2-speed air circulator moves 3300 
cubic feet of air per minute quietly, 
efhciently, and at any selected pre 
from vertical to 15 degrees below 
horizontal. 60 cycle induction motor 
is non-radio interfering and rubber 
mounted for low noise level. Sturdy 
supporting column adjusts from 4’ 4° 
to 7’ 6". Finished in blue-gray enamel 
with nickel-plated adjustable column, 
aluminum blades and bright finish 
safety guar 


MODEL WR-202 


A sensauonal development in window 
fans, this new 20° model is designed 
to deliver maximum air flow at low 
noise level—3800 C.F.M. in exhaust 
position, slightly less on intake. 50-60 
cycle capacior motor is instantly 
reversible, non-radio interfering, has 
two speeds in either direction. Side 
panels telescope to fit any standard 
size window. Beautiful ivory baked 
enamel finish with aluminum blades 
makes this model a compliment to 
any room! 


SIGNAL and COOL SPOT Fans are manufactured by 
Signal Electric Manufacturing Company, Menominee, Michigan 
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WOMEN 


EWRT: Kitchen Planning 


“Kitchens Today and Tomorrow,” theme of first 
session of N. Y. EWRT Workshop for 1952, emphasizes 
working wife's role as homemaker 


The seventh annual workshop con 
ducted by the New York Chapter of 
the Electrical Women’s Round Table, 
Inc., got under way at the General 
Electric Auditorium, 570 Lexington 
Ave. in. January. 

As living standards and the phi- 
losophy of homemaking undergoes 
change with modern women combin- 
ing 8-hour-a-day jobs with running a 
home, kitchen planning looms increas- 
ingly important. With this idea in 
mind, housing specialists, professors, 
equipment editors, architects, kitchen 
designers, builders and a young home 
maker gathered together to discuss 
“Kitchens Today and Tomorrow” un 
der the chairmanship of Ruth Gaffney, 
equipment editor, Today’s Woman 

Elizabeth Beveridge, housing spe 
cialist, Bureau of Home Nutritions and 
Home Economics, U.S. Dept. of Agri 
culture, outlined information an archi 
tect or any other kitchen planne: 
should have before starting to draw up 
plans for a kitchen. They include 
knowledge of the size of family; ex- 
tent of food preparation to be carried 
on; amount of entertaining done; how 
often the family eats in kitchen; num- 
ber who eat there at a time; number 
of people who work in kitchen at a 
time; other activities—such as laun- 
dering and child care; amount of can 
ning or freezing planned; and quantity 
of dishes, kitchen utensils, food to be 
stored in the kitchen cabinets. 

Basic principles of good kitchen 
planning also outlined by Miss Bev- 


Housewife’s Friend 


eridge include: 1. Save work by mini 
mizing steps, stoops, reaches and 
lifting. 2. Avoid interference. Too 
often the kitchen is a runway between 
back and front of house making 
chance of collisions a constant hazard 
If more than one person works in 
kitchen at same time adequate pro- 
vision should be made for each person 
without getting in each other’s way. 
3. Adequate counter work areas adja- 
cent to equipment. 4. Provide for use 
of labor-saving equipment; 5. Enough 
well-arranged, conveniently located 
storage space for everything needed in 
kitchen. 6. Provide for odds and ends 
often overlooked. (place for cook 
books, instruction books, racks etc.) 

Keep kitchen safe. 8. Provide light 
enough for work by day or night. 

Where to put dishes and utensils 
was discussed by Roger Schafer, James 
elt & Co., architect Sydney Katz and 
Mrs. Mary Koll Heiner, of Cornell 
University. 

Mrs. Charlotte Eaton Conway, 
equipment editor, House Beautiful, re 
viewed the new equipment shown at 
the January Markets in Chicago and 
said the chief development in the 
range field was the fast-growing con 
sumer acceptance of the component 
tvpe ranges that can be installed as 
separate units 

Mrs. Mary Davis Gillies, house edi 
tor, McCall's, said women want larger 
kitchens, and are knocking out parti 
tions to get the “open plan” for 
kichen-living space 


THE MAILBAG of Olive Youse, who writes the “‘On the House’ column in the 
Chicago Tribune, provides a good index as to what's troubling the housewife at 
the moment. Currently, reports Miss Youse, there are relatively few questions 
on appliances and virtually all that she does receive on this subject ask for advice 
on cleaning rather than operation. How to clean waffle irons and electric grills 
are the most frequent queries. Questions on the laundering of electric blankets 
have been increasing recently and she is anticipating a flood of queries on how 


to clean French-frying equipment. 
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CONVENTIONS 





WEST VIRGINIANS C. D. Blevins and Charles Harrell get first-hand information 
n the Amana line from sales manager E. L. Hinchliff 


Selling the Upright 


Distributors attending Amana’s annual conven- 
tion are furnished performance records of the upright 


freezer as sales ammunition 


rhe hip, hip, hooray atmosphere of 
prewat sales conventions was evident 
it the fourth annual distributor con- 
vention put on by Amana Refrigera- 
tions, Inc., at Cedar Rapids, lowa. 
Some 500 attended, more than twice 
last year’s number. 

Right at the start of the meeting, 
I. L. Hinchliff, sales manager, set his 
teeth into the contention that the up- 
right home freezer was the logical 
type to succeed and backed it up with 
results of performance tests made by 


the Electrical Testing Laboratories 
of New York City. 

1. Best performance in reducing 
freezer temperature to zero in a 100 
deg. room was registered by Amana, 
1 hr., 10 min. 

2. The minimum temperature re- 
corded in a 100 deg. room was set by 
Amana: —21 deg. in 44 hrs. 

3. Best performance in_ pulling 
down a 75 pound load starting at 90 
deg.—Amana, 11 hr., 10 min. 


4. Minimum required to reduce 75 


AMANA VICE-PRESIDENT George E. Foerstner, right, poses with Sam Holliday of 
El Paso, outstanding Amana salesman, during the firm’s annual distributor con- 


vention in early January 
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lf you want 


to make 
1932 
your best 
year yet— 
choose... 


WATER SYSTEMS, WATER SOFTENERS 
AND CELLAR DRAINERS 


You can really “go to town” with the 
complete 1952 RAPIDAYTON line of jet 
pumps, reciprocating pumps, one and 
two-tank water softeners and cellar 
drainers. The experience of 44 years 
backs up this line, manufactured by an 
old company with young and aggressive 
ideas. Get in touch with us Topay for 
full details. 


The Dayton Pump & Manufacturing Co. 


DAYTON, OHIO 
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Keminglon 


WINDOW 
and 
CONSOLE 
MODELS 

























































@ PROFIT two ways: sell more prospects . . . enjoy 





twice the profit on every Remington Console sale! 


@ SELL the INDUSTRY'S MOST COMPLETE LINE 
of both window and console models. . . 
70 models... from 44 to 1% HP... 
a model for every prospect need . .. a need for 
every model . . . yet you need stock ONLY SIX! 


Write for name of your Remington Distributor 
TODAY! Remington Air Conditioning Corp., 
72 Willey St., Auburn, N. Y. 


AIR CONDITIONING 


DIVISION OF REMINGTON CORP. 
AUBURN, N.Y. 
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pound load from 31 to 25 deg. (period 
in which ice crystals will form) was 
Amana, 40 minutes 

5. Tests on kw.-hr. consumption 
were divided into two phases. On test 
3 above, Amana consumed less cur 
rent than any other brand. For storage 
of frozen food, Amana used less cur 
rent than average of other brands 

W. J. Dickinson pointed out that 
home freezer sales ran evenly around 
the calendar, doing 7.3 percent of the 
year’s volume in January; 7.08 in Feb 
ruary, 8.9 in March, 7.26 in April, 
6.64 in May, 9 percent in June, 10.9 
in July to 10.27 in August, 9.90 in 
September, 8.33 in October, 7.14 in 
November and 7.26 in December 

Today, he said, 23 percent of the 
sales of refrigerators call for a trade-in, 
45 percent of washers, 22 percent of 
ranges, 42 percent of cleaners and 13 
percent of television, and with home 
freezers virtually none except thos« 
switching to larger sized models. 
Upright freezers will be allocated 


Distributors Preview New Murray Line 


ae 


DISTRIBUTORS AND EXECUTIVES of the home appliance division of the Murray 


WAITING for the convention to get underway are, left to right, J. R. Elliott and 
D. J. Bowen of Tecumseh, Mich., and Walter Wendler of Amana. 





the same basis as in 
There will be no icrease in 


by Amana on 
1951. 
cost this vear. 

New units will be shipped to dis- 
tributors by May 1, George Foerstner, 


vice-president, said. Two chest types 
in S- and 14-cu-ft. sizes, and three 
uprights, models 12, 18 and 25, were 
introduced. Savings in materials were 
pointe d out 

Offered by Amana to aid retail sales 
is a pocket manual for retail salesmen, 
two training films, one for dealers and 
the other for consumer, mailing liter- 
ature and a wall banner which outlines 
the principal sales features of the 
\mana home freezer. A guide to food 
freezing for the consumer is offered 
and the line will have a five-year food 
spoilage protection plan. 

The largest advertising campaign in 
\mana history was outlined by Mer- 
lin E. Morris. Walter A. Wendtler 
also talked 

Amana reported having 70 distribu- 
tors and 6,000 dealers 


Corp. of America examine merchandising plans for the coming year during the 
firm’s annual national sales conference in Chicago. At left is T. L. Craig, Birming- 


ham, Ala., 
president T. W. Hardy 
Wilson, Inc., Atlanta. 
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regional sales manager for the firm, and at right is Murray vice 
With them are Paul Gregory and Harold Tiller of Horne- 





Looks at Frigidaire’s New Lines 





FAR AWAY LOOK ot the new refrigerators goes to these balcony residents as 
the Frigidaire preview unfolds in the ballroom of New York’s Hotel Astor 





In Chicago, it takes 2— 


to usher in today’s bigger figures 


BECAUSE .. . Chicago has outgrown the 
power of any single daily newspaper to 
reach even half of your city and sub- 


urban prospects.* 
CLOSE-UP LOOK ot Frigidaire’s new line of refrigerators is given Ray Babb, ; : 
second from left, of Quackenbush’s, Paterson, N. J., during preview meeting in Today it takes two daily newspapers 
New York. Frigidaire appliance sales manager:H. M. Kelly, pointing, and Lee A. Le er 
Clark, assistant general sales manager, do the explaining while H. M. Cline, to reach a majority of the market—and 
i Eek See Yer earn ree for MOST net unduplicated coverage, one 
of your two MusT be The Chicago SuN- 


TIMEs! 


* See your copy of the independent Publication 
Research Service study, “Chicago Daily News- 
paper Coverage and Duplication, 1951,” or 
write us for details. 


CHICAGO 


SUN-TIMES 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 





DEALER LOOK at the new line and accompanying promotional material is pro- 


vided by this skit which closed the ambitious all-day show. For details of the 211 W. Wacker Drive, Chicago 6 250 Park Av. 7 York 17 
new refrigerators, including the Cycla-matic defrosting system, see the New 


Products section of this issue. Total Circulation, 586,970 Average Net Paid Daily (ABC Publisher's Statement for 6 mos. ending 9/30/51) 
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BACKING UP |-H’s bid for a bigger share of the market, top brass appeared at 
showings of the new line. Left to right, A. J. Peterson, domestic sales manager 


T. B. Hale, vice-president, general sales; R. H. Burnside, assistant domestic sale 


manoager 


refrigeration; and M. F. Peckels, manager of consumer relations 


Harvester on the Make 


After only four years in appliances, I-H tells metropolitan distributors it 


wants more than 5% share of refrigerators, 21% of freezers 


Unhik me big companies which invaded the 
appliance business after the war, it looked last 
month as though International Harvester was 
doing all night 

Introducing its 1952 line of eight refrigerators 
see New Products) at shows in Chicago, San 
Francisco and New York, Harvester reported that 
it had, in just four produced 1,000,000 
refrigerators, in 1951 captured 4.9 percent of the 
national refrigeration market (eight percent of 
the market for the seven, eight and nine cubic 
foot sizes which it make ind 21 percent of the 
freezer market 

Chis year, said J. H. Coats, advertising man 
ager of the refrigeration division, Harvester would 
have to be content with a smaller unit production 
(125,000 refrigerators compared with ‘51's 
202,000; 100,000 freezers as against last vear’s 
127,000), because of materials shortages, but ex 
pected an even larger share, percentagewise, ot 
industry sales. As evident from the figures, Har 
vester’s 1952 output will lean heavily toward 
freezers, because, as one company official put it, 
“It doesn’t take as much of the critical materials 
like aluminum and copper to make freezers as 
refrigerators.” 

More Showmanship. Harvester also showed 
that it had learned something about metropoli- 
tan merchandising. Absent from its fast-paced, 
Broadway inspired show was the heavy dignity 
which had characterized some earlier presenta- 
tions. As one distributor put it, “About the only 
thing you can do to make refrigerators stand out 
is to put a blonde in every box.” Harvester very 
neatly did. They reproduced full color ads with 
the original and live models; they threw gold 
chips at the audience; they demonstrated their 
Tri-Matic defrosting mechanism with a working 
monster 12 or more feet high; they described 
refrigeration features three times—and in three 


PAGE 232 


different ways. For precision, timing and just plain 
showmanship it was a show hard to beat. 

But Harvester wasn’t interested in simply put- 
ting on a good show. When it got into the 
ipplicance business it already had a ready-made dis 
tribution system in rural areas through its farm 
equipment dealers. Distributionwise, Harvester’s 
weakness was in the cities where it had no deal 
ers and little experience. It needed both. By 
1952 it had them and some 6,000 appliance 
dealers operating under independent distributors 
were handling the Harvester line and accounting 
for perhaps 50 percent of sales. But the other 
50 percent was being sold through the numeri 
cally inferior (5,000) rural dealers and I-H’s show 
vas aimed at convincing city distributors and 
dealers that they were carrying a top line with 
top merchandising behind it, that they could 
ind should do a more aggressive selling job. 

Emphasis on Features: Added to its ‘T’ri-Matic 
Defrosting (which permits automatic electrical 
defrosting, electrically whenever desired, or con- 
ventionally), I-H showed distributors some other 
features aimed at capturing the purses of metro 
politan housewives. Included were across the top 
freezers, door shelves, butter keepers, colored door 
handles and an extensive use of interior color. 
I'wo top models even have “Spring-fresh’” green 
in the entire interior. Others have green inner 
door panels or green freezer door and chill tray. 
No double-door models were included in the line. 
Instead, said Harvester, dealers could sell a model 
G84 refrigerator ($294.95) in a package with a 
Model 70 freezer ($287.95) for a combined price 
of $559.95. 

Advertising to support I-H’s “femineered”’ linc 
broke March 1 and 3 with spreads in the Saturday 
Evening Post and Life, will be carried on in the 
April editions of Ladies’ Home Journal, Good 
Housekeeping, and Better Homes and Gardens 


aaa 


REVOLVING SCREENS reveal line of new models on side of Essex House auditorium 
in New York as Derr gives third and final pitch on features, reveals prices. 





WORKING GIANT model of an I-H refrigerating sys 
tem demonstrates how Tri-Matic defrosting works as 
E. B. Derr, product specialist, explains 


u 


DISPLAY CARDS are demonstrated for Peckles and 
distributors in audience by same pretty model whose 
face appears on many of them. 
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SERVICE 


No More Centers 


Westinghouse’s new Cleveland serv- 
ice center was set up to “establish a 
pattern for improved service policies, 
plans and techniques” and the com- 
pany has no plans to operate addi- 
tional service centers. That’s the word 
of L. K. Baxter, manager of the firm’s 
electric appliance service division, who 
explained to a recent open house 
meeting that Westinghouse has no 
thought of relieving its distributors of 
service responsibilities. (For details of 
the new center, see ELEctricaL MeEr- 
CHANDISING, January, page 306). 


RTMA Names Coumont 


Albert Coumont, formerly sales 
manager of the electronics division of 
International General Electric, has 
been named service manager of the 
Radio-Television Mfrs. Assn. The po- 
sition was created by the RTMA 
board of directors last fall and was 
previously held on a temporary basis 
by E. W. Merriam. Coumont will co- 
ordinate the group’s activities, which 
are aimed at improving industry prac- 
tices and policies on TV set servicing. 


Service Literature 


e A 115-page manual titled, “Service 
Operations of the Du Mont Distribu- 
tor”, has been issued by Allen B. Du 
Mont Laboratories. It was prepared 
under the direction of Harold J. 
Schulman, manager of the firm’s tele- 
set service control department. 


e The third edition of the Schafer Re- 
frigeration Service Manual is now 
available according to A. H. Rose, 
vice-president in charge of sales for 
Schafer, Inc. In addition to giving in- 
formation on the company’s products, 
the book has a large section on the 
principles of refrigeration and includes 
a glossary of refrigeration terms. 


e RCA’s tube department has pub- 
lished a collection of special articles 
prepared by John Meagher and Art 
Liebscher. Subjects covered include 
rf-if alignment, troubleshooting, and 
circuit analysis. 


eA booklet summarizing investiga- 
tions carried on for several years to 
determine the causes of in-transit dam- 
age to appliances has been issued by 
Westinghouse for its distributors. It 
tells receivers of merchandise how to 
enter a car and how to determine 
whether damage is the responsibility 
of the manufacturer or of abnormal 
rough handling by the carrier. 


e A new tube rack for radio and TV 
receiving tubes is now available 
through G-E tube distributors. It can 
be used as a holder for a set of test 
tubes, as a tube holder for use at the 
tube tester, or to maintain correct 
tube order when testing all tubes in a 
TV set. 








> Four and two make six—six specific-capacity room air conditioners. 
Six good reasons for you to feature and sell Carrier. You'll never miss a sale because 
you're unable to match unit to job! 


* You'll be set up to handle them all with the complete Carrier line. 
There are four window styles: the new and beautiful, low-priced 1% hp., plus the large- 
capacity 4%, 34, and 1 hp. sizes. Two handsome consoles: | and 142 hp. 


> Another big Carrier selling feature is the 1952 Buyer’s Guide. 
It shows your prospects what a good room air conditioner should do —how Carrier does 
it best. 18 points in all. Every one important to the buyer. It’s one of the 
most effective selling tools you'll ever use! 

’ Prospects will be looking for the six-model Carrier line, the Carrier 
Buyer’s Guide, and the 18 checkpoints—because all are featured in Carrier’s big-space, 
national advertising in magazines like Time, Newsweek, Business Week. 


And—they’ll be looking for the dealer who has them all. Be ready! 


Write Carrier Corporation, Syracuse, New York 








ED sry. oD ietl 


AIR CONDITIONING | REFRIGERATION 
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You never told me that! 


No, hubby failed to tell her this story first. The moral is plain. Don’t 
learn the hard way either at home or in business, Tell your 
customers about the plus-values in your merchandise. You'll find that 
it will send the old sales curve upward. 

Not everyone knows about the Porcelain Enamel finish on the 
products you sell, so have your story ready. Here are four 

of the most commonly-asked questions—and the correct answers. 
Is Porcelain Enamel a baked-on paint finish? 

No. It is made of rock-like minerals and is permanently bonded to the 
base metal at high temperature (1550 F.). At this point the 
molten Porcelain Enamel actually fuses with the red-hot special 
enameling iron. 

Is Porcelain Enamel heat-proof? 

Since it won't melt under 1000 F., Porcelain Enamel will 
withstand any temperature it is likely to encounter in home service. 
Hot skillets or forgotten cigarettes can’t harm its hard glossy surface. 
Are special precautions required for cleaning? 

No. Porcelain Enamel is not rubbed away by regular use of 
non-abrasive kitchen cleansers to remove grease or stains. It is 

one of the easiest of all surfaces to keep clean. There are no tiny 
pores to ¢ ollect dirt and moisture. 

Will it stain or discolor? 

Most Porcelain Enamel on Formed Metal products today is 
acid-resisting, and is not affected by fruit juices, alcohol, and common 
chemicals that often stain or destroy other types of finishes. 
Remember these selling points for Porcelain Enamel on Armco 
Enameling Iron, Your customers will have greater confidence 

when they know that parts of the new appliances or 

housewares they buy are made of the “World’s Standard Enameling 


Iron”—nationally advertised for 37 years. 
ARMCO STEEL CORPORATION Vane 


1662 Curtis Street, Middletown, Ohio © Plants and sales offices 





from coast to coast ® Export: The Armco Internati | Corporati 
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FOREMEN from France and the United States examine a Lewyt vacuum cleaner 
under the eyes of its inventor, Alex Lewyt, left. Occasion for the get-together was 
a tour of the Lewyt factory by 15 representatives of the French appliance industry 
under auspices of the Mutual Security Agency. At right is Alex Dakis, Lewyt 
foreman. Inspecting the cleaner is Pierre Lavigne, a French foreman 


International Inspection—Oriental Style 


JAPANESE VISITORS to the East Paterson, N. J., plant of the Allen B. Du Mont 


Laboratories, record their impressions for a Voice of America broadcast. Japanese 
radio commentator Minoru Okada, left, interviews Du Mont’s Paul Eshleman 


Icebox Cake—Canadian Style 
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~ —_— » - — in 
A 16-INCH MODEL of a Crosley refrigerator made entirely cf cake is presented 
to John W. Craig, right, Crosley general manager, by Don Moffat, center, presi- 
dent of Moffats, Ltd., manufacturers and distributors of Crosley appliances in 
Canada. At left is Leonard F. Cramer, Crosley assistant general manager 
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NEW POSITIONS 


Coolerator Co. 


GREGORY L. REES 


H. C. BERESFORD 


Four executive appointments have 
been announced by the Coolerator 
Co. 

Gregory L. Rees is Coolerator’s new 
president. He joined the firm last 
year as vice-president in charge of sales, 
having served as manager of range 
ind water heater sales for Hotpoint, 
ind as sales manager for the Gibson 
Refrigerator Co 

Stuart W. Skowbo, newly named 
executive vice-president, left General 
Electric in 1948 to become comp- 


Crosley Div., 
Avco Mfg. Corp. 


* Sa: 


DUGGAN 


F. F. Duggan is new general sales 
manager of the Crosley Div., Avco 
Mfg. Corp. Formerly general sales 
manager of Deepfreeze, Duggan was 
most recently general sales manager 
of Avco’s American Kitchens Div. 

Herbert F. Koether formerly radio 
sales section manager, is now manager 
of the refrigeration sales section. 


STUART W. SKOWBO 


FRED C. MARGOLF 


troller for Coolerator, and was elected 
vice-president in charge of operations 
last year. 

H. C. Beresford, who was Cooler 
ator’s first advertising and sales pro 
motion manager, has been named to 
the post of director of sales and ad 
vertising. 

Fred C. Margolf, formerly regional 
manager for the New England and 
mid-Atlantic states, has been ap 
pointed Coolerator sales manager. He 
joined the firm in 1949. 


Allen B. Du Mont 
Laboratories, Inc. 


F 


IRVING G. ROSENBERG 


Irving G. Rosenberg has been ap- 
pointed director of operations, re- 
sponsible for the television receiver 
and cathode-ray tube divisions of 
Allen B. Du Mont Laboratories, Inc. 
Rosenberg has been manager of Du 
Mont’s cathode-ray tube division 
since 1946. He started with the firm 
in 1942, in production control. 
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Smart dealers are planning now to sell the 
sleek, silent refrigerated window air conditioning 
units everybody wants. Get your share of 
these hot summer profits! There's sfill time, if 
you act now. 
Remember it’s easier to sell the most if 

you sell the best! And usAIRco, in 28 years 

of designing and manufacturing a complete 
line of air conditioning equipment, has 

earned a reputation of supplying dependable 
units that build profitable sales 

Mail the coupon today find out how you, too 
can make money with usAIRco units how 
the 1952 models have all the top features 

how usAIRco's aggressive merchandising 
program helps you catch and sell hot prospects 





UNITED STATES AIR CONDITIONING CORPORATION 


3381 Como Avenue S.E., Minneapolis 14, Minnesota 





usAlAce 


Everything In Air Conditioning 





Please send me information on usAIRco dealerships and 
distributorships available in my territory, and on the 1952 
Merchandising pian. 

Nome_ 

Firm. 


Address. 


Suu 


City. Zone. 
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ON CORD SETS AND 
POWER SUPPLY CORDS 


Protects Seller and Buyer 


It tells you and the people who buy your 
products that the entire flexible cord assem- 
bly complies with the safety requirements of 
Underwriters’ Laboratories Standards. The 
cord, the connecting attachments, and the as- 
sembly all have U/L approval. 


Appliance Manufacturers 
Distributors and Dealers .. . 


Should get the complete Flag Label 
story . . . and how it stimulates sales. 
The public, in ever-increasing num- 
bers is demanding this safety identi- 
fication. Full particulars on request. 
Address: International Association 
of Electrical Inspectors, 612 N. 
Michigan Avenue, Chicago 11, Ill., 


THE SAFE ELECTRICAL CORD COMMITTEE 
155 E. 44th Street, New York 17, N. Y. 











LOOKING FOR PROFITABLE 
— KITCHEN SALES? 


‘7 PALLEY PEOPLE! 


———“catalocs 


Are you tired of promotions with 


WINDOW BANNERS 


DISPLAY 


no pay-off? Then you are ready to talk CARDS 


to the Palley people for the soundest, most 
profitable steel kitchens selling plan in the 
industry. Palley has everything you need 

to do a volume kitchen business—and make 
money. Write or phone now for the 

Palley Profit Promotion Plan. 





PALLEY MANUFACTURING CO. 
1101-1107 WEST NORTH AVENUE 
PITTSBURGH 33, PA. 


Allegheny 1-1600 
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Noma Electric Corp. 


CECIL DUNN 


Three vice-presidents have been ap- 
pointed by Noma Electric Corp. All 
will continue in their present capaci- 
ties—Cecil Dunn as vice-president and 
general manager of the Estate Heat- 
rola Div., Alden P. Lunt as executive 
vice-president of the Ansonia Elec- 
trical Div., and Ramond P. Vogele as 
executive vice-president of the K-D 
Lamp Div. 


Ben-Hur Mfg. Co. 


A. B. BECHAUD 


A. B. Bechaud has been promoted 
to the position of executive vice-presi- 
dent of Ben-Hur Mfg. Co. He or- 
ganized the Ben-Hur freezer division 
and served as its sales manager. In 
1948 he was elected vice-president of 
the company. 


Dulane, Inc. 


G. EDWARD PALMER 


G. Edward Palmer has been pro- 
moted to general sales manager for 
Dulane, Inc. He has been eastern 


regional sales manager. In this post | 


he has been succeeded by Joseph E. 
Nelson, who has been sales supervisor 
for another manufacturer. 
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ELECTRIC LANTERNS 


SAFEWAY 


Travelite 


Beams! Twin Switches. { 
Red flasher cau- 
tions traffic, while 
side spot beam 
provides pow- 

erful service 

light. Pivot 
B 


Focal adjust- 

ment. Throws 
powerful spot-beam 
or floodlight by turn- 


light stays “put’’ 
at ANY angle 
Plastic handle. 


Turn night 
into day! Twin 
lights — extra 
brilliant side 
light with top 
flagd light 
Pivot base 
spots light 
up or down 


Meet the great Farm, 
Sports, and Motoring de- 
mand for Electric Lan- 
terns with these three 
EMPIRE styles. Nationally 
Advertised, this popular 
trio will keep your stock 
rolling—your profits 
growing. 


Ask for the EMPIRE Electric 
lantern Catalog. 


The METAL WARE Corp. 


Two Rivers, Wisconsin 
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General Electric Co. 


everyones a prospect 


when you handle 
this top-quality power mower .. . 


HURRICANE 


That steady stream of store traffic may be an 
untapped vein of profits! Nearly everyone has a 
lawn to mow .. . and that’s where Hurricane fits 
into your merchandising picture. A display of 
Hurricane rotary power mowers has the pull to 
produce sales! This eye-catching machine—attrac- 
tively colored in silver, red, and green — radiates 
quality in every line of its trim, sturdy construction. 
Customers stop ... examine... and buy! 


WALTER M. TIMMERMAN HAROLD T. HULETT 


So why pass up this chance for fast, effortless sales? 
Put Hurricanes before your customers and get the 
profits that top quality brings. Write us for complete 
details of this year’s big selling plans! If you’ve never 
handled rotary power lawnmowers before, don’t 


R. T. MUSSELWHITE, JR. 


Walter M. Timmerman has been 
made general manager of General 
Electric’s household refrigerator de- 
partment. He started with the firm 
in 1925, and most recently was as- 
sistant manager of his department. 

Harold T. Hulett is the new gen- 
eral manager of the electric sink 
and cabinet department, succeeding 
Charles J. Enderle, who has been 
named as assistant to the manager of 
marketing of the major appliance di- 
vision. Hulett was formerly assistant 


CHARLES J. ENDERLE 


manager of marketing for the major 
appliance division. 

R. T. Musselwhite, Jr., has been 
appointed manager of water heater 
sales of G-E’s range and water heater 
department. He has been acting as 
headquarters specialist for water heater 
sales. 

Charles W. O’Donnell leaves his 
position as assistant district manager 
at Cleveland to become Great Lakes 
district manager for the small appli- 
ance division. 





Emerson Radio & 
Phonograph Corp. 


ROGER BROWN 


Roger Brown has been named na- 
tional sales manager of Emerson Ra- 
dio & Phonograph Corp. He has 
served Emerson as regional sales man- 
ager in the southern and southwest 
territory. 


Given Mfg. Co. 


Milton Shaw has been named to 
the position of district sales manager 
for southern California for Given. 
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Perfection Stove Co. 


Sidney C. Reese has been named 
assistant to the manager of the fur- 
nace sale division. He has been office 
manager of the division. 


American Kitchens Div., 
Avco Mfg. Corp. 


CHARLES K. CLARKE 


Charles K. Clarke, formerly as- 
sistant general sales manager in charge 
of field sales for American Kitchens, 
has been appointed to succeed F. F. 
Duggan as general sales manager. 


1952 


start with anything but the best 


Parts and service always avail- 
able. No Hurricane will become 
bsol i d new 

part will fit the oldest Hurricane. 
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ENGINEERED FOR 
LONG-LIFE PERFORMANCE 


© 4-cycle, 2 h.p. gasoline engine © 
Automatic governor ® Full-floating fric- 
tion drive © Rust-proof silver-plated 
drive shaft © Malleable aluminum 
chassis @ Ball-bearing wheels equipped 
with puncture-proof tires ©® Stay-level 
handle © Hard, very sharp t d 


. Hurricane. 


HURRICANE—a powerful, 
fast-cutting mower that's ideal for 
the suburban lawn. No clutch or 
gear to adjust—you just move along 
behind the machine. Cuts a 20-inch 
swath through tough weeds or high 
grass. Fan-tip blade prevents windrows. 


Two Sales-Proved Models for 
Discriminating Buyers 


HURRICANE JUNIOR—a compact, lighter 
replica of the big Hurricane that's 
designed for the small city lawn. Ideal, 

too, for edging and trimming around 
flower beds and walks. This budget- 
priced mower will give a life- 
time of dependable service. 





pered 
steel-alloy blade © Special safety guard 
© Adjustable cutting height © Turning 
crutch for great maneuverability © Non- 
slip rubber comfort grips @ Hurricone 
is for those who want the best, not 
the cheapest. 


HURRICANE 


Rotary Power Mowers 


Made by NATIONAL METAL PRODUCTS 
CO., INC., Dept. E-4, 2722 Cherry Street, 
Kanses City 8, Mo. 





seuttooat Metal Products Co., Inc. 
2732 Cherry Street 
Kansas City 8, Mo. 


We'd like to take on the Hurricane line. 
Please send us full particulars. 
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Double Signo! 








and visible signal 








Selling Price Only 


95 


less batteries 








© if compressor fails 

© if belts are off 

© if gas line leaks 

© if current is interrupted 


© if there are other 
mechanical failures 
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w-Cost Food Protection! 
HOME FREEZER 


gue 


Gives both audible alarm 


@-2® 
ee ee 
ad 







EVERY FREEZER OWNER A 
READY CUSTOMER FOR YOU 


Here is the new Sperti-Faraday Thaw Alarm 

. so sensationally low-priced you can give it 
away as a bonus to sell more home freezers; 
you can sell them like hot-cakes to every home 
freezer owner. The Thaw Alarm operates on 
flashlight batteries and will sound a continuous 
alarm for over 3 days. Signal flag continues to 
show until trouble is corrected and alarm is 
reset. A child can install it. Can be mounted 
remotely away from freezer at any point by 
extending thermostat cord. Get in on THAW 
ALARM profits today—write for information. 


SPERTI-FARADAY INC. 


CINCINNATI 2, OHIO 


HEAVY APPLIANCE DELIVERY 


made safer, easier with a 














CEMCO Hydraul-Lift TAILGATE 







Duo-Therm Div., 
Motor Wheel Corp. 





LOUIS C. VANDERTILL 


BRUCE YORK 


Louis C. Vandertill has been named 
sales promotion manager of the Duo- 
Therm Div. of Motor Wheel Corp. 
He joined the firm as assistant adver 


tising manager and later became ad- 


vertising manager. 

Bruce York, who has been assistant 
advertising manager of Duo-Therm, 
has been promoted to advertising man- 
ager. 


Dexter Co. 

























































































are impressed with your 











This hydraulic operated tailgate lifts 
up to 2,000 pounds easily and safely 

requires less man-power. Customers 
modern 
equipment. Gate mounts readily on 


most any truck from } ton on up— 
new or old. 

Complete specifications and names 
of users near you are yours for the 
asking. Write us now—Dep’t. E-6. 















¥ , 
- 











MCO INDUSTRIES, INC., 
* . GALION, OHIO | : 
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G. F. KEETON 


G. F. Keeton has joined the Dexter 
Co. as vice-president in charge of 
sales. Keeton has been associated 
with General Electric, American 
Kitchens, a Philco distributorship and, 
most recently, American Standard. 


Domestic Sewing Machine 
Co., Inc. 


Edward H. John has been ap- 
pointed manager of the mid-Atlantic 
district for Domestic Sewing Machine 
Co., Inc. He formerly covered the 
New England territory. 
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ys Reversible 
at the Flick 


of a Switch 


There’s no fan as modern as a 
Meier reversible window fan. Ac- 
tually two fans in one. . . an ex- 
haust and an intake fan at the mere 
flick of a switch. Do you have the 
modern reversible window fan. . . 
it’s electrically reversible! In either 
16 or 20” size. 


Four other models: 


@ 20” window fan with automatic 
timer. 

@ Breeze-About Deluxe — an all 
purpose fan for home or office. 

@ New 16” portable—for eco- 
nomical summer cooling. 

@ Filt-R-Fan filters as it cools. 


Send today for new complete cata- 
log of all Meier products just off 


the press. 
@ Meier Nu-Air 
automatic 
Electric Wall 
= Furnaces. 


je) Meier 
@ Electric 
= Dehumidifier 


Complete Line Meier Nu Air 
ot Window automabc 
and Portable Electric Floor 
Fans. Furnaces. 


















‘gues = eee Picture of Profits for 1952 


Focus your selling effort on the right merchandise 
at the right price ... that’s the way to sales this year. 







The merchandise? Push the Son-Chief line — Magic Maid 
Toaster for instance. Here’s a handsome well-constructed 
toaster designed to appeal to every customer, pee 
to sell even the budget- -minded ¢ ones. 








Magic Maid delivers all the 
- features of top-priced models . . . costs 
PAUL GAYNOR E. P, ALTEMEIER far less. And it stays sold... gives 














1 premium performance year after year. 
; Paul Gaynor is new vice-president E. P. Altemeier has been named 
in charge of merchandising or CBS- general merchandise me —_— for = Be sure to include the popular 
i . AT ‘ e ) vare ove an . . . . 
Columbia, Inc., and will handle mer electrical, housewares and st | Son-Chief line in your profit picture. 






chandising and promotion. He was heater divisions of Nesco, Inc. He | li : d i cattieaih 
formerly vice-president of Buchanan was formerly general manager of the Every appliance is made and price 
& Co.. Inc. firm’s housewares division. for volume turnover. 















Majestic Radio and TV Div., Video Products Corp. 
Wilcox-Gay Corp. Sheraton Television Corp. 






JOSEPH G. DE VICO FRANK D. LANGSTROTH 





A Joseph G. DeVico has been ap- Frank D. Langstroth has been ap- 
? pointed director of advertising and pointed vice-president in charge of 
sales promotion by the Majestic Radio operations of Video Products Corp. 
& Television division of Wilcox-Gay and its affiliate, Sheraton Television 
Corp. He was formerly advertising Corp. Langstroth was formerly presi- 
a manager of the division. dent of Starrett Television Corp. 












Schaefer, Inc. Eureka Williams Corp. 


AUTOMATIC POP-UP TOASTER 










Fully Automatic, 2-slice toaster with adjustable color control 

. makes perfect toast every time. Brilliantly polished chrome 
finish, Bakelite panels and handles, hinged crumb tray, smartly 
engraved sides, heavy duty heater cord, sturdy rubber plug, auto- 
matic shut-off. And it’s priced far lower than you'd expect! 


_—— SON-CHIEF SON-CHIEF 
CARROLL A. RAY JOHN H. KELLY 388 AUTOMATIC * SPEEDOMATIC 
enema IRON HEAT PAD 805 


Newly-appointed sales promotion New supervisor of branches of 
manager of Schaefer, Inc., is Carroll Eureka Williams Corp. is John H. 
A. Ray. He comes to Schaefer from Kelly, who was formerly director of 
Erwin-Wasey and Co. sales training for Bendix Home Ap- 

pliances, Inc. 
















SUN-BOWL HEATER IRON | TOASTER 
710U—10 INCH 334 —— 7 622 


SON-CHIEF cz SON-CHIEF 
SON-CHIEF AUTOMATIC p= AUTOMATIC 
— | 
a 











Landers, Frary & Clark A fiees 
M. F. Moriarty is district manager Hunter Fen ond Ventilating Co. 


of Landers, Frary & Clark’s electric Werner Huyler has been appointed SON-CHIEF f, 2 ] J, 
housewares division in Boston. He was_ district sales manager in Chicago by » 10 


formerly with Proctor Electric Co. Hunter Fan and Ventilating Co. WINSTED, CONN. 
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dryer on the market 








ONLY 


automatic dryer that licks lint 









and moisture problem. 


ALONE 


in the budget-price range 





TAYLOR SUMMER BREEZE DRYER 
$159-95 


Retail 
slightly higher in West 





e-\ Abe) mae) ite) 7 yale), | 


| Cory Corp. 
} 


FIRST 110-volt family-size clothes 








HARRY ROEHM 


Harry Rochm has been named do- 
mestic products sales manager of 
Cory Corp., leaving his post as man 
ager of the midwest division. 

Frank Pollitt succeeds Jack Hild 


reth as New England manager. 


Carrier Corp. 








ALLIANCE a 























| Gio a Faledmay? 


| DO YOU SELL ELECTRICAL APPLIANCES? ! 


Gin ephci aas eee tag he Geen ene etndeen weet dilabrainentunan un econ aaemseal 


> Then read about George Green...* 


‘Years ago | did a great deal of wasteful calling, chasing down 
rumors and making routine calls on regular customers. These con- 
sumed much valuable time, both mine and theirs. If it had not been 
for the longer hours people worked I would have had little time 
left for beating the bushes, as we had to, in order to find prospects 
with a current need for our products. 

“When my firm started providing me with Dodge Reports, I was 
a little skeptical, felt | knew everything that was going on in my 
territory. But I soon found that without the reports | would have 
missed some good sales opportunities and been too late on others. 

began to cut down on useless calls and yet my 
customers sometimes credited me with mind read- 
ing when I called at just the right time. Those 
Dodge sleuths are really something on performing 
| you the first step in my sales, discovering a prospect 
with a current need for my product. Over the years 
Dodge Reports have helped me make many con- 
tacts of lifetime value I might otherwise never have 
made. Dodge Reports are today an indispensable 
part of my way of doing business.” 


























































































































DODGE 
REPORTS 














who to sell 








when to sell 


























Whether you use Dodge Reports or not... 











If you have not seen this book, send for it at once. It 
will help you sell more and sell more easily. No odliga- 
tion, just send us your name, your company, your 
address, your title, if any. Do it NOW. We want you 
to have this book, the result of 60 years of service to 
salesmen in the construction field. 



































*George Green is not the name of any one salesman. The statements above are a composite 
of what many successful salesmen in the construction field have told us 


DODGE REPORTS 


119 W. 40th St., New York 18, N. Y. 


Timely, accurate, comprehensive construction news service 
THE FIRST STEP IN EVERY SALE 
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JOHN M. BICKEL 


John M. Bickel has been named 
manager of the dealer sales division of 
Carrier Corp. Associated with the firm 
since 1929, he was most recently assist- 
ant sales manager of the division. 
Russell H. Gray and Ralph Ebbert 
have been named executive assistant to 
the executive vice-president and acting 
director of public relations. Bickel, 
Gray and Ebbert succeed three Carrier 
executives killed in a January plane 
crash. (See page 150.) 


RCA Victor Div., 
Radio Corp. of America 


S. D. Conley has been appointed 
merchandise manager of the com- 
pany’s new air conditioner depart- 
ment. He has been connected with 
the firm’s overall home instrument 
merchandising activities. 

RCA has established a new region, 
the west central, with headquarters in 
Kansas City, Mo. V. A. Kamin, who 
has been acting manager of the cen- 
tral region, will be manager of the 
new region. 


Blackstone Corp. 


Blackstone Corp. has named two 
new district sales managers. Blyss R. 
Gates will cover the east central sec- 
tion of the country, with headquarters 
in Philadelphia, Pa. Vincent J. Stan- 
ley will handle the Rochester, N. Y., 
trading area. 
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Maytag Co. 


Ralph Nunn, who has been serving 
as acting advertising manager of the 
Maytag Co., has been named assistant 
advertising manager. E.. Dean Landis 
has returned as advertising manager. 

Four new regional sales managers 
have been named by Maytag: Emest 
M. Cassaday, parts of Illinois and In 
diana; John R. Tobin, parts of Mary- 
land and Virginia, and the District 
of Columbia; Gerald E. Ankeny, part 
of Ohio; and James F. Nunn, part of 
New York. 












ED ALTSHULER 


Ed Altshuler, formerly advertasing 
and public relations director for the 
firm, has been made national market 
ing director. John L. Lyons, formerl) 
with a Los Angeles distributing firm, 
has been made general sales manager 
for K. H. Spencer Glaspell, formerly 
service-manager for Packard-Bell, has 
been made general manager of Kaye 
Halbert National Service Corp 


Toastmaster Products Div., 
McGrow Electric Co. 


Since it is now responsible for the 
sales of all Manning-Bowman, Ever 
hot and Tropic-Aire appliances, the 
Toastmaster Products Div. of MoGraw 
Electric Co. is being reorganized 
along divisional lines. As the first step, 
the following have been named divi- 
sional managers: B. F. Parker, eastern 
division, E. B. Thompson, mid 
Atlantic division; M. J. Ely, east cen 
tral division; F. W. Rexford, central 
division; K. E. Campbell, Pacifie di 


vision. 


Thor Corp. 


Consolidation of the midwestern 
and western sales divisions of Thor 
Corp. has been announced. Heading 
the new midwestern-western division 
is C. D. DuBois, formerly midwestern 
sales manager. The new division, with 
headquarters in San Francisco, will 
direct Thor distribution west of the 
Mississippi. 


Hallicrafters Co. 


Fritz A. Franke is new assistant 
radio sales manager for the Halli- 
crafters Co. He joined the firm in 
1940 as a senior enginecr. 
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DISTRIBUTOR NEWS 





New Officials Appointed 
By G-E Supply Corp. 


A new district for the Jacksonville, 
Fla., area, formerly part of the At 
lanta district, has been set up by Gen 
eral Electric Supply Corp., with 
Lauriston G. Moore, Jr., as district 
manager. C. S. Hackett, former branch 
manager in Jacksonville, has been ap 
pointed district sales manager, and 
R. R. Barnes is radio, television and 
trafic appliance sales manager. 

C. Herbert Bell is new sales man- 
ager of appliances and electronics for 
GESCO’s Bridgeport, Conn., district, 
which includes the New Haven and 
Waterbury areas. John E. Holland, 
Jr.. is manager of the Waterbury 
house. 

In the Atlanta district, the appli- 
ances and clectronics section has D. M. 
Clarke, Jr., as sales manager of radio, 
television and traffic appliances, and 
W. W. Gibbs as sales promotion 
supervisor 


Westinghouse Supply 
Names Executives 


Westinghouse Electric Supply Co 
has named L. G. Hardy district man- 
ager, consumer products, for the south- 
eastern district, with headquarters in 
\tlanta. He was formerly district CP 
sales manager. 

E. H. Leveck, 
manager, New 
named branch manager, consumer 
products, for New Orleans, La., 
Shreveport, La., and Jackson, Miss. 

B. A. Park, CP salesman at Jackson- 
ville, is branch manager, consumer 
products, for Jacksonville, Miami and 
l'ampa, Fla. 

M. B. Sauer is new district man- 
ager, consumer products, for the 
southern California district, with head 
quarters at Los Angeles. 


branch CP 
Orleans, has 


sales 
been 


Hot on Heaters 


C. J. Urban is district consumer 
products sales promotion manager for 
the southwestern district, with head 
quarters at Dallas, Tex. 


Basford, San Francisco, 
Names New Executives 


Willard H. Mixter becomes vice- 
president and general manager of H. 
R. Basford Co., San Francisco dis- 
tributor. J. T. Templeton, formerly 
director of sales, is now vice-president 
and assistant to the president. George 
Dickie, former supervisor of the elec- 
trical department, is advanced to the 
position of general sales manager. 
Maurey Carley takes Dickic’s post. 


Meyberg, San Francisco, 
Consolidates Services 


Leo J. Meyberg Co., San Francisco 
distributor, has consolidated all its 
advertising, promotional and merchan- 
dising activities under one depart- 
ment, in order to present a unified 
service to dealers. The move is a 
reaction against the usual distributor 
custom of appointing a separate man- 
ager for each department of the firm, 
each of which must maintain sep- 
arate contact with the dealer and pro- 
gram promotional activitics for him. 


McLachlan Gets Post 
With G-E Appliances, Inc. 


W. R. McLachlan, former sales 
representative for radio station WBZ, 
Boston, has been appointed adver- 
tising and sales promotion manager for 
the Boston, Mass., branch of General 
Electric Appliances, Inc. 


Philco-Los Angeles 
Names Executives 


The recently organized subsidiary 
of Philco Corp. known as Philco-Los 


Angeles has announced its executive 


NATIONAL SALES CHAMPION for A. O. Smith Corp. water heaters in 1951 


was Peirce-Phelps, 


Inc., Philadelphia, which was given an award during the 


Chicago Markets. Left to right: W. W. Stake, Smith eastern district sales man- 
ager; F. S. Cornell, group executive of Smith; S. E. Wolkenheim, Smith water 
heater division marketing director; J. Trevor Peirce, vice-president of Peirce- 
Phelps; and J. F. Donnelly, assistant manager, Smith’s Kankakee, Ill., works. 
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CASH IN ON 


KITCHEN SALES! 


NOW! 


ee 

















Take advantage of the big demand for steel 
kitchens and cash in on this profitable bus- 
iness, It's EASY! Harrison now has available 
to you the striking display unit shown above, 
featuring cabinets in COLOR. It comes 
complete in every detail and can be assembled 
in less than two hours, It is free standing, it 
attracts attention, and it shows the beauty and 
superiority of Harrison cabinets in the most 


attractive way. 


Harrison offers a complete line of Standard 
and Custom Cabinets made of heavy gauge 

steel and finished with beautiful, lasting baked- 
on enamels. Order complete kitchens or 

single cabinets, in white or pastels. 


Shawuibone 
STEEL CABINET COMPANY 


ATTACH 

TO YOUR 
LETTERHEAD 
TODAY! 





SEND THIS COUPON NOW! 


Harrison Steel Cabinet Co. 
4718 West Fifth Ave. 
Chicago 44, Ill. 


Please send more information on HARRISON 
steel kitchens to: 


Name 





Company 
Street 
City 
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oe. 


es: soar to new heights on the 


\ DULANE 


PROFIT PLANE 


Dulane again was the big hit of the house- 


wares shows. The new Fryrytes, in 6 gay 


decorator colors, added to the original 


Fryryte line, have been enthusiastically 


received. Both dealer and consumer ac- 


ceptance point to greatly increased sales 


for ’ 


52. Take full advantage of Fryryte 


popularity! Board the Dulane profit plane! 


DULANE INC. 


Be A 


ONE MINUTE 
MAN and Prosper 


Become a One Minute Dealer. 
Inherit the active good will of 
three generations of loyal 
housewives who KNOW first 
hand they can depend on 
trouble-free washdays with One 
Minute equipment. 


One Minute builds five rugged 
and beautiful washer models. 
All have America’s strongest, 
smoothest, quietest, most 
trouble-free gear. 

Handle the One Minute line. 
Spend less on service, leave 
more profit in the bank. Investi- 
gate today. 
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DULANE 


ryrygte 


rv”g AUTOMATIC ELECTRIC 


DEEP FRYER 


1900 RIVER ROAD + RIVER GROVE, ILL 





Automatic Timer Available On 
DE LUXE WASH 
MODEL 748 


Cr 











Each In Single And Double Models. 
Illustrated here, De Luxe Double Tub 
finished in gleaming white Superclad 
enamel. Also, competitively priced, 
sturdy galvanized tubs. Write or wire 
about them. 


Gnefllinule 


Washer Company 


KELLOGG 1iOWA 








management staff. General manager 
will be Walter Ostman, former Philco 
division manager of the Pacific-Moun- 
tain district. Frank H. Sweeney, Jr., 
new operations manager, was control- 
ler of Philco Distributors, Inc., Phil- 
adelphia. Duties of sales manager, all 
products, fall to Arthur Pressler, for- 
merly Philco district representative for 
the southern California area. Sales 
manager of radio and television is 
Duke MacConaghy, who had a similar 
position with Gough Industries, Inc., 
former Philco distributor. 


Gordy Named General Manager 
Of Majestic N. Y. Distributor 


Sanford M. Gordy has been ap- 
pointed general manager of the New 
York distributing branch of Majestic 
Radio & 
Wilcox-Gay Corp. Gordy was man- 
ager of the Ludwig Baumann store, 
Fighth Ave., New York City 


Rexstrew Named to Sales Post 
With Roycraft-lowa Co. 


New Philco sales manager of the 
Roycroft-lowa Co., Des Moines, is 
Kenneth J. Rexstrew. He was sales 
promotion and sales manager of Ra- 
dio Equipment Co., South Bend, Ind. 


Anchor, Pittsburgh, Appoints 
Russell as Merchandise Manager 


J. Warren Russell has been named 
merchandise manager of Anchor Dis- 
tributing Co., Pittsburgh, Penna. He 
was recently vice-president in charge 
of sales for Allied Distributors, Inc., 
Newark, N. J., and before that was 
eastern division manager for Bendix 


Home Appliances. 


Westinghouse Organizes 
New Danforth Firm 


Westinghouse Electric Corp. has 
announced the organization of a new 
firm known as the Danforth Corp. 
which has purchased the assets of the 
former Danforth Co. in Pittsburgh, 
Pa., from the estate of the former 
I. W. Danforth. The new firm will 
continue as a Westinghouse distribu- 
tor, with Robert G. Eckhardt, for- 
merly vice-president and general man- 
ager of the Danforth Co., as presi- 
dent. All personnel will continue with 
the new firm at the same location. 


Rock Smith Co. Organized as 
Hotpoint Distributorship 


A name long familiar in the appli- 
ance manufacturing field has turned 
up as a distributor. George R. (Rock) 
Smith, although he was earlier asso- 
ciated with several distributors as sales 
manager, is best known as vice-presi- 
dent and sales manager of the Deep- 
freeze Division of Motor Products 
Corp, which he joined in 1944 after 
eight years as sales manager for Hot- 
point. After spending the last two 
years as a management counselor he 
has organized the Rock Smith Co. in 
Davenport, Iowa, as a distributor of 
Hotpoint appliances. 


Former Servel Executives 
Organize Distributorship 


John R. Knighton and O. F. Keune, 
both former sales executives with 
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Television, division of the | 


THE NEW 


4 


A 


THERMOMETER 


MOUNTED OUTSIDE 
OF FREEZER 


May be placed at eye 
level or any location 
near freezer that is con- 
venient for frequent 
reading. 


SHOWS TEMPERATURE 
INSIDE OF FREEZER 


Small bulb hangs inside 
and is connected with 
thermometer unit by fine 
capillary tube which 
rests under lid and does 
not interfere with tight 
sealing. 


ZONE TYPE SCALE FOR 
INSTANT READING 


A glance shows whether 
temperature in freezer 
is being maintained at 
correct level for food 
protection—warns of 
prolonged current inter- 
ruption or mechanical 
failure. 


ATTRACTIVE AND 
ACCURATE 


Blue and white scale in 
pure white case has 
clean, cool appearance 
in harmony with freezer. 
Built for years of de- 
pendable service, 


$400 


Each, Retail 


Special merchandise dis- 


play carton contains 
six units. 
WRITE FOR 
ADDITIONAL 
INFORMATION 
AND DISCOUNT 


FEE AND STEMWEDEL, INC. 


2210 WABANSIA AVE 


CHICAGO 47, ILL 
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Servel, Inc., have left the firm to or- 
ganize a Servel distributorship. Knigh- 
ton will be president and treasurer, 
and Keune vice-president and secre- 
tary, of the Knighton-Keune Co., 
Miami, Fla. While with Servel, 
Knighton was vice-president in charge 
of sales and Keune was manager of 
sales operations. 


Pioneer, San Francisco, 
Gets Coolerator Plaque 


In recognition of its achievement 
in making northern California the 
leading area in nation in the sale of 
Coolerator ranges, refrigerators and 
freezers during 1951, Pioneer Appli- 
ance Co., San Francisco distributor, 
has been awarded a bronze plaque by 
Coolerator. Herschel L. Johnson, west 





coast divisional manager for the man- 
ufacturer, presented it to George Horn- 
stein, head of the distributing firm. 


Emerson-New York Names Dietz; 
West Coast Branch Organized 


Hal Dietz has been appointed gen- 
eral manager of Emerson-New York, 
Inc., distributor for Emerson Radio & 
Phonograph Corp. He was formerly 
with Emerson Mid-States Inc., New- 
burgh, N. Y. 

A new subsidiary distributing organ- 
ization, Emerson West Coast Corp., 
with headquarters in San Francisco, 
has been set up. David J. Hopkins, 
formerly Emerson’s western regional 
sales manager, is president, S. J. 
Cooper is vice-president and general 
manager. 











store during the year. 


Emerson. 





First Choice—for Any Occasion 


Marjorie Adams, Miss Electric Housewares of 1952, will NOT be 
available in person to attract prospects and sell in every dealer's 


But ELECTRICAL MERCHANDISING will. 

Under the cover of the April issue, almost as neatly packaged as 
Miss Adams, you will find articles on: 

Making the most of industry sales assistance—by John A. Sullivan 
and J. P. Mcilhenny, Electric Housewares Division, NEMA. 

How the H. L. Miller Co. spent $50 and sold $500 worth of irons 
almost immediately—another outstanding picture story by Howard 


How outstanding department stores, dealers and distributors 
are selling electric housewares every day—helpful, realistic stories 
reported on the ground by EM editors Tom Blackburn, Frank Muth, 
Clotilde G. Taylor, and Anna Noone. 

All in the April ELECTRICAL MERCHANDISING. 






















TV AND RADIO 
Wrapabout 


protection plus...easy, efficient handling 





Wrapabout protection for your 
TV and radio sets costs so little, 
yet it's worth so much. It's all- 
round protection, insured by 
heavily-padded canvas outside 
—soft, scratchless flannel inside. 
It's versatile protection .. . each 
Wrapabout adjusts to a variety 
of sizes. Wrapabouts fasten se- 
curely and fast... make delivery 
or service handling easy and 
swift. Wrapabouts pay for them- 
selves in no time by adding effici- 
ency in your operations . . . by 
assuring customer satisfaction on 
deliveries and pick-ups. 


WEBB MANUFACTURING COMPANY, 2918 N. 4th St., Phila. 33, Pa. 
Send Wrapabout prices and information on 


(radio) 
(television) 


SO Se 


set model #___ canis 





City ———E 
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ARMSTRONG 


PORTABLE 
IRONER | 







ee \ 
BIG IRONER VALUE for LITTLE MONEY 


Here’s an ironer for AC current you can display and sell with full con- 
fidence. Women like it because it saves time and is reasonably priced. 
Motor is wholly enclosed. Equipped with 21” roll, thermostat that con- 
trols heat and signal light which glows while current is on. Elbow 
control leaves user’s hands free to guide clothes. Finished in white 
enamel and chrome. 


ORDER FROM YOUR JOBBER TODAY 
or write for lit on A g Ironers, Electric and Gas 
Heaters and Lawn Sprinklers 


ARMSTRONG PRODUCTS CORP. 
Manufacturers of Quality Products Since 1899 


Huntington 12, W. Va. 





AR DEPEND ON IT 


IT’S THE BEST 
OF ITS KIND 





Dept. EM 
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This BEN-HUR 
“Let's Prove It" 
Family Savings Estimator 


Your prospect sells himself when you let him fill out this 
Family Savings form! Shows dollars-and-cents savings based 
on actual family food needs. PROVES how fast a Ben-Hur 
Freezer pays for itself! It’s irresistible! 


uaranteed by * 
— Good Housekeeping 
> 
te 
@ 13.2 cubic 
foot model. 


Others — 9, 16.8, 
20 cubic foot sizes. 


Ask your Ben-Hur Distributor about this “Let’s Prove It” 
idea — and other surefire Ben-Hur selling aids. Or write for 
the whole story. 


DEPT. EM, 634 E. KEEFE AVENUE, MILWAUKEE 12, WISCONSIN 


HEALTHFUL LIVING THROUGH FROZEN FOODS 


f > 
Attention Distributors and Dealers WHO SELL 


CLOTHES DRYERS 


INSTALL 


DRY-R-X EXHAUST UNITS 


@ NO MORE EXCESSIVE 
HEAT, LINT 
OR MOISTURE 





@ TAMORED FOR YOUR 
PARTICULAR DRYER LINE 


The Dry-R-X exhaust unit 
is the effective and econom- 
ical answer to the elimina- 
tion of the heat, moisture 
and lint from your dryer 
room. The Dry-R-X kit 
contains the Dry-R-X hood 
and automatic damper unit, 
plus sufficient 3-inch pipe 
and adjustable elbows to 
complete the average in- 
stallation The entire kit 
is manufactured of non- 





The DRY-R-X Kit 


(A) Weather- 
proof Hood 2” 
deep, 4” square, 
electronically 
welded on 6” 





rusting aluminum and the square mounting 

hood is so constructed as to plate. 

prevent the entrance of (B) Counter 

cold, rodents, insects and Balanced Auto- 

dirt. matic Damper 
The Dry-R-X kit is easily Door. 

installed. The average (C) 12-inch 

householder can quickly HOOD AND Starting Pipe (3” 

and easily vent his dryer Diameter). 

by following the simple in- AUTOMATIC (D) Finishing 

struction sheet supplied DAMPER UNIT Plate for inside 

with the Dry-R-X kit. wall 


@ If your supplier does not 
stock DRY -R-X Kits, write 
for data on kit tailor-made 
tor your dryer line. 


DRY-R-X COMPANY 


1121 West Lake Street 
MINNEAPOLIS 8 MINNESOTA 








y, 
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APPOINTED 


| Admiral Corp. 


DISTRIBUTORS 











Allied Appliances, Inc., Denver, 
Colo., will distribute Admiral radios, | 
television, refrigerators and ranges. 


American Kitchens Div., 

Avco Mfg. Corp. 
American Kitchens has appointed 

two new distributors: 

Appliance Distributors, Inc., El Paso, 
Tex. 

Associated Distributors, Inc., Van- 
couver, B. C., Canada 


Automatic Washer Co. 


Graves-Humphreys Hardware Co., 
Roanoke, Va., has been named to dis- 
tribute Laundry Queen washers. 


Blackstone Corp. 

Four new firms have been named to 
distribute Blackstone home laundry 
equipment: 


| Van Deren Hardware Co., Lexington, 


Ky. 

G. Fetter Puthuff Co., Jacksonville, | 
Fla. 

Kleb Distributing Co., Kansas City, | 
Mo. 

Vogel Distributors, Inc., Columbus, 
Ohio 


CBS-Columbia, Inc. 


Three new distributors have been 
named to handle distribution of CBS- 
Columbia television sets: 

Appliance Distributors, Seattle, Wash. 
Commercial Electric Co., Toledo, 

Ohio 
Ray Thomas Distributing Co., Los 

Angeles, Calif. 


| Carrier Corp. 


Consolidated Sales, Richmond, Va., 


| has been appointed to distribute Car- 


rier room conditioning units. 


Coolerator Co. 

John W. Walter, Inc., Long Island 
City, N. Y., is a new Coolerator dis- 
tributor. 


Allen B. Du Mont Laboratories, 
Inc. 

Cook Appliances, Inc., Minneapolis, 
Minn., is a new distributor for Du 
Mont television sets. 


Perfection Stove Co. 


Two firms have been appointed as 
Perfection distributors: 


Ramsey-Bennett Co., Cleveland, Ohio 

Security Supply & Equipment Div., 
Security Fence Co., Somerville, 
Mass. 


Raytheon Mfg. Corp. 


Frank Elliott Co., Philadelphia, 
Penna., will distribute Raytheon TV 


sets. 
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The MASTER Line 


OF HOME HAIR DRYERS 


HAS 
EVERYTHING! 








ae See eee 8 


for volume sales. 


Highest quality in low priced field. Beautiful 
plastic housing in gray, wine or beige. Hot or 
cold air, AC only. 


List Price (with chrome stand)......... 


Poy SUNNY * + + 


Maximum beauty and 


a g performance in its price 

', 4 range. Superior to dryers 

. selling for much more. 

“* ad Three sun-splashed colors. 
a? AC or DC. List Price (with 


chrome stand). . .$14.95 


UTILITY * © © @ 


Professional performance 
at a minimum price, Port- 
able use only. Hot or cold 
blast. Green hammerloid 
finish. Long trouble-free 





performance. AC or DC. 
ae $17.95 


GENERAL * * °* 


Ultimate in performance. 
Comes with detachable 
stand. Blue hammericid 
metallic finish. Hot or cold 
oir blast. Sturdily built 
for long hard usege. AC 
or DC. List Price (with 
chrome stand)... $19.95 





ADMIRAL * ¢ °* 


Tops in both beauty and 
performance. Acclaimed 
best on the market by 
thousands of users. Die- 
Cast housing, sturdy AC- 
DC motor, quiet fan. Hot 
or cold blast. Combina- 
tion polished aluminum 
and plated finish. List 
Price (with chrome stand). 

$21.95 








All Master hair dryers excie- 
femeus 





A 
méfrs. of the MAMCO HEAT GUN. 
See your distributor or write... 


Waster 


APPLIANCE 


MFG. CO 
ONSIA 


1952—ELECTRICAL MERCHANDISING 











mal Colo. 
"| Perkins Sales Co., Detroit, Mich. 








Ye Colorspeed Keyboard \j 
e Error Control 
e Clear Signal 
Ae Instant Tape-Eject 
Ba. 








mith-Corona 


ADDING MACHINE 


YOURS FOR YEARS OF EASY 
OPERATION — TOP PERFORMANCE 


IMPLIFY handling of tax re- 
S ports, ledger accounts, trial 
balances, invoices and other ac- 
counting work in your organiza- 
tion. Ask your dealer for a 
demonstration, or mail coupon. 


*Price for all states permitting Fair Trade laws. 
Subject to change. Tax extra on adding machine. 


Smith-Corona Cashier 


A dependable cash 
register with adding 
machine advantages 
at lowest cost. 


MAIL COUPON TODAY 


@ LC SMITH & CORONA TYPEWRITERS INC 
g 109 ALMOND STREET, SYRACUSE 1 N. Y. 
8 Please send me further information about 
° your Adding Machine and Cashier and 

the location of a near-by place where I 
gp can see and try these machines. 





; Signed 


© CLP THIS TO YOUR BUSINESS LETTERHEAD 8 
heseeeeeaceucesesses 


ELECTRICAL 











Sunbeam Corp. 

Griffith Distributing Corp., Cincin- | 
nati, Ohio, is a new distributor of Sun- | 
beam appliances. 


O. A. Sutton Corp. 


The following have been appointed | 
Vornado distributors: 


Boyd Distributing Co., Inc., Denver, 





Covington Distributing Corp., Hous- 
ton, Tex. 

Consolidated Sales, Indianapolis, Ind. 

Robinson’s Plumbing & Supply, Knox- 
ville, Tenn. 

Artophone Corp., St. Louis, Mo. 

Southern Wholesale Co., Inc., Shreve- 
port, La. 

L. C. Lippert Co., Sioux Falls, S. D. 

Bi-State Distributing Corp., Des 
Moines, Iowa 

Henzel-Powers, Inc., Albany, N. Y. 

Auto Service Co., Birmingham, Ala. 

Orgill Brothers, Little Rock, Ark. 

Mueller & Selby, Inc., Omaha, Neb. 





FAN FORCED 

INSTANT HEAT 
Ideal for the bath 

and other small rooms 

| «+. in the home or 

+ commercial establishments 


Gives YOUR CUSTOMERS 
TOP QUALITY 
Gives YOU ADDED 
SALES . . . LIBERAL PROFIT 


FINISHED IN GLISTENING CHROME 
1320 WATTS 110 VOLTS 4507 B.T.U. 60 CYCLE 8'/, LBS. 


} 
Sylvania Electric Products, Inc. 
Carolina Electric Appliance Co., 


Columbia, S. C., has been appointed 
to distribute Sylvania radio and tele- 
vision. 


This modern in-the-wall Electric Heater provides real convenience 
. instant fan-forced heat when and as needed at the flick of a 
switch . . . besides ordinary heating service it is ideal for drying 
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hair and light laundry. Easily and quickly installed in new and 
existing buildings. Call your Peerless distributor or 
write direct for complete details. 


1884 Manufacturers of Gas Circulators — 
Space Heaters— Unit Heoters and Wall Furnaces. ‘ Fj 
PEERLESS MANUFACTURING CORP, LOUISVILLE 10, KY. =< Sa - 


ONE MAN. | 
instead Of tu” 


DELIVERS 
PPLIANCES 


SLIDES 


Thor Corp. 


Friendly Brothers, Inc., St. Louis, 
Mo., is a new distributor of Thor home 
laundry products. 


Since 











Hotpoint, Inc. 


Rock Smith Co., Davenport, Iowa, 
will distribute Hotpoint products. 


International Harvester Co. 

Floyd & Co., Inc., Cincinnati, Ohio, 
has been named a distributor of In- | 
ternational Harvester refrigerators and | 
freezers. 








James Mfg. Co. 


Sues, Young & Brown, Los Angeles, 
Calif., has taken over southern Calli- 
fornia distribution for the James dish- 
washer. 


Knapp-Monarch Co. 


RCA Victor Distributing Corp. 
takes over distribution of Knapp- 
Monarch electric housewares in the 
Chicago, Davenport, Wichita, Detroit, | 
Kansas City, Buffalo and Rochester | 
areas. 


IN AND OUT 
OF TRUCKS 





( 
Deliveries are easy... safe... and less costly 
with an Easload Appliance Truck. You 
save the cost of an extra man and the ap- 
pliance is always safe because it is strapped 
on and cinched tight with a ratchet-type 
cincher. Rubber pads protect the finish. 

Note how the large wheels with 10 x 


Landers, Frary & Clark 


The following distributors have 
been named to handle Universal clean- 
ing equipment: 


- 

in convenient lengths, on smart 
metal spools for fast and profit- 
able “footage” business . . . well 
known to your trade as the choice 
of leading manufacturers ...also 
U-L approved Cord Sets that put 


Arizona Hardware Co., Phoenix, Ariz. 
Broome Distributing Co., Bingham- 


ton, N. Y. 2.75 cushion tires lock in the load bal- an end to CORDelirium. 
Forster Distributing Co., Minneapolis, | ancing or the loading position until 
Minn. released by a foot pedal. See the two small | For exacting uses 


special resistance to oll, 


Miller Electric Co., Utica, N. Y. heat and light, ovr SO and 


rubber wheels used for loading. 
Ray Roberts, Inc., St. Louis, Mo. 


Ra c ( ) Save the cost of an extra man; order $JO cords are supplied with 
Supplee-Biddle-Steltz Co., Philadel- | your Easload today... only . . . $53.50 Neoprene eee 
phia, Penna. FOR LOS ANGELES 40% and 60%. 





Graybar Electric Co., 
Penna. 

Graybar Electric Co., Seattle, Wash. 

Graybar Electric Co., Detroit, Mich. 


Larson Co., Fargo, N. D . 


Pittsburgh, | COLSON EQUIPMENT & SUPPLY CO. 


| 1317 Willow Street © Los Angeles, California 


| CORNISH WIRE COMPANY, . 
B EASLOAD nppuiance TRUCK HH 50 Chic Steet New Yor 7 4 
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DEALERS WANTED 


FOR THE NEW LARGER 1952 
SENSATIONAL DOUBLE-CAPACITY 
JUICE EXTRACTOR 


HEALTHWAY ELECTRIC 


Vegetable 
and 
Fruit Juice 
Extractor 


FEATURING 


* Revolutionary 
disc shaped 
cutter (faster 
operation) 
Cushion- 
quiet bear- 
ing motor 
Patent 
(eliminates 
vibration) 
Fast-action strainer 
More sparkling juice (1 pint in 2 minutes) 


Clean-easy detachable bow! (chip-resist- 
ant plastic coating) 


New simplimatic cover fastener (just flip 
to open) 
Only one moving part 


AC 105-115 VOLTS 
$64.50 
Retail Price 
Generous Mark-Up for Retailers 


Shipping Weight Approx. 16 Ibs. 
F.0.B. Los Angeles 


(Dealers and jobbers write for discounts) 
Fully Guaranteed by Manufacturer 


MARS MANUFACTURING CO. 


8554 Wilshire Boulevard 
Beverly Hills, California 


Member Los Angeles Chamber of Commerce 


PEC VCCVTTVTTTVTVTV—0—0C0—"—"rve 


Point-oOF-SALe 


DISPLAYS 


STIMULATE 
PURCHASES 


Distinctive displays 
in quantity since 1935: 


wood 
metal 
plastic 


motion 


CALL 


CO 5-5621 


COPELAND DISPLAYS, Inc. 
537 W. 53 Street 
New York, N. Y. 


pahbihpa barb bhbbbbbbbbbihbbbbbbhhbbbbdbbbbhbbi i hhbdbhihbhhhbhhhbbbbhhbdbobooboooosoe 
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How to test, repair, and service 
all home electrical appliances 








Theory 
Constructions 
Trouble-Shooting 
Remedies 


electrical appliance 


on everything from toast 
8107 BI0B\ jes Uy Bae 


HERE is a complete and practical handbook for all who want 
to cash in on the continually growing and profitable field of 


servicing. It contains all the necessary elec- 


trical and mechanical fundamentals, along with clear instruc- 
tions and over 700 illustrations—sectional, exploded, opera- 
tional, and servicing views of equipment—picturing details of 
electrical appliance construction, operation, and servicing. Ex- 


plains the WHY as well as the HOW of electrical devices . . 

gives the principles, methods, and advanced technical know-how 
you need to solve everyday problems . . . includes suggestions on 
how to set up and operate a servicing business of your own. 


ELECTRICAL APPLIANCE 


SERVICING 


By William H. Crouse 


Formerly Director of Field Education. Delco-Remy Division, General Motors Corp 


854 


pages, 727 illustrations, $8.50 


“Here's the year’s best investment for radio servicemen who want to increase their 


incomes 


here's what you do 


almost every appliance you can think of is taken apart piece by piece 
... The language is clear, simple, direct, with no nonsense. f gad, 

says the author, the trouble is probably in the xyz section. 
And he tell 


the does this 
To fix it, he goes on. 
. Tilustrations are legion and almost all of 


a 
them convey a message rather than serving as decoration."’ 


Shows how to service and repair 
electrical appliances such as 


@ sewing machines 
@ ranges 

@ vacuum cleaners 
® clothes dryers 

@ garbage disposers 
@ water heaters 

© coffee makers 

@ clocks 

© diswashers 

@ air conditioners 

© ote., ote. 


heaters 
broilers and roasters 
wafflebakers 
fans and blowers 
washing machines 
water pumps, lawn 
mowers, and floor 
waxers 
© food mixers 
@ irons and ironers 
@ toasters 


“crammed full of useful information” 


“What a book! Just crammed full of useful in- 
formation .. . To our way of thinking nothing 
could be clearer.’ 

—Canadian Industrial Equipment News 
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—Radiofile 


SEE THIS BOOK 10 DAYS FREE 
—a. | 
330 W. 42nd St., New York 36 


Send me Crouse’s ELECTRICAL APPLIANCE SERV. | 

I ICING for 10 days’ examination on approval. In 10 
days I will remit $8.50, plus few cents for delivery, or 1 

] return book postpaid. (We pay for delivery if you remit 
with this coupon; same return privilege.) 1 


(Print) 
1 Name 

| Address 

b cays 

j Companys. . 
I Position . 


This offer applies to U. 8. only. 


Lemme meme a mame’ 
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NEW LITERATURE 





Stanthony Corp. 
New four-page catalog gives details 
of newly redesigned Stanthony ven- 


tilating hood, with photos and speci- | 


fications of hoods and blower units, 
roughing-in details and dimensions for 
under-cabinet installation. 


Glendale 1, Calif. 


Edison Electric Institute 


The television committee of Edison 
Electric Institute has produced an | 
eight-page educational pamphlet in | 


comic book style stressing the benefits 
of proper lighting while watching 


television. “Listen to Mr. Tee-Vee,” | 


available from Edison Electric Insti- 
tute, 420 Lexington Ave., New York 
17, N. Y.; $2 per hundred in mini- 


mum lots of 100, 10 percent addi- | 


tional charge for non-members. 


Two new “Domestic Appliance In- | 
pre- | 


stallation Manuals” have been 
pared by the wiring and specifications 
committee of Edison Electric Insti- 
tute. Electric Laundry Equipment 
Section (Publication No. 51-21), 35¢; 
Electric Range Section (Publication 
No. 51-22), 50¢ available from Edison 
Electric Institute, 420 Lexington Ave., 
New York, N. Y. 


Electromode Corp. 

Electromode has made available 
several pieces of literature on its heater 
line. Booklet EC-97 contains proofs 


of ad mats. Booklet EC-116 contains | 


proofs of catalog cuts. Booklet EC- 
117 contains 20-, 30- and 60-second 
spot radio announcements. 


showing the general line. 
EC-63R is a space heater catalog, in- 
cluding information and 


Corp., 45 Crouch St., Rochester 3, 
v.¥. 


Standard Electric Mfg. Co. 


A 24-page illustrated catalog with | 


complete specifications on its fan and 
blower line, is available from Standard 
Electric Mfg. Co., West Berlin, N. J. 


Youngstown Kitchens 

A new 24-page consumer catalog 
for dealer use shows Youngstown 
Kitchens photographs in full color, 
with a discussion of kitchen planning 
featuring illustration of basic arrange- 
ments. Eight methods of financing 
kitchen purchases are outlined. Avail- 
able from Youngstown Kitchens Div., 
Mullins Mfg. Corp., Warren, Ohio. 


Edwin L. Wiegand Co. 

A four-page folder describes Chro- 
malox industrial electric air heaters. 
Folder F-1530, available from Edwin 
L. Wiegand Co., 7525 Thomas Blvd., 
Pittsburgh 8, Penna. 


Circulators & Devices Mfg. Corp. 
A 1952 catalog of its ventilating 


equipment is now available from Cir- | 


culators & Devices Mfg. Corp., 128- 
168 32nd St., Brooklyn 32, N. Y. 


MARCH, 


ry ee 
No. 30-D-1, available from Stanthony | 
Corp., 6900 San Fernando Road, | 


Booklet 
EC-111 is a two color envelope stuffer | 
Booklet | 


specifica- | 
tions. All available from Electromode | 


“CRAWLS On Roller Bearings 
down 


vp a steps. 
Everybody likes this 
APPLIANCE TRUCK! 














Stevens Appliance Truck Co 


Old Savannah Road, P. O. Bex 897 
Augusta, Ga 





The sensational new FIRE- 
GUARD Fuse Coupling is 
an outstanding invention of the decade. It brings 
long needed safety and remarkable conven- 
ience to homes, offices, stores and institutions. 
Over 300,000 electrical fires occur each year. 
Many of these fires could be prevented by the 
use of FIREGUARDS . . . saving millions of dollars 
in fire losses. Listed with the Underwriters Lab- 
oratories, Inc. 


FIRE PREVENTION 


Sales Getting Display . . . makes FIREGUARD 
Easy to See . . . Easy to Sell 


ASK YOUR JOBBER FOR FIRE- 
GUARD FUSE COUPLINGS. Write 

today for complete information re- 

garding FIREGUARDS, counter dis- 

play box, counter literature, etc. 


F. H. SMITH MFG. co. 


NATIONAL SALES OFFICE 
3628 SO. BLAKE ST. CHICAGO 9, ILL. 
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™: MODERN PROCESS «=. 
_]693 PORTLAND AVE. WY ROCHESTER 21, N.Y. 
LOCUST 9155 













‘*MARKER 
SLEEVE”’ 


(safety first) 


Fra inserting plug) 
F grace grounding wire) 

- available ONLY from 
“Columbia” with any of 
our three-wire cord sets. 


designed for bons gone 
specifications eee 
time and labor . . 
by ordering the 
bia” Marker Sleeve 






























he oat 
*“Colum- 
with 





your “Columbia” CORD 
SETS. Cannot come off 
cord. A. y ~ wire can be 














any 







possibility a shock, 


ORDER TODAY! 
We manufacture cables and cord atts 
gov't and civilian specifications. Write f 
FREE copy of our plant-facility broch: ure. 

















“National distributors and warehouse 
for ANACONDA densheath television 
and radio wire and cables” 


COZ oan 
WIRE & SUPPLY CO. 


2850 Irving Park Road + Chicago 18, Ill 




















Attention! 


fo) helen MANUF ACTURERS 
and DIST RIBUTORS 


ra? 
How to SELL MORE 


at POINT-OF-SALE 
S777 











NEW multi-colored 


PRODUCT PRICER 


Used by leading appliance and hard goods 
manufacturers. Distinctive pricing moves 
goods at point of sale. 

Tailor-made to suit your product .. . in 
design, size, color and wording. Has inter- 
changeable plastic background, .silk- 
screened in sharp, crisp letters in color. 
Carries your copy, company insignia, 


trade-mark, or trade name. Each unit in- 
cludes set of plastic die-cut numerals and 
dollar sign for easy changing of prices. 
Smooth lacquered base has slots for insert- 
ing price figures and background, and is 
velvet flocked on bottom to prevent 
marring 


Made up in quantities for az low as 50c per 
unit, packed in lots of six included in the 
price. Unit size approx. 6” long x 5” high x 
2” deep, figures 144” high 


FREE SAMPLE... write 
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DEALER 
SALES HELPS 











DEMONSTRATION CENTER for Fedders 
air conditioners features color trans- 
parencies to emphasize the year-round 
benefits provided by air conditioning. 


— 






pos) parece es Somer 
) 


i 






’ waa 


FOUR-UNIT MOBILE of Mitchell Mfg. 
Co. is printed in five colors, designed for 
hanging above and slightly in front of 
operating air conditioner, so that any 
movement of air makes each piece re- 
volve slowly. 





“DISPLA-MOBILE” 
attaches to mixer for a space-saving 


of Hamilton-Beach 
counter display. No mechanical devices 


are used—air currerits cause the elements 
to move. 


1952 











EVERYBODY'S a Prospect for 


outside dimensions 27” wide x 36” high x 
27” deep — including handle 
@ TECUMSEH Ye, H.P. COMPRESSOR — her- 
metically sealed unit. 
@ RANCO THERMOSTAT — full temperature 
range from 0 F, at normal to —20° F. at 
coldest position. 





Worth Its Weight in COLD® 
There is only one genuine KING in Refrigerators, Look for this Trade Mark. 


76-02 Woodhaven Boulevard, Glendale, L. |., N. Y., TWining 7-2200 





the amazing new 
uw I po 


WANE 


<r Beedle. 
Worth Its Weights in COLD® 


COMPACT 
HOME FREEZER 


GOES THRU ANY DOORWAY. 

LINES UP WITH KITCHEN CABINETS. 

@ 4 cu. ft. capacity. 

140 Ibs. of food. 

@ for apartment dwellers who “haven't 
the space.” 

® for small homes and ranch-types 
without basements. 

® for folks with a big freezer in the 

basement. Use the compact King in 

the kitchen for current needs. 

extra sale as a ‘‘go-with" a standard 

refrigerator. 


*5 YEAR WARRANTY 


on sealed-in unit — besides the standard one- 
yeor warranty, there is an additional 4-yecr 
protection plan on the sealed-in unit. 


Distributor and dealer inquiries invited. 
Refer to below. 


Refrigerator Corporation 


Manufacturers of Quality Refrigerators 
for Nearly Two Decades 

















HOT 


WATER FAST 
With 








Haahival 


Electric Water Heater 
Just put the unit in a container of water © 
ood o' Bey wes electric circuit (110 volt 

1 Ib. 2 oz. Heats 
coe in record ‘ine. 
Has many uses, such as: Heating water 
for moo Ay bath, shavin i 
baby’s milk, sterilizing bottles, 
canned fi , etc. Ideal for homes 
other good 


farms not having any we to 
heat water fast and conveni 


ONLY $5.95 Lust 


SOLD ONLY THROUGH JOBBERS 
* 


Write for Literature 


G. L. ELECTRIC CO. 
20725 Harper Detroit 24, Mich. 

















Al R-FLO. AUTOMATIC 


CEILING SHUTTER 





TOP VIEW-- OPEN = + LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practically 
flush with the ceiling. AIR-FLO Ceiling 
shutters present a refined, finished ap- 
pearance. Their natural aluminum color 
blends with any decoration, eliminating 
need for painting and no grille or winter 
cover is required. Furnished in 5 differ. 
ent widths, single panel up to 73” long. 
No operating mechanism shows. Built-in 
fusible link. Meets fire underwriters’ re- 
quirements. Write for illustrated catalog 
43A of the complete AIR-FLO line. 





CLOSED 


view —— paver Sa 
AIR CONDITIONING 


PRODUCTS CO. 


2340 West Lafayette Bivd. 
Detroit 16, Michigan 
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A-P Controls Corp. 
Admiral Corporation 
Air Conditioning Products Co 
Altorfer Bros. Co 
Aluminum Goods Mfg. Co 
American Central Div. Avco Mfg. 
Corp. 
American Telep 
Co. . ‘ 
Apex Electrical Mfg. Co., The 





& Telegrap 


Appliance Mfg. Co 

Armco Steel Corp 

Armstrong Products Corp 

Arvin Industries, Inc 128, 
Astral Industries, Inc 


Belden Mfg. Co 

Bendix Home Appliances, Div. 
Avco Mfg. Corp 17, 18, 19, 

Ben-Hur Mfg. Co 

Berns Mfg. Corp 

Better Homes & Gardens 

Blackstone Corp. 140, 

Briggs & Stratton Corp 


Calgon, Inc. 

Camfield Mfg. Co 
Capehart-Farnsworth Corp. 
Carrier Corp. 

Cemco Industries, Inc 
Chevrolet Div. General Motors 
Chicago Sun-Times 

Chicago Tune 

Clements Mfg. Co 

Colson Equipment & Supply Co. . 


Columbia Broadcasting System, 
The 


Columbia Wire & Susoly Co 
Commercial Credit Corp 
Copeland Displays, Inc 
Cornish Wire Co., Inc 
Cory Corp. . 

Country Gentleman 

Cribben & Sexton Co 


Dayton Pump & Mfg. Co 

Deepfreeze Appliance Div., 
Products Corp. 
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“OPPORTUNITIES” scan 


DIDYLALED INDIN LUUAL BIYACES with vor- 


RAILES: 
UNDISPLAYED der rules for prominent dlaplay y advertisements. 
The advertising rate is $11 r inch for all 


$1.80 a line, minimum 3 lines. To Some advance 
n advertising appear! 
payment, count 5 average words as a lin basis. Contrast ——y note a zt Lie oe: 


DISCOU NT of 10% if full permet is “made in 
AN per anrasine INCH is measured %” ver- 


MERCHAN 


advance f< ‘onsecutive insertion: 

POSITION Ww ANTED « Individual Selling Op- tically on a co! columns—48 inches to a 
portunity undisplayed advertising rate is one-half page. NEW ADVERTISE SMENTS: Address N. Y 
or above rate, payable in advance. Office, 330 W 42nd St., Y. 36, N. Y. for April 

BOX NUMBERS—Count as 1 line. Issue closing March iden, 





MERCHANDISING 


SUPPLEMENT 


Products, Services — For More Sales, For More Profits 
UNDISPLAYED RATE: DISPLAYED RATE: 


$19.30 per inch per insertion. Contract rate on 
request. (An advertising inch is measured 
%” en one column. There are 4 


consecutive insertions columns—48 inches to @ page.) 


ie in 
of undisplayed 




















Manufacturers Representative 


Wanted to sell Porcelain Electric Jugs for 
g Water. Capacity 1% quarts. For 
Home . Office Hospital Use. 
RW-3182, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Il. 


SALES MANAGER 


Wholesale and retail experience, h 
most of the best known lines of home ap- 
pliances, kitchen cabinets and T/V. Live 
wire, high calibre, college man, who can 











speak well before groups. Can attract 
good men, train them thoroly, make them 
eager to produce day after day. Has built 
sales organizations for three well-known 
firms. If your potential is $1 million per 
year upwards, write: 








= faa IES ( Bor No.): Address to office nearest you 
Y yo if 42nd St. (36 
CHICAGO. 52 Michi gan Ave. (11) 
SAN FRANCISCO: 68 “post 8 Bt. (4) 





SA-8415, Electrical Merchandising 
330 W. 42 St., New York 36, N. Y. 


SELLING OPPORTUNITY OFFERED 





tives Wanted. Appoint distributors for new 
gas garbage disposal units. Sales support 
through national advertising and complet« 
promotion program. Good following and ex 
tensive experience required Submit etete 
and references. Liberal commission. RV 
3434, Electrical Merchandising 





‘ 
MANUFACTURER’S AGENCY 
Desires Additional Major Line 
Southeastern States 

Experienced, Active, Aggressive and Successf' 
Excellent Personal Relations with Leading Whole: 
salers. Associates in Principal Cities. New Accounts 
Guaranteed 
RA-2714, Electrical Merchandising 
330 W. 42 St., New York 36, N. Y. 


SELLING OPPORTUNITIES WANTED 


EUROPEAN REPRESENTATIVE — After 
about May Ist, I shall be located in Zurich, 
Switzerland. I shall be pleased to represent 
your interests there or elsewhere in Europe 
Experienced electrical engineer. All transac- 

| tions confidential Address RA-3226, 
| trical Merchandising. 








TERRITORIAL MANAGEMENT 


Western States Representative desires connection 
at factory level. Thoroughly experienced all phases 
appliance and radio 3. ‘ound includes 
highly successful distributor sales management 
Young and aggressive. High as can go in present 
organization. Available in immediate future. Will 
relocate. Write 

RA-3208, Electrical Merchandising . 

2 : , sales personnel. RA-3315, 

620 No. Michigan Ave., Chicago 11, Ill. chandising. 


Elec- 


} 
MANUFACTURERS WANTED. We want to 


représent manufacturers — Electric Ap- 


all or part of Pacific Coast by experienced 
Electrical Mer- 











MANUFACTURERS AGENTS — Representa- | 





Keen’s Model 
Stairway Endless Belt 
Mover. New and con- 
venient in moving ap- 
Dliances to homes 
ely, quickly and 
without marring 
floors, woodwork or 
gueme! surfaces. 
t's what vn 


in the new M 
EBC Adjustable Hand 





est ed Field upright = x pended Weigh: Mo i ibs. write f = 
magn curv an rs mem rT ht ‘or © 
KEEN MEG. co. 505 Dog jarlingen, Texas 





Ppliances & Equipment. Complete coverage of | 


CUT delivery time, SAVE 
unnecessary damage and work 


with the YEATS APPLIANCE DOLLY 


Second story deliveries are no problem when you 
use the dolly with the easy-does-it features.* 
Aluminum oes frame, 58” tall, has smooth run- 
ners on back for easy off-on truck loading, curved 
cross members in front for round appliances and is 
padded with felt. 
yi Web strap fastens appliances tight 
with the patented (30 second action) strap 
ratchet—a Yeast exclusive. 
<a‘ Caterpillar STEP GLIDE. Endless belt eases the 
largest appliances over stair edges without 
marring. Write for full information. 


Yeats Appliance Dolly Sales Co. 


2124 N. 12th St 
MILWAUKEE wis 











wirs HOTG... 
it’s news sas 


IT'S WORTH STOPPING TO SEE! 


Maybe Industry doesn’t maintain 

show windows on Fifth Avenue or State 
Street or Wilshire Boulevard like 
America’s great department stores. 

But your industry has a mighty effective 
show window ...and this is it... 

this magazine. In these advertising 

pages alert manufacturers show their 
wares. Here you will find 
up-to-the-minute news about products and 
services designed to help you do 

your job better, quicker, and cheaper. 

To be well-informed about the latest 
developments in your business, your industry ... 
and to stay well-informed... 

read all the ads too. 


McGRAW-HILL PUBLICATIONS 








Modern Appliance Displays 
Need a MOTION! 


rosa Potash, Sho 


appli 
industrial a. 
appliance cord, ai 
ignition wire, and all similar 
4 uses. Made in 5 sizes. 
Time- Tested -Successful- Economical 
Write for Catal 


MEND-IT SLEEVE “ec* 


136 Bonita Av., Piedmont tI, Sait. 


The Action 

nsert broken ends Display-Way 
sar apt Lot Crimp 
tight with piyers 








THE OLDEST NAME in turntobles assures you 
Hanb Trucs for Safe & Easy profiteble, trouble-tree eperetion. Used by 


5 chants nationwide for unusual action 
handling ‘7 plays. Model 712 ROTO-SHO illustrated, re- 
RANGES, ~ 2 at ioe one —_ self. 
ot electrical devices Someter 


Table 18” di 
RADIO & TELEVISION Ac, ~~. $s 
ir 


way sel construction. >oearan 
‘or 
SELF-LIFTING PIANO TRUCK CO. M.-F 





© Carries up 
to 200 ibs 


© Lights ture 
with table 


enuenes, DIE AND STapeoms co. 
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Dept. 65, 267° ort bt. N New York 12, W. ¥. 
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am odjenct to other efvertising tm this tarae 
with these additional announcements prod- 
wale sd coeetens <2 snemiel Sere & te oe 
and servicing of electrical appliances and in 
other merchandising opportunities. 
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WANTED NEW ELECTRICAL PRODUCT 
To MANUFACTURE AND MARKET 
By well established, medium size, ind manufacturer of electro mechanical devices. 
™ roy derbytion through est her in new i to make and market. 
Basis outright = or roya' 
BOX BO-2984 ELECTRICAL MERCHANDISING, 33 oy w. 42nd St., N. Y. 36, N. Y. 

















ATTENTION MANUFACTURERS 
of ELECTRICAL APPLIANCES 


If you are interested in manufacturing a 
new featured steam iron on a royalty 
basis, contact 


BO-3180, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill. 


Wholesale and Retail Establishment 


30 years. Retiring $15,000 cash. 
BO-3401, Electrical Merchandising 
620 N. Michigan Ave., Chicago 11, Ill. 
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EDITORIAL 





: 





Business or Racket? 


‘© T'S getting so that anyone is just a damned 

fool to buy anything at retail,” began a story 
in the Feb. 4 issue of Time magazine, quoting an 
appliance.distributor. ‘The story went on to point 
up what they call the “current phenomenon” 
of the rise of the discount house in appliance 
merchandising, which has caused department 
stores, dealers and other established merchants 
to cut their prices to meet this 20-30 percent 
below list competition. ‘The rise of the dis- 
count house, Time says, is due to the big post- 
war increase in the number of dealers, which 
made things ripe for cutthroat competition, and 
the Supreme Court’s breach of the Fair Trade 
laws. 

They point out that, in effect, the “I can get 
it for you wholesale” boys get a free ride on 
national advertising of nationally distributed 
brands; few do any advertising of their own; that 
customers get their information on quality, models 
and prices from “patient clerks” of established 
dealers. Many discount house “bargains” are 
frequently discontinued models; they tack on 
extras for delivery and provide none of the 
service and repair work offered by established 
dealers. Yet, Time concludes, many manufactur- 
ers and distributors look the other way because 
discount houses move big volume quantities of 
goods rapidly. 


Well, let’s face it: there’s a lot of truth in what 
they have to say. We have had to live with 
and endure this backdoor selling racket ever since 
the days when appliance and radio (not to men- 
tion cameras, silverware, jewelry, portable type- 
writers, fountain pens and other consumer items) 
sales reached volume proportions. Retail groups 
have pleaded, argued, cajoled and threatened in 
ittempts to throttle this hydra-headed monster, 
but to little avail. Wéith price, and only price, 
as their bait, with their selling expense shaved 
to the irreducible minimum and with millions 
of customers hungry for goods, they have con- 
tinued to flourish. 


But Time magazine, in telling only half the 
story, has done the appliance and radio indus- 
tries a distinct disservice. Quoting one executive 
of a Chicago merchants’ association to the effect 
that “I would estimate that 90 percent of nation- 
ally branded major appliances are sold below the 
list price,” together with the opening quotation, 
clearly implies that anybody is a sucker who 
doesn’t get a rake-off from list. ‘They either 
did not know, or did not say, that discount houses 
exist primarily in large metropolitan markets and 
that thousands of independent dealers through- 
out the country have built their businesses on 
sound selling practices—demonstrating, selling, 
financing and servicing. They have done so, not 
because they have a monopoly on virtue, but 
because they could not hope to gain and hold 
the confidence of their customers, or even make 
a reasonable profit, by following any other course. 
The lunatic fringe—and it exists in every industry 
—will continue to resort to drastic price cuts 
and excessive trade-in allowances to move goods. 
But economic law catches up with them sooner 
or later. 


In the meantime, it might be healthy for 
many elements in our industry—manufacturers, 
distributors and dealers alike—to submit them- 
selves to a little searching self-analysis. It’s 
about time we made up our minds whether 
we are in a business or a racket. If we act 
as though appliance and radio merchandising is 
nothing but a racket, a public turned cynical 
will take us at our face value. We have an 
enormous investment to protect—in engineering 
knowledge, in productive capacity, in distribu- 
tion facilities, in service rendered and in the 
confidence of our customers. 


In light of these achievements, the fact that 
a national magazine has any grounds at all to 
imply that we are a bunch of cheap, opportunist 
hucksters with the ethics of an alley cat should 
come as a distinct shock to all responsible people 
in this industry. 


Lanervce lr|, ~7 


EpITor 
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LOVELU'S NEW, IMPROVED : 


} FEATHER-TOUCH "RELEASE GIVES 
POSITIVE-BALANCED ACTION 





The best safety relea-e ever designed for a wringer is now even 
Another Improvement from better! Now you can offer wringer washer prospects far greater 
safety with Lovell’s new, improved “Feather-Touch” release! 

Lovell, Inventor of the It’s more sensitive than ever before, yet it will not release until 


you want it to. And the new booster trigger assures immediate 


**Feather-Touch’”’ Release positive action at the first flick of your finger! This new Lovell 


development will be featured in Lovell’s models 42, 52 and 77. 





3. cutaway view of reset lever shows how 2. WHEN RELEASE BAR is pushed or pulled the 3. EXTRA MARGIN of safety is booster trigger (E). 
latch (A) holds hinge (B) firmly in position actuating arm (D) pushes down latch (A), After the latch (A) is unhooked, the same 
when wringer is in use. Feather-touch release releasing the hinge (B). Sensitive, Positive- touch on the release bar causes the booster 





bar (C) is connected to actuating arm (D),. Balanced Action immediately and speedily trigger to push hinge (B) out, accelerating 
t / J or C - 


releases roll pressure. the pressure release. 





EXCLUSIVE SALES ADVANTAGES of Lovell’s “feather-Touch” Release 


1. EASY TO RELEASE! A light flick of the hand 4. NO UNWANTED RELEASES! Although the new 
releases tension on the rolls instantly. New Positive- “Feather-Touch” is more sensitive than ever 








Balanced Action gives split-second response, ; before, it will not release until the release bar is 


moved manually. 


2. ASSURED PERFORMANCE! Lovell’s new booster . 

trigger now doubles the “Feather-Touch” release’s A 

protection, makes certain that pressure is released ‘ < J PR ESS U R & 
every time the release bar is used. 2 ie 






CLEANSING 
WRINGERS 
double blanket, the new “Feather-Touch” release 


gives the same reliable, safe action. LOVELL MFG. CO. = ERIE, PA. 


Also makers of gas and electric Drying Units 





3. RELEASES REGARDLESS OF LOAD! No matter 
what's going through the wringer, a nylon slip or a 











The Best Things Come in Pairs This Year! 


Two Double-Oven Kelvinator Electric Ranges! 


Hq YOU SEE, not just one, but two great double-oven Kelvina- 
tors. Here now 


. added to the brilliant double-oven version of 


Kelvinator’s famous “Automatic Cook.” is a brand-new double- 
oven model in the popular price bracket. 

This newest of Kelyinator ranges, Model ER-3D, is a sensation. 
Both ovens are over-size ... surface units are extra fast... and with 
lamp and oven-timer accessory, it offers the advantage of automatic 
cooking with all of the appeal of that feature to women. Yes, actually 
it is a two-oven range at a one-oven price ...a tremendous oppor- 


tunity for volume sales. 


There is a great sales opportunity in the beautiful and complete 
Kelvinator line of electric ranges. For, with the addition of this new 
model ER-3D, the Kelvinator retail salesman can offer the customer 
exactly what she wants . . . double-ovens or single oven . 


nee p- 
Down™ Unit or deep-well cooker . . . the deluxe, the popular-priced, 
the low-priced. 7 different models, with instantly visible values. 

Here, once again, you see Kelvinator “retail-mindedness” in action 
... continuing proof that the Kelvinator franchise is the most valu- 
able in the industry. 


THERE IS A BETTER ELECTRIC RANGE... 


® 
vs faeechnauseatov 


THE MOST VALUABLE FRANCHISE 


IN THE APPLIANCE INDUSTRY 


ELECTRIC REFRIGERATORS...RANGES...FREEZERS...WATER HEATERS...AIR DRIERS 


KELVINATOR + DIVISION OF 


NASH-KELVINATOR 


CORPORATION +> DETROIT 32, MICHIGAN 





